Sales Execs Told 
Need for 2,000,000 


More Salesmen 


Many Ways of Managing 
Salesmen Are Detailed 
at Annual NSE Meeting 


DetTrRoItT—Another 2,000,000 
trained and competent salesmen 
are needed immediately to main- 
tain the nation’s production ma- 
chinery running at a level to keep 
60,000,000 Americans at work, the 
annual National Sales Executives 
convention was told by W, ed 
Ayers, executive vice-pre t of 
Brooke, Smith, French and Dor- 
rance. ’ ; 

He told the 1,000 delegates to the 
parley that “we cannot support our 
economy with our present sales 
force of 3,700,000.” 

In a forceful speech, Mr. Ayers 
declared that he doubts whether 
there is a single business enter- 
prise in the country today that can 
say it has all the good salesmen it 
wants or even all that it needs. 
“And, it will be years before the 
reverse is true,” he continued. 


s Calling the largest problem fac- 
ing the country one of retraining 
an adequate sales force, Ayers 
said “many companies are making 
every effort to revitalize their 
present sales staffs and the staffs 
of their retail oulets.” 

“They are spending millions of 
dollars to do it,” he asserted. 
“Many others will be forced—yes, 
forced—if they are to maintain 
their corporate life, to follow suit.” 
Ayers said that industry not only 
heeds to train and retrain but to 


Available Market Data Is Catalogued 


This is the third annual “Market Data Issue” of ADVERTISING 
Ace. Beginning on Page 27 and continuing uninterruptedly 
until Page 116 will be found a special section, featuring a des- 
cription of about 1,000 pieces of market data available from me- 
dia, trade associations and other sources. Convenient coupons 
for requesting this data are scattered through the section. Check 
through this wealth of material, write down the numbers of the 
items you want, and then use the handy coupons to request the 
data in which you are interested. 


recruit—in terms of a whole new 
generation of salesmen. 

“We are up against the problem 
of selling the profession as an at- 
tractive career,” he cautioned. 
“And it takes on the proportions 
of a holy crusade. Individually, 
we cannot do the job. Its size alone 
would make it impossible.” 


@ Mr. Ayers warned against seek- 
ing the needed manpower among 
what he termed drifters, floaters 
and misfits. He said that salesman- 
ship must be made a desirable 
profession for desirable people. 
“We must find our sales force of 
tomorrow in the high schools and 
universities. There’s where the 
real job of selling must be done,” 
he said. “We must convince these 
outstanding young people that sell- 
ing is desirable in every way, in 
earnings, in community respect 
and regard and in the future it 
holds for them and their families.” 

Prof. James R. Hawkinson of 
Northwestern University told the 
sales executives that to expand the 
ranks of the nation’s selling force 
industry must “sell” the field 
of selling to college students. 

He said that a recent nationwide 
survey among business students 
showed that 55% of the under- 
graduates are interested in selling. 

“Sales executives must tell the 


(Continued on Page 126) 


New YorkK—Mutual Broadcast- 
ing System, pace setter in cooper- 
ative programs—network shows 
Sold locally to individual advertis- 
ers—now has nearly 2,800 co-op 
sponsors. 

The majority of these adver- 
tisers—1,812 at a recent count—are 
backing Mutual’s newest and hot- 
lest co-op attraction, “Game of the 
Day.” These big league meets are 
being carried by most stations out- 
Side the range of the major league 
baseball cities. 

In addition, 12 other network 
shows, available for local sponsor- 
ship, are aired by 930 advertisers. 
Sponsorship arangements for the 
fames, which are broadcast Mon- 
day through Saturday, vary greatly 
ffom station to station. Some ad- 
Vertisers buy only a one-minute 
@nouncement between innings of 
play; others carry the full week's 
Schedule of play-by-play accounts. 


& For those in the latter category, 
sts range from approximately 
$210 ($30 for program charges, the 
femainder for time) weekly over 
REYY, Pocatello, Ida. to $3,200 


MBS Sets Pace in Co-op Sales; Other 
Nets Carry Over Practice to TV 


($450 program; $2,756 time) over 
KHJ, Los Angeles. 

Mutual says its co-op stable, 
which is under the direction of 
Bert J. Hauser, makes money for 
the network, although it is intend- 
ed primarily as a source of good 
programming for affiliates. 

Best sellers in the regular lineup 
are Fulton Lewis Jr., with more 
than 300 sponsors; Marvin Miller’s 
“Behind the Story,” sold on 129 

(Continued on Page 8) 
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Motorola Plans 
$15,000,000 Ad 
Drive This Year 


Cuicaco—Motorola Inc. last 
week reported unit sales of tele- 
vision sets in the first quarter of 
1950 were 340% higher than in the 
corresponding period last year, 
and indicated that the combined 
advertising-promotion-merchan- 
dising budget this year will be 
$15,000,000. 

The $15,000,000 figure includes 
magazine, newspaper, radio, TV 
and trade publication advertising; 
sales promotion material and the 
company’s merchandising pro- 
gram. However, the total bud- 
get is about $5,500,000 to $6,000,- 
000 above the amount which the 
company originally expected to 
spend in 1950. 

Motorola anticipates some de- 
cline in demand for video sets 
this summer, and will not break 
its campaign until early in August. 
However, production will continue 
during the summer months in or- 
der to build up-a backlog suffici- 
ent to satisfy the expected demand 
during fall and winter months. 


By far the major portion of the 
budget will be devoted to TV 
promotion. Home radios, auto ra- 
dios and portables will receive ad- 
vertising support, but expendi- 
tures for these products will be 
small in comparison to the tele- 
vision outlay. 

Although the company probably 
will not buy a television program 


eo e 
Advertising Age : 
Auto Dealers to War 
on Newspaper Rates 


ese" 


NEW AUTO WAX-—S. C. Johnson & Son 
Inc. ran this 1,500-line two-color ad above 
in 166 newspapers May 25 and 26. Ads 
are part of a nationwide newspaper, ra- 
dio and magazine campaign for Car- 
Plate, a new liquid auto wax. Needham, 
Lovis & Brorby, Chicago, is the agency. 
(Story on Page 2.) 


this fall, it will run an intensive 
spot TV drive in all video markets. 

Tests of the spot TV drive now 
are being conducted in Buffalo, 
Providence and Chicago, using all 
television stations in the three 
cities. If results are up to expec- 
tations, similar techniques will be 
used in all TV markets later. 

Gourfain-Cobb will continue to 
handle all magazine advertising 
and all ads in farm, trade, export 
and other periodicals. Warwick & 
Legler, New York, will direct the 
newspaper promotion, and Ruth- 
rauff & Ryan will handle radio and 
television programs. 

The company also has signed 
with Horton & Henry of New 
York, Florez Inc. of Detroit, and 
Petzinger, Dechert & Kielty of 
Chicago, to produce various types 
of sales training programs. 


Last Minute News Flashes 


Queen City Brewing Co. Plans New Beer Campaign 


CUMBERLAND, Mp.—Queen City Brewing Co. on June 1 will break a 
$100,000 newspaper campaign in 30 markets in Ohio, Pennsylvania, 
Virginia, Maryland, West Virginia and the District of Columbia for its 
Old German beer. The promotion, which will run in 40 newspapers, 
opens with a 600-line ad, drops to 400-line ads in the second and third 
weeks, and then will use 70-line copy five times weckly for the re- 
mainder of the year. Lewis Edwin Ryan, Washington, is the agency. 


Boyle-Midway Plans Black Flag Campaign 


New YorK—Boyle-Midway Inc. already has newspaper commitments 
and is making plans for spreading a newspaper campaign for Black 
Flag bug killer from southwestern markets to the rest of the country 
as the buggy season progresses. Ads will vary as to emphasis in dif- 
ferent markets, with Boyle-Midway’s bug killer sharing ad honors 
with the company’s Aerosol bomb, DDT mixture, and Super Spray. 
W. Earl Bothwell Inc. handles the account. 

(Additional News Flashes on Page 127) 
+ ” * © a 
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NADA Committee Starts 
Work to Get Same Rates 
Charged Other Dealers 


WASHINGTON—National Automo- 
bile Dealers Association took the 
first step last weekend toward 
what threatens to be a determined 
assault on newspaper display rate 
structures in many parts of the 
country. 

In setting up a special national 
advertising committee “to study 
rate structures” the association 
said it wants to find out “to what 
extent automobile dealers are 
charged higher advertising rates 
for display advertising which fea- 
tures the product they handle, than 
are paid by retailers handling other 
lines such as radios, washing ma- 
chines and other electrical ap- 
pliances.” 

While the special committee’s 
first assignment is to study the 
extent of the discrimination, Pres- 
ident Fred I. Haller said NADA 
already knows that in many parts 
of the country, particularly in 
metropolitan areas, auto dealers 
are required to pay national dis- 
play rates, while appliance dealers 
and other retailers are allowed to 
promote national brands at local 
retail display rates. 


a By paying national rates, auto 
dealers often pay twice as much 
for product advertising as depart- 
ment stores and other retailers, 
he claimed. “It does not seem this 
discrimination can be justified 
when the facts are that the auto- 
mobile industry, as a whole, rep- 
resents one of the nation’s top ad- 
vertising budgets,” he said. 
(Continued on Page 123) 


Some Publications 
Exempt from Postal 
Delivery Cutbacks 


WaASHINGTON—National news 
magazines and other publications 
that enjoy “preferential treat- 
ment” were exempted last week 
from the cutback in postal hours 
and deliveries which threaten 
to slow the delivery of low-rev- 
enue classes of. mail. 

In a letter to postmasters, Post- 
master General Jesse Donaldson 
said the “preferential treatment” 
magazines are to continue to have 
newspaper handling, provided 
they agree to sort their mailings 
by direct sack or bundle for each 
delivery zone or delivery unit. 

Similarly, so-called “time limit” 
or “time value” third class mail, 
such as market reports and quota- 
tions, notices of meetings, etc., are 
to have preferred treatment when 
submitted in properly sorted bun- 
dles. 

Under the original curtailment 
order April 18, “newspaper” treat- 
ment was limited to daily and 
weekly newspapers, endangering 
delivery schedules of news maga- 
zines and trade publications. 
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Printers Elect Scott 


J. Wallace Scott Jr., executive 
vice-president of Allen, Lane & 
Scott, Philadelphia, has been elec- 
ted president of the Printing In- 
dustries of Philadelphia. Other of- 
ficers are: Ralph V. DeKalb, Al- 
fred J. Jordan Inc., and Stanley 
E. Haigh, Lanston Monotype Ma- 
chine Co., vice-presidents; C. A. 
Schaubel, Dunlap Printing Co. 
treasurer, and George D. Beck, of 
Beck Engraving Co., recording sec- 
retary. 


Barridge Appoints Knollin 


Barridge Co., San Francisco, 
manufacturer of children’s special- 
ties, has placed its advertising 
with Knollin Advertising Agency, 
San Francisco. 


STICK OUT 
your tongue at high ad- 
costs. EYE* 
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S. C. Johnson Sets 
National Ad Drive 
for ‘Car-Plate’ Wax 


(Picture on Page 1) 
Racine, Wis.—S. C. Johnson & 
Son Inc. launched a nationwide 


radio, newspaper and magazine ad- 


vertising drive last week for Car- 
Plate, its new liquid auto wax. 
The campaign was started May 
23 on the Fibber McGee and Molly 
program, aired over 166 National 
Broadcasting Co. stations in the 
United States and 11 stations in 
Canada (8:30-9 p.m., CDT). 
Following the radio kickoff, the 
company scheduled 1,500-line two- 
color ads in 166 major newspapers 
in 114 cities on Thursday and Fri- 
day. Ads ran in the sports sections 
of these papers, headlined, “Now a 
12-year-old can wax a car in 20 


§|minutes without rubbing.” Addi- 


tional newspaper ads will appear 
in the Metropolitan Sunday Comics 
Group, Puck—the Comic Weekly 


and in the comic sections of inde- 
pendent papers during June and 
July. 

Magazine advertising will con- 
sist of one-page in color each in 
Life, Look and The Saturday 
Evening Post. A half-page ad also 
is scheduled for the June issue 
of Post Exchange and Ships Ser- 
vice Store. 


s Sales promotion material being 
furnished to dealers includes win- 
dow display posters, jumbo can- 
vas banners, counter displays and 
handbills. 

The sales drive for Car-Plate 
opened in San Diego in January 
and was expanded into five Pacific 
Coast states on March 21. Local 
advertising began on the West 
Coast April 20 and 21 in 16 news- 
papers in 11 cities. 

Johnson reports that its sales 
force concentrated on pushing Car- 
Plate during the entire month of 
May to achieve coast-to-coast dis- 
tribution before the national ad- 
vertising campaign was opened. 


cd 
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Advertising in the 8 Booth Michigan Newspapers fills cash 
register tills! The 8 Booth Michigan Newspapers reach the big 


39% of industrial Michigan outside of Detroit.* It’s not only a 
big market for your products . . . it’s a market easy to sell, easy 


to promote, easy 


to ship to. 


+ Sales Management 1949 Survey of Buying Power 


For specific information, write or call 


The John E. Lutz Co., 435 N. Michigan Ave., 
Chicago 11, Superior 7-4680 


A. H. Kuch, 110 E. 42nd Street, 
New York City 17, Murray Hill 6-7232 


NEWSPAPER 


“GRAND RAPIDS PRESS - FLINT JOURNAL + KALAMAZOO GAZETTE - SAGINAW NEWS 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


appear in the June 10 issue of The Satur- 
day Evening Post; Time, July 3; Life, 
July 10; Newsweek, July 17; and the July 
issue of Better Homes & Gardens. Kenyon 
& Eckhardt handles the Mercury account. 


A 10-ounce can of Car-Plate, 
said to be enough for two applica- 
tions, retails for $1 through auto 
supply stores, filling stations, hard- 
ware stores and other retail out- 
lets. Needham, Louis & Brorby, 
Chicago, is the agency. 


Industrial Marketers Elect 

Elliott Charlop, advertising man- 
ager of S. Blickman Inc., has been 
eiected president of the Industrial 
Marketers of New Jersey. Other 
officers elected are: Vice-presi- 
dents, Bert F. Ames, manager of 
sales and advertising of Mass & 
Waldstein Co., Thomas G. John- 
son, assistant advertising manager 
of Okonite Co., and Edward Salas, 
advertising manager of Nuodex 
Products Co.; secretary, Franklin 
Way Bartle, advertising manager 
of Star Electric Motor Co., and 
treasurer, Elizabeth Buche, staff 
assistant advertising manager, Fed- 
eral Telephone & Radio Corp. 


Plans Fall Lime Campaign 

The Florida Citrus Commission 
will concentrate its advertising on 
limes at the point of purchase this 
season. It will advertise through 
displays at drug store fountains, 
grocery stores and restaurants. The 
big push on limes will come in Au- 
gust and September—a little lat- 
ter than usual because the crop is 
slow in maturing. 


Kaplan Agency Names Three 

Ben Kaplan Advertising, Provi- 
dence, R. I., has named Paul Don- 
elan executive vice-president. He 
will be in charge of plans, copy 
and new business. Jerome Salter 
and Frank Caluri have been named 
account executives. 


s 
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National Tea's 
Special Rebates | 
Hit By the FTC 


WASHINGTON—National Teg 
Company was ordered by the Fed- 
eral Trade Commission Tuesday to 
refrain from inducing its suppliers 
to grant it more favorable rebates 
and allowances than are allowed 
its competitors. 

National is permitted, however, 
to obtain favorable discounts and 
rebates, as long as it can show 
they were available “upon openly 
announced prices” to its competi- 
tors who are customers of the same 
manufacturer or seller. 

FTC’s order was the outgrowth 
of a “multi-million dollar profit 
sharing” coupon promotion plan 
used by National stores in Chicago 
and other cities during late 1948. 
Under this plan, National at- 
tempted to distribute 500,000 cou- 
pon books, containing $2,700,000 
worth of coupons. 

Customers turning in coupons 
toward certain merchandise were 
given a cash discount. FTC said 
National was illegally reimbursed 
by sellers for the cash value of the 
respective coupons. According to 
FTC, National operates over 700 
stores, including 236 in Chicago 
and 48 in Indianapolis. 


PHANTOM CIGARET COPY 
TO DROP ‘DRY’ CLAIMS 

WaASHINGTON—The makers of 
Phantom cigarets promised the 
Federal Trade Commission last 
week that they will not advertise 
that dry tobacco can have the same 
smoking qualities as moist and p 
fresh. 

In a crackdown on advertising of 
Leighton Tobacco Co., New York, 
FTC took the position that dry 
tobacco is less desirable to smoke 
and more irritating to the lining 
of the mouth and throat. 

At the same time, FTC struck 
down additional Phantom copy 
which implied that the addition 
of chemicals (humectants) to pro- 
tect the moisture of tobacco—a 
practice of many major brands— 
makes tobacco more irritating. 

FTC declared flatly that the 
addition of humectants will not 
injure the smoking quality of the 
tobacco. 


Unique Print yields 
Better 4-color Plates 
than Film Transparency! 


You haven’t seen correct color 
copy from a color film until you 
have seen a Chromart! Until 
they tried our 
print service, 
most of our 
customers 
had decided 
that really 
good prints 
ust couldn’t 
made from 
acolortrans- 


parency. 


John Groen, 
gifted art di- 
rector with 
Foote, Cone & Belding says, 
“We frequently use Chromarts on 
such accounts as ALL YEAR 


John Groen 


Only Fine Copy Yields Fine Plates 


CLUB, LOCKHEED and SUN- 
KIST. They are dependably 
bright, sparkling and yield sharp, 
clean printing plates.” 


Made by an exclusive process ] 
attuned to the critical require- 
ments of the art director, the 
advertiser and the platemaker, 
Chromart Prints are making 
Graphic Arts history. 


Chromarts are your positive 
check on plate quality ... with 
none of the misunderstandings 
that arise as when checking 
final proofs against trans- 
parencies. 


CHROMART ey parapet 
transparencies cost $58 to $132 
depending on size ordered. , 


FRANK MILLER Laboratories 
846 N. Fairfax, Hollywood 46 
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GEARED TO TODAY’S TREND TO 


INCREASING dependence 
by retailers on self-service and 
their concentration on fewer 
brands emphasize today’s 
need to build a strong con- 
sumer franchise. You don’t 
get the volume you want if 
you don’t demonstrate to re- 
tailers that their shelf and floor 
space will produce more profit 
for them than when it is given 
to the display of your compet- 
itor’s brand. 

Retailers are not interested 
in stocking and pushing a 
brand which their customers 
are not interested in buying. 
With thousands of items in 
stock clerks have time to know 


about and push only a few. 
And profit margins mean little 
unless they are realized by 
turnover. 

From its study of advertis- 
ing and selling in Chicago the 
Chicago Tribune has worked 
out a sound procedure that 
can build a strong consumer 
franchise for your brand—one 
that will stand up against 
competitive promotion ‘and 
one that is wanted by retailers 
because they see in it the 


_ answer to their own needs. 


The Tribune plan is an in- 
tegrated operation that can get 
you a greater share of the day- 
to-day buying of consumers. 


GREATER SELF-SERVICE AND FEWER BRANDS— 


_ The Chicago Tribune 
Consumer- Franchise Plan! 


It results in larger orders and 
savings in deliveries. It gives 
you the benefit of the retailers’ 
own promotion without resort 
to deals, premiums, cut prices 
or special discounts. Proved in 
Chicago, it can be employed 
in-other markets. 

If you want more volume, 
here is the way to get it. If 
retailers are beginning to drop 
your line, here is the way to 
win primary shelf position and 
store display. A Tribune repre- 
sentative will be glad to give 
you the facts. Ask him to tell 
you how you apply it in your 
business. Do it now while the 
matter is fresh in your mind. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


Chicago Tribune representatives: 4. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 
E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blod., Los Angeles 17 


Uk Pi eo nae YS om a eae sh ee Ta eee a ee ee eee i ee Soa z s eee Hii d sie a, i) dee . a ee) ae Ai aeeagtee Pale 2 é aa 4 
| 
Tea ee . 
‘ed- 
y to 
\iers 3 
ates | 
wed | 
ver, 
and | 
how 
enly 
eti- 
ame 
wth . 
rofit \ | 
plan 7 
cago 7 
1948. 
at- 
cou- 
),000 
pons 
were | 
said . 
irsed 
f the 
g to ; 
700 
icago 
Y 
s of 
the 
last : | 
artise 2 £5 : 
same ) ip | ‘ 
and 4 Wa Pa . ah} : 
\ XQ 
ne fi N V) | 7 
, ‘ | ; 
. dry 
moke | 
ining | | 
truck 
copy 
dition 
» pro- 
co—a 
nds— 
1g. 
t the 
1 not | 
of the | 
le , : 
y 
My PO os 
Ss 
e a 
e : 
- | 
g 
h be 
h 
5S ih 
iz 
S- 
ur ‘ 
2, 
mi 
a 
: i a on 
: : rey iy, Bar es eee ee Meter eet en ein ae) emma rie Pieeshatecc eae eal cet ea CE, eam BAN, ee | Wap Pt RAE Arata Mat eames ae de ie ee Meee oy Re yet Me ee ‘ 
aT" ‘ye oer avd Oe i iSO i, i Fh a es ge age at ely A ae le A FO ane ei il ae aa >i Rie aie eM Soo ey 3. Sathhor 


2 


Kellogg Names Two V. P.s 


Kellogg Co., Battle Creek, Mich., 
has appointed Ralph P. Olmstead 
vice-president in charge of adver- 
tising and E. T. Swan vice-presi- 
dent in charge of sales. Both men 
also retain former titles as adver- 
tising manager and sales manager, 
respectively, and continue to serve 
on the board of directors. Mr. 
Swan also is president of Kellogg 
Sales Co. 


Jones, McEvoy Named V. P.s 


Cunningham & Walsh, New 
York, has appointed Russell K. 
Jones, an account executive, and 
Newman F. McEvoy, director of 
media, as vice-presidents. 


ADVERTISING 
V, FoR LOW 
/ FILM FOR LOT. 


TV FILM 
150" BUDGET acco 
1338 


$. Wabash 
Chicago 


Philco Ups Gilligan 
to Advertising V. P. 


PHILADELPHIA—Philco Corp. has 
expanded its advertising and mer- 
chandising departments in rela- 
tion to television and refrigeration 
products and has shifted five top 
personnel to streamline these op- 
erations. 

John F. Gilli- 
gan, advertising 
manager for the 
past six years, 
was promoted to 
vice-president in 
charge of adver- 
tising. He will be 
in over-all charge 
of Philco’s ad- 
vertising pro- 
grams but will 
continue as ad- 
vertising manager also. He joined 
Philco in 1922 and in 1936 was 
placed in charge of radio, phono- 
graph and farm radio sales. 

Henry T. Paiste Jr., director of 


J. F. Gilligan 


quality control for the radio and 


television division, was named 
vice-president in charge of ser- 
vice and quality control. 


s Raymond B. George, sales pro- 
motion manager for the past three 
years, was appointed to the new 
post of vice-president in charge of 
merchandising for the radio and 
television division. Mr. George or- 
ganized Philco’s first accessories 
division. 

Walter H. Eichelberger, sales 
manager of the refrigeration divi- 
sion for the past six years, was 
named vice-president in charge of 
merchandising for the refrigera- 
tion division. 

James M. Skinner Jr. was 
named general sales manager of 
the refrigeration division. 


DuMont Gets Cigar Sponsor 

Consolidated Cigar Corp., New 
York, will sponsor a 30-minute 
mystery drama, “The Plainclothes- 
man,” over the DuMont Television 
Network, effective May 31. Time 
for the show—Wednesdays at 9:30 
p.m., EDT—was bought through 
Erwin, Wasey & Co. 


Gamble Describes 
15% System to 
London Admen 


Lonpon—Frederic R. Gamble, 
president of the American Asso- 
ciation of Advertising Agencies, 
told the Institute of Incorporated 
Practitioners of Advertising last 
week that he was in London to re- 
turn the visits of Hugh Appleton 
and Anstice Brown to Four A’s 
meetings, and to see if he could 
help the Advertising Council of 
Dollar Exports Boards in market- 
ing in the U. S. But most of his 
speech was a spirited defense of 
the commission system of agency 
compensation. 

“The commission system,” Mr. 
Gamble told his listeners, “is prob- 
ably the most important single 
thing in the advertising business 
in the U. S. It is a great incentive 
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Why should you consider catalog advertising more impor- 
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The CATALOG DIRECTORY 

of products used in the fol- 

lowing types of institutions: 

« Dealers, Jobbers, Supply 
Houses 

e Hotels, Motels 

e Hospitals, Sanitariums 

e Colleges and Universities 

e Schools 

e Industrial Institutions 

e Restaurants, Cafeterias 

. 


e Asylums, Municipal and 
State Institutions 

e Army, Navy and Govern- 
ment Institutions 


, 
E 
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Jt is quite common to find a man- 


ufacturer doing an excellent 


vertising job, maintaining a top-flight 
sales organization, while at the same time 


doing a very poor catalog job. 


The catalog is not only necessary when your 


tant than your salesmen’s calls? 


While they naturally come under the same 
general category, your advertising 
does one thing, your salesmen 


ad- 


salesman is present, but is much more necessary 


when your salesman is absent. 

Marketing success does not depend on any one 
factor. Successful merchandising is the result of 
combining several factors and bringing them to 
top-notch efficiency almost at the same time. A 
good advertising program backed up with 

a good sales organization can not reach 

top efficiency without the right kind of 


catalog material. 


do another, and your cat- 
alog still another. 


Published by 
INSTITUTIONS MAGAZINE 
1801 S. Prairie Ave. 
Chicago 16, Illinois 


LOOK To Your Account Executive ...| | 
Your account executive will be glad to 


work with you to determine proper de- 
sign and to help you in other ways to 
get your catalog used. He will be glad, 
also, to explain the low-cost method of 
catalog distribution available through 
the Manufacturers’ Catalog Section of 
INSTITUTIONS CATALOG DIRECTORY. 
Write for media file or consult your ad- 
vertising agency. 


_ UnAtitutions 
CATALOG DIRECTORY | 


1901 &. Prairie Ave.. Chicago 16, Mlinois 
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system. And the incentive has 
benefited all business. 

“It brought into American busi- 
ness a new kind of bold, creative 
thinking at a time when this was 
vital...tackled the problem: of 
mass distribution and mass sell. 
ing...solved enough of these to 
make mass production possible in 
lines where it had only been a 
dream.” 


a The upshot of the agency com- 
mission system, Mr. Gamble said, 
has been that the agent is paid 
“exactly in proportion to the use 
made” of his creative work, and 
the business has attracted “a high 
type of business man... .particu- 
larly aggressive. .. one who is will- 
ing to take the risk that his agen- 
cy won’t get paid at all if its crea- 
tive work isn’t used.” 

In tracing the development of 
the standard 15% commission (ex- 
cept in outdoor, where the presence 
of special solicitors led to a uni- 
form 16-2/3% commission), Gam- 
ble reported billing practices in 
other countries: Canada still has 
media paying less than 15%; 10% 
is fairly common in Great Britain, 
and Australia—while agencies still 
are asking for 15%—usually pays 
10%. 

The Four A’s chief also attacked 
the notion that the 15% is all prof- 
it; the association’s analyses show 
that agencies average about 8% 
profit in good years on gross in- 
come, or about 1.2% of total bill- 
ing. 

Agency income is usually spent 
as follows: 70% for salaries; 16% 
for rent, travel, entertainment, 
telegraph, supplies, taxes and in- 
surance; 6% for the agency’s own 
advertising, depreciation and legal 
fees, etc.; the remaining 8% is 
profit. 


s Gamble had two rebuttal argu- 
ments to the frequently advanced 
idea that the advertiser, rather 
than the medium, should pay the 
agency: 

1. “The commission system of 
agency compensation is the me- 
dium’s system of distributing its 
advertising space or time. The sys- 
tem has worked...the media do 
not want to change it. 

2. “The value of creative work 
is one of the most difficult things 
in business to determine. In the 
commission system the media have 
found a method of determining the 
value of creative work according 
to the use made of it.” 

The commission system, Gamble 
told his British listeners, is a good 
deal like the American economic 
system, in that it may not work 
perfectly, “but like our economic 
system, it has not been either arti- 
ficially constructed or. arbitrarily 
imposed. It has gradually evolved 
—tested by trial and error to meet 
the needs of advertising.” 

“Experience over the years,” he 
said, “has demonstrated that it is 
the fairest and most practicable 
system for serving the general and 
long-range interests of advertisers, 
media and agencies alike.” 


Esquire Promotes Buggeln 
to Vice-President 


Esquire Inc., 
New York, has 
promoted Robert 
F. Buggeln, for- 
merly advertis- 
ing manager of 
Coronet, to vice- 
president and di- 
rector of adver- 
tising sales for 
Esquire, Coronet 
and Apparel Arts. 
Robert Buggeln Mr. Buggeln 

joined Coronet 
last July from the New York Her- 
ald Tribune, where he had been 
advertising director and a member 
of the ad staff for 16 years. 


Joins Moser & Cotins 


Formerly a free-lance artist, 
Christopher Lindsley Jr. has joined 
the art staff of Moser & Cotins, 
Utica, N. Y. 
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concentrate 


larger-than-average 
families (whose 
members include the 
nation’s 30 million 

8 to 20 year olds) 
Comics Magazines are 
read by 85% of the 
youngsters and 45% 
of their mothers 

and fathers, too! 
(From a Stewart, Dougall 
and Associates study of 


Comics magazines readership 
in Dayton, Ohio) 


ational 
Comics 


Orouy 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Acrobat Shoe Signs 
for Saturday A. M. 
TV on 46 Stations 


NASHVILLE—Acrobat Shoe Co., 
division of General Shoe Corp. 
here, has scheduled a weekly half- 
hour TV show for children, “‘Acro- 
bat Ranch,” to be telecast over 46 
American Broadcasting Co. affili- 
ated stations starting Aug. 19. 


ANS Wee 


The AMERICAN LABEL CO. 


The program will originate in 
ABC’s Chicago studios. 

An unusual aspect of the show 
is its time—Saturday, 10:30-11 
am., CST—which has’ made it 
necessary for ABC to request its 
affiliated stations to conduct TV 
operations on Saturday mornings. 
This is the first pre-noon schedul- 
ing of a regular network telecast 
on Saturday. 

To sell the show to dealers, 
Ruthrauff & Ryan, Acrobat’s agen- 
cy, produced a complete kinescoped 
show which was shown at regional 
dealer meetings by Acrobat sales- 
men. Dealer acceptance was so 
widespread that 30 stations were 
added to the 16 TV stations origi- 
nally scheduled. 


= Main characters in the show are 


Tumblin’ Tim, Flyin’ Flo and 
Uncle Jim, who have appeared in 
more than 2,000,000 Tumblin’ Tim 
books distributed by Acrobat deal- 
ers for many years. 

The show will be telecast live 
and will be carried by 24 cable- 
connected stations, with the other 
22 stations picking up a kinescoped 
show two weeks later. 


WENR-TV MORNING 
SHOW SET FOR JUNE 5 
Cuicaco—The American Broad- 
casting Co. has announced its en- 
try into morning video program- 
ming here with a two hour, five- 
a-week show on Station WENR- 
TV starting June 5. 
The program, titled “Bob and 
Kay,” will be telecast from 11 
a.m.-1 p.m. every weekday. Fea- 


turing Kay Westfall and Bob Mur- 
phy, it will strive for informality 
and will attempt to present the 
kind of information and perform- 
ances that viewers request. 


Hockaday Gets Two Accounts 


De Sager Fabrics and Lancaster 
Country Store, both in Lancaster, 
Pa., have named Hockaday As- 
sociates, New York, to handle ad- 
vertising in newspapers and mag- 
azines. Both accounts were pre- 
viously placed direct. 


Block Agency Names Stewart 


D. A. Stewart, formerly manager 
and art director of the advertisers’ 
art and copy service department of 
the Chicago Sun-Times, has been 
appointed director of advertising 
and sales promotion of Louis Block 
Advertising Agency, .Chicago. 


“They spend the most 


where the most is spent” 


EVERYDAY 


HIS TRIONICS 


Man of Mystery 


Copyright 1949, 


‘The New Yorker Magazine, Inc. 


82% of THE NEW YoRKER’s 316,000 circulation is concentrated in the 41 city-trading areas 


where most of the retail dollars are spent. These rich areas dominate the 30 states in 


which 95% of all U.S. travel passports were issued last year. NEW YORKER subscribers 


travel often and well. They go to the best places 
in the best style... which explains why 


THE NEW YORKER Carries more hotel and resort 


THE 


NEW YORKER 


~ No. 25 WEST 43np STREET 


NEW YORK, 18, N. Y. 


advertising than any other national magazine. 


They spend the most where the most is spent. 


SELLS THE PEOPLE 


OTHER PEOPLE FOLLOW 
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Gerry Hinkle Is 
Winner of 1950 
Holmes Award 


Los ANGELEsS—Gerry Olinger 
Hinkle, owner of Gerry’s Adver- 
tising & Art Service, Seattle, is 
this year’s winner of the Los An- 
geles Advertising Women’s annual 
Frances Holmes award to the out- 
standing woman in advertising in 
the eleven western states and 
British Columbia. 

Miss Hinkle also received “Lu- 
lu’s” for layout series, mechanical 
production and finished art. 

The presentations were made by 
actress Rosalind Russell. In pre- 
vious years the competition was 
limited to the Southern California 
area, but this year—fourth for the 
competition—it was extended to 
the area covered by the Advertis- 
ing Association of the West, in 
cooperation with that group. 

Present at the awards luncheon 
was Frances Holmes, in whose 
honor the competition is held. She 
Was a pioneer adwoman, and is re- 
cognized as the first woman to es~ 
tablish her own advertising agency 
(in 1908). 


s Runner-up honors were garner- 
ed by Margot Mallary, Cole of 
California, last year’s Frances 
Holmes award recipient. Miss 
Mallary received “Lulu’s” for di- 
rect mail, publicity and commer- 
cial films and an honorable men- 


tion for copy. 

Complete list of winners: 

Copy series: “Lulu’”’ to Mandi Luebben, 
L. W. Wendt Co., Great Falls, Mont.; hon- 
orable mention, Margot Mallary. 

Research project: “Lulu” to Dorothy 
Corey, Facts Consolidated, Los Angeles. 

Finished art: “Lulu” to Miss Hinkle; 
honorable mention, D. R. Lippman, Los 
Angeles free-lance artist. 

Direct mail: “Lulu’’ to Margot Mallary; 
honorable mention, Mimi Koumrian, Bur- 
roughs Inc., Los Angeles. 

Public relations: “Lulu’’ to A. Madelyn 
Persons, Los Angeles, head of her own 
public relations office. 


g Publicity: “Lulu” to Margot Mallary; 
honorable mention, Catherine Wueste, 
Walker’s, San Diego. 
Radio program series: Honorable men- 
Cc 


tion, Shirley Th dore Pro- 
ductions, Los Angeles; no “Lulu” 
awarded. 


Television commercials: Honorable 
mention to Isabel Beasley, Wade Adver- 
tising, Los Angeles; no “Lulu” awarded. 

Television program: Honorable men- 
tion to Betty Mears, KTLA, Los Angeles; 
no “Lulu” awarded. 

Commercial film: “Lulu” to Margot 
Mallary; honorable mention to Doria 
Balli, TV Ads Inc., Los Angeles. 

Transit advertising: Honorable mention 
to Julia Marian Janeway, Ted H. Factor 
Agency, Los Angeles; no “Lulu’”’ awarded. 

Complete campaign: “Lulu” to Mildred 
Fluent, Abbott-Kimball of California, Los 
Angeles; honorable mention to Joy Berg- 
hell, R. W. Webster Advertising, Los 
Angeles. 

Special award classification: “Lulu” to 
Norma Jean Wright, Merchandise Drama- 
tization, Los Angeles; honorable mention 
to Marjorie Glass, free lance, Los An- 
geles. 

“Lulu’s” to Miss Hinkle for layout ser- 
ies and mechanical production. 


Standard Outdoor Reelects 


Standard Outdoor Advertising 
Inc., New York, at its annual 
meeting reelected as its president 
Edward C. Donnelly, president of 
John Donnelly & Sons, Boston. 
Parker James was reelected execu- 
tive vice-president and secretary, 
and J. A. Zimmer, president of 
Central Outdoor Advertising Co., 
Cleveland, was reelected treasurer. 


‘Modern Astrology’ Bows 

A new magazine, Modern As- 
trology, made its first appearance 
May 16 (June issue). Priced at 
25¢ the magazine emphasizes “‘qual- 
ity,” according to the publisher, 
iff-Davis Co. Newsstands got 
150,000 copies of the first issue. 
Margaret Morrell, with American 
Astrology for 12 years, is editor. 


Hamilton Appointed A. M. 


American Ly A Co., Philadel- 
phia, has named Henry H. Ham- 


ilton advertising manager. 
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This will be the biggest June issue 
in Country Gentleman history, 
both in dollars and lines of advertising 


. .. because advertisers know the people of 

Rural America provide today’s best opportunity 

for profitable new sales 

. .. because advertisers know the best rural 
customers are in Country Gentleman’s great audience 
of 2,300,000 prosperous families 


... and because advertisers know Country Gentlemar 
has power to move people—power to move goods. 


wn TH 


turn to Country Gentleman 


for Better Farming — Better Living 
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Magnavox, Lorillard 
Sign with CBS-TV 


New York—P. Lorillard Co. 
will air a 30-minute mystery, “The 
Web,” starting July 14 at 9:30 
p.m., EST, over CBS-TV. 

Time for Embassy cigarets was 
bought through Geyer, Newell & 
Ganger. In the regular season, this 
time spot is occupied by Electric 
Auto-Lite’s “Suspense.”’ When that 
thriller returns in the fall, “The 
Web” will be televised an hour 
later. 

Meanwhile, CBS-TV has signed 
Magnavox Corp. for an hour dra- 
matic show to be carried every 


other week next fall. Magnavox 
will alternate in the Friday 9-10 
p.m., EST, spot with the “Ford 
Theater.” Agency for the radio- 
TV set maker is Maxon Inc. 


Kellogg Co-Sponsors 
NBC's ‘Howdy Doody’ 


Kellogg Co., Battle Creek, Mich. 
will air the closing 15 minutes of 
the Tuesday and Thursday ses- 
sions of “Howdy Doody,” start- 
ing June 6. Kenyon & Eckhardt is 
the agency for Kellogg, which will 
continue to sponsor the “Singing 
Lady” over ABC-TV. 

Other sponsors for “Howdy 
Doody” (NBC-TV) are Colgate- 
Palmolive-Peet Co., Mars and In- 
ternational Shoe Co. 


in quantities 


VARS 


FOR ALL PURPOSES 


Sharp, Clear, crisp' Prompt Delivery! 


8x10 genuine glossy photos 


EASY CHART—Sixe 8x10 


PHOTO- 
—#- MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Iilinois 
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(Continued from Page 1) 
stations, and Cedric Foster, with 
nearly 150 sponsors. Dolcin Corp. 
carries Mr. Miller’s newscast, 
which became an MBS co-op in 
February, on nearly 70 stations. 

Other leaders are Gabriel Heat- 
ter and Kate Smith, who have ap- 
proximately 72 and 86 sponsors, 
respectively. Miss Smith and com- 
mentators Lewis and Heatter are 
the big three in talent costs. For 
example, weekly talent outlay for 
“Kate Smith Speaks,” heard Mon- 
day through Friday at noon, on 
WOR, New York, is $1,000. Talent 
charges for the weekly Lewis and 
Heatter strips on WOR are $480 
weekly for each of the shows. 


s In number of programs, Ameri- 
can Broadcasting Co., which now 
jairs 17 AM shows in this category, 


MBS Sets Pace in Co-op Sales; Other 
Nets Carry Over Practice to TV 


has outdistanced Mutual in the co- 
operative field. ABC’s lineup cur- 
rently is carried by approximately 
600 advertisers, with automobile 
dealers, clothing and department 
stores and household appliance 
dealers predominating in the list. 

Sales leaders, with approximate 
number of advertisers, are: Martin 
Agronsky—from 90 to 110; “Bauk- 
hage Talking,” 62; “America’s 
Town Meeting,” 50; and “Mr. 
President,” 49. Best sellers among 
newcomers to the co-op business 
are Ted Malone and Jackie Robin- 
son. 

Most expensive American co-op 
is “Mr. President,” talent fee for 
which is 30% of a station’s evening 
hourly rate. 


s National Broadcasting Co. lists 
four radio news programs as co- 
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Simply remove protective cov- 
ering and press display in 
** until pur- 


place. ‘‘Stays put, 
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WE DO NO PRINTING 
Your own printer will get KLEEN-STIK for you 


a _ KLEEN-STIK 


Ideal for WINDOW POSTERS, WALL SIGNS, COUNTER STRIPS, ETC. 
A small Kleen-Stik spot in each corner or a thin strip down each 
side is all you need for perfect adhesion. Kleen-Stik'd pieces 
can be used on practically every surface — WINDOWS * WALLS 
* COUNTERS * SHELVES * SHOW CASES * REFRIGERATORS * 
CASH REGISTERS * TRUCK SIDES * BACK BAR MIRRORS 


KLEEN-STIK Not a glue, paste or cement, but 


a patented, permanently active adhesive applied to your printed 
pieces (over-all, spots or strips) that adheres to any smooth, clean 
surface when pressed in place. 


rom 


KLEEN-STIK 


BREAD 


Make sure your next point-of-purchase piece is 
used. Kleen-Stik, the versatile moisture-less ad- 
hesive, not only “Gets It Up”... but KEEPS IT 
UP. Kleen-Stik adheres to any smooth, clean sur- 
face (metal, wood, glass or plastic) and is easily 
removed too! Whether placed on a cold refriger- 
ator or on a sun-beaten window, your Kleen-Stik’d 
display “stays put” until intentionally removed. 


Wakes Every Place an Advertising Space! 


Send for ideas and FREE samples today! r 


for interestin 


Fill out and mail this coupon 
portfolio of 
samples and ideas. 


| COMPANY. 


CITY. 


ZONE 


STATE. 


KLEEN-STIK PRODUCTS, inc. 


225 N. MICHIGAN AVE. 


CHICAGO 1, ILLINOIS 
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ops. The network does not have a J 


cooperative program department 
as such; its co-ops are handled by 
the stations relations department 
as a part of its service function. 

One of the four newscasts—H. 
V. Kaltenborn’s—is available for 
local sponsorship only in the mar- 
kets not covered by Pure Oil Co, 
which airs the show on a limited 
network. 

More than 70 advertisers are 
numbered among NBC’s co-op 
clients, with newscaster George 
Hicks attracting the largest num- 
ber at the last count. 

Columbia Broadcasting System 
earries four cooperative news 
broadcasts currently sponsored by 
130 companies. “World News 
Roundup” and “News of America” 
are offered on the full network; 
the other two are available only in 
certain areas. 


es Like many of radio’s techniques, 
cooperatives have been carried 
over into television. DuMont Tele- 
vision Network has eight such 
programs, including one of TV’s 
oldest kid shows, “Small Fry.” 
Wrestling, with Dennis James 
commenting, is most popular with 
advertisers; runner-up is pianist 
Al Morgan’s session from Chicago. 
Figures on the total number of ad- 
vertisers buying these programs 
were not available at the network. 
Four ABC telecasts—wrestling, 
boxing, “Mr. Magic” and “Holly- 
wood Screen Test”’—are being 
aired cooperatively by approxi- 
mately 45 advertisers. The .rerun 
of “Crusade in Europe,” televised 
on 38 stations and sponsored on 
nearly 30, is sold in much the same 
fashion. The networks call it a 
syndicated show, however, since 
it is made available to non-ABC 
stations, if an American outlet 
doesn’t want to carry the program. 


ws Five ABC. video shows are sold 
as spot sustainers. These are net- 
work shows formulated to pro- 
vide room for local announcements 
—three one-minute spots per 30 
minutes of program. The advertiser 
pays the local spot rate, which is 
much less expensive than buying 
a co-op show, but gets no credit 
as “sponsor” of the program and 
does not. receive a firm contract. 
The network receives a small per- 
centage of the revenue derived 
from the sales of these announce- 
ments. 

From the purely monetary point 
of view, ABC profits most from 
spot sustainers through the addi- 
tional spots made available on its 
five o-and-o stations. 

NBC-TV has four co-ops— 
“Leave It To The Girls,” (six 
sponsors), “Who Said That” (nine 
sponsors), “Answer Yes Or No,” 
and “Meet The Press.” Columbia’s 
only television co-op feature is 


#Tuesday night wrestling. 


‘Argosy’ Circulation 
and Rates Increased 

Effective January, 1951, the cir- 
culation guarantee of Argosy will 
be 1,000,000 instead of 750,000, its 
b&w page rate will be increased 
from $1,875 to $2,500 and other 
space rates will go up in propor- 
tion (although back-cover and 
inside color rates will drop). 

T. F. Harragan, associate pub- 
lisher, said that Argosy sales have 
recently averaged more than 1,000- 
000 and “effective immediately, 
Argosy extends a discount of 10%, 
12%% and 15% to advertisers us- 
ing 12, 18 and 24 pages, respec- 
tively, ‘within a 12-month period.’ 


Handley to Needham Agency 


John M. Handley, formerly copy 
director of Monroe Dreher Inc. 
has joined Needham & Grohmann, 
New York, as vice-president and 
account executive. 


Anderson to Ruse & Urban 
Cyrilla Anderson, former radio- 
television director of Wolfe, Jick- 
ling |& Conkey, Detroit, has joined 
Ruse & Urban, Detroit agency, as 


account executive. 
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PHILADELPHIA STATIONS COMBINED 
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IN PHILADELPHIA 


MORE PEOPLE LISTEN MORE OFTEN TO 


WC AU THAN ANY OTHER RADIO STATION 
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Television and Sports Attendance 


The report of a two-year study of sports attendance figures and 
their relationship to TV broadcasts of sports events, presented to the 
National Newspaper Promotion Association meeting in Milwaukee by 
Jerry N. Jordan, is of vital import to telecasters and sponsors alike. 

Young Jordan, a graduate student at the University of Pennsyl- 
vania, and a son of Clarence Jordan, executive vice-president of N. 
W. Ayer & Son, has spent two years making an exhaustive analysis 
of the relationship between sports attendance—particularly in base- 
ball and football—and TV ownership and sports telecasting. 

His vast mass of data, covering paid admission records of two years 
for hundreds of major and minor league ball clubs, and similar data 
for football admissions at a couple of hundred colleges, adds up to 
these general conclusions: 

1. Telecasting of sports events does not hurt attendance at the gate, 
although new owners of TV sets are likely to attend sports events 
somewhat less frequently than non-TV owners. 

2. There is a direct relationship between gate receipts and team 
performance—the team which is “going good” usually increases its 
take at the gate, and that which isn’t doing so well is likely to lose 
attendance, without regard to whether the team’s games are telecast 
or not. 

3. As length of time of TV set ownership grows, TV set owners tend 
to become better prospects for actual attendance at the games; when 
they have had a TV set for two years or more, their average attend- 
ance at baseball and football games is somewhat higher than that of 
non-TV set owners. , 

Apparently, it will take some time for the moguls of sport, both 
amateur and professional, to accept these findings, judging by the 
rumpus that has developed over TV transmission of games in both 
baseball and football circles. 

Yet the Jordan data—the most enormous mass of data ever gather- 
ed on the subject—merely bears out what is common sense: That most 
mass sports events are attended with regularity by only a comparative 
handful of the population, and that telecasting the games has a tend- 
ency to broaden the market and ultimately increase the total take. 

Sports telecasting is one of the few areas in which TV really shines. 
It is also one of the few areas in which most of the problems which 
plague TV production are absent or already licked. If studies like 
the Jordan study can help make sports promoters understand that 
they are not killing their gate by letting their events be televised, the 


? entire industry will be better off. 


Dealers Are More Important Than Ever 


It is highly significant that the first national totals on the 1948 
Census of Business show fewer retail businesses and fewer service 
establishments in that year than in 1939, despite the fact that in the 
interval retail trade has more than trebled (from $42 billion to $130 
billion), and volume of service establishments has moved up from 
less than $3 billion to more than $8% billion. 

It doesn’t take much mental exertion to discover from these figures 
that each individual retailer or service establishment is about three 
times as important as he was ten years ago. And it follows, therefore, 
that the manufacturer who doesn’t have a high class manual on the 
acquisition, care and cultivation of dealers had better get one pronto, 
and make sure that his organization follows it religiously. 

Our guess is that the trend toward fewer (and larger and better) 


* dealers will continue in all lines, and that the manufacturer who 


works hard at getting and holding the best will be making a produc- 
tive investment in sales. 


“Jeepers, girls...now we're gonna have to compete with trucks 


—Ford Truck Times 


‘a 


What They're Saying 


Business Paper Inquiries 

The question was: 

“We are getting a good volume 
of inquiries out of four or five 
tabloid new product papers with 
one-quarter page or one-ninth 
page units. Our salesmen go out 
and call on them and make sales. 
Why wouldn’t it be a good idea 
to cut off all of the other papers 
and concentrate with four or five 
ads in each of these tabloid papers 
each month?” 

Here is my answer: I have never 
believed in getting off a winning 
horse. But I have never hocked 
the family jewels to bet on one 
either. . 

The reason is that there is more 
to winning a race than just the 
horse. There are trainers, exer- 
cise boys, jockeys, feed and a lot 
of other things; any one of which 
could go wrong and keep you 
from ever finding the cashier’s 
window. 

By the same token there are lots 
of things that go into successful 
advertising. 

First, there is the product. Then 
there is the copy and the layout 
and the copy appeal. 

The publication must be consid- 
ered; the responsiveness of its 
audience—and whether or not the 
publisher makes a special effort 
to get inquiries through stimulated 
methods. : 

Another thing to consider is 
whether or not the inquiries are 
coming from the advertising or 
the free publicity notices. 

So let’s consider the picture as 
a whole rather than just one 
aspect. 

I’ve never been one to belittle 
the value of inquiries—if they are 
good inquiries—and these you re- 
fer to apparently are, because you 
say your salesmen are turning 
them into sales. 

But is it that easy? Could any 
salesmen turn inquiries on any 
product made by any company 
into sales? I doubt it. 

What I am trying to say is that 
you have a trained sales force; 
that your product is known; and 
that your company has acceptance 


in the field. That’s why you get 
inquiries; that’s why you make 
sales. 

But where did that all-impor- 
tant acceptance come from? It was 
created by the good advertising 
(and the good manufacture and 
the good selling) that preceded 
these inquiries by months and 
years. It came largely from the 
solid advertising your company 
invested in straight-lined techni- 
cal publications and from the rep- 
utation you built with the leading 
buyers in your particular markets. 

Almost any good publication can 
get inquiries—usually in propor- 
tion to the publishers’ willingness 
to stimulate them—but those get- 
ting a lesser number seem to con- 
centrate more on what I have al- 
ways considered the primary func- 
tion of industrial advertising—that 
is to make selling easier. 

While it is not always as easy 
to put your finger on that bene- 
fit as it is a pile of inquiries 
(whether they come from the pros- 
pect or via the publisher) an un- 
known product is still hard to sell. 

Just the other day I was check- 
ing over a bunch of inquiries from 
a couple of magazines. It would 
make you think to see how Allis- 
Chalmers, Worthington, GE and 
Westinghouse all are usually at 
the top of the pile. 

You wouldn’t fire your sales 
force just because you got a couple 
of orders in the mail. 

Therefore, I don’t think you 
want to fire the type of publica- 
tion that helps the salesmen make 
sales, and helps the inquiry type of 
magazine get inquiries. 

So don’t put all your eggs in the 
inquiry basket— 

Let your salesmen continue to 
make sales. 

Let your direct mail do its job. 

Use your catalogs and director- 
ies for the work they were de- 
signed to do, and 

Let your standard, old line, pub- 
lications continue to make selling 
easier. 


—Clark Boughton, Western Manager, 
Power, in answer to a question at 
panel meeting of Chicago Industrial 
Advertisers Association. 
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Rough Proofs 


“Eat, drink and be merry,” the 
Philosophy of the ancients, now 
has an atomic age counterpart in 
the new member of the hit parade, 
“Enjoy yourself, it’s later than 
you think.” 


The willingness of Washington 
authorities to embrace inflation as 
a permanent policy seems to con- 
firm the poet’s assertion, “Vice 
is a monster of such hideous mien,” 
etc. 


Under the new economic think- 
ing, spending money unnecessari- 
ly is a government art and not a 
vice, so the full-page newspaper 
ad on that subject run in Wash- 
ington recently by S. C. McMeekin, 
South Carolina public utility man, 
was foredoomed to failure. 


Parade reports that children’s 
savings accounts now total $50,- 
000,000, so from now on you 
should regard Junior’s piggy bank 
with a new respect. 


Middleground, the Kentucky 
Derby winner, may not be the 
best three-year-old in the country, 
but. he’s rapidly proving that he 
can at least be regarded as the 
second best. 


Gladys the beautiful reception- 
ist says she sees the Parker “51” 
is advertised as the world’s most 
wanted pen, and she thought it 
had been on the market long 
enough for those who wanted it 
most to have got it. 


The secretary who thought her 
boss was interested only in labor- 
saving machinery for his factory 
is now gliding nimbly over the 
keys of her electrically operated 
typewriter. 


According to the latest statis- 
tics, the major league pitcher who 
has risen rapidly to the top with 
a 5-0 winning record is appropri- 
ately entitled Rush. 


The railroad firemen who want- 
ed “the third man” to join them 
on the Diesel runs now agree with 
the mattress manufacturers that 
there isn’t too good a future for 
feather bedding. 


Boss Kettering might be inter- 
ested in interviewing Pete Doha- 
nos, son of the Post cover artist, 
who says his offspring’s old jalopy 
starts quicker on a cold morning 
than his own shiny new job. 


In the plushier establishments, 
roast beef is now glamorized by 
the menu card artists by being 
served “in own juice” rather than 
in any old synthetic or borrowed 
gravy. 


Things seem to be getting back 
to normal now, with Joe DiMaggio 
playing center field regularly for 
the Yankees and Joe Louis saying 
he’s ready to fight again for the 
heavyweight championship. 


Copy Cus. 
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: YOUR FINGERS ? 


One half of the 
Philadelphia Market 
lives outside the city limits 


Don’t overlook the prospering... 
growing... cities and suburban 
towns that border Philadelphia 
* proper. Advertise in THE 
INQUIRER. Reach the whole 4 
billion dollar market. . . third 


biggest in America. 


INQUIRER GIVES INTENSE 
COVERAGE IN THE CITY AS 
WELL AS THE SUBURBAN AREA 


NOW !N ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguirer 


r the Exclusive Advertising Representatives: 
TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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Gale Pledges Ad 
Council to Help 
Win the Peace 


MINNEAPOLIS—Just as the War 
Advertising Council was dedicated 
to winning the war, “the over-all 
aim of the Advertising Council to- 
day is to help win and preserve 
the peace,” according to Samuel C. 
Gale, council chairman and vice- 
president in charge of advertising 
for General Mills. 

Mr. Gale spoke at a meeting of 
the Advertising Club of Minnea- 
polis. Paul Foss, president of the 
club, presented him with a plaque 
in honor of his election to the 
council chairmanship, and tele- 
grams from advertising leaders 
throughout the country congrat- 
ulating Gale were read at the 
meeting. 


ws Said Mr. Gale: “In wartime it 
was comparatively easy to deter- 
mine the areas of operation and to 
secure widespread and whole- 
hearted cooperation from all 
branches of advertising, business 
and industry. Evidence of the con- 
tributions of this effort are very 
positive. 

“Our basic problem today,” he 
continued, “is to move forward in 
the crusade to win and maintain 
the peace. There is every logic to 
the supposition that since this will 
be won primarily in the minds and 
hearts of men and women in this 
country and throughout the world, 
the techniques and tools of adver- 
tising, and an approach such as the 
Advertising Council stands for, 
can contribute mightily and in- 
creasingly to this end. 


e “The peace, it seems to me, 
must be won basically, by appeal- 
ing to the enlightened self-interest 
of peoples everywhere. Advertis- 
ing has proven itself in selling 
goods and services as a master 
force in appealing to people’s self 
interest. To establish and main- 
tain peace in the world is to the 
self interest of nearly every man, 
woman and child,” he said. 

“Advertising alone cannot be 
expected to work miracles or to 
accomplish its contributions im- 
mediately. But there is every rea- 
son to believe that with united de- 
sire and effort, these tools and 
techniques can contribute increas- 
ingly to this essential goal.” 

Mr. Gale said that a continued 
and expanded advertising program 
along this line can be of tangible 
benefit in three ways: 


= 1. “It can stimulate a continual- 
ly increasing use of advertising 
and advertising media... Public 
service advertising can definitely 
be one factor which will... 
cause advertising to loom larger 
and larger in our economy.” 

* . 2. “There is increasing evidence 
that good public service advertis- 
ing, ably presenting causes and is- 
sues in which we all believe, tends 
to increase public appreciation for 
all advertising and its greater be- 
lievability and stature. 


CLIENT'S AD ON REVERSE SIDE! 
SUPERIOR SPECIALTIES MFG. CO. 
Medical Arts Buliding, Reading, Pa. 


“Necessarily, most advertising is 
pleading a special cause and as 
such the public does not have as 
much faith in its inherent factual- 
ness and truthfulness as warranted. 
Public service advertising can help 
to dispel these doubts. Over the 
years it can actually and tangibly 
increase the value of all advertising 
dollars.” 


w= 3. “If the sound development of 
this program which the war begot 
can...also contribute increasingly 


to the solution of the basic prob- 
lems of our country and this trou- 
bled world and serve as a means 
to help maintain and strengthen 
our way of life, it will give to all 
of us engaged in its practice a 
greater incentive and a greater 
opportunity to serve.” 


Borden Buys Lily Ice Cream 
Borden Co., New York, has 
bought the Lily Ice Cream Co., 
Gadsden, Ala. The company will 
be known as Borden’s Lily Ice 


Cream Co. J. V. Lilies, president 
of the Lily company, will continue 
as general manager. All other per- 
sonnel will continue in their pres- 
ent capacities. 


Freshie Drink Plans Drive 


H. P. Cowan Importers, Toronto, | 


will promote its Freshie bev- 
erage with children’s contest copy 
in newspapers, farm publications 
and English and French weeken 

papers, commencing June 1. The 
1950 program also includes a pre- 
mium deal of four plastic molds 


Advertising Age, May 29, 1950°% 


for making Freshie frozen suckers, 
for 25¢ and two Freshie envelopes, 
The agency is E. W. Reynolds Ltd., 
Toronto. 


Coe Appoints Braitsch 


Arthur Braitsch Advertising 
Agency, Providence, R. I., has been 
appointed to handle the advertis- 
ing of W. H. Coe Co., Providence, 
manufacturer of gold leaf and rib- 
bon gold. Trade publications will 
be used. The agency also an- 
nounced all of its accounts have 
added television to their schedule. 


Sell the best man in every dozen . - 
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Roofing Concern Maps Drive 

Brantford Roofing Co., Brant- 
ford, Ont., will use daily and 
weekly newspapers in Ontario, 
New Brunswick and Nova Scotia 
to feature Brantford asphalt slates, 
sealed-in siding and other prod- 
ucts. McConnell, Eastman & Co., 
Toronto, is the agency. 


Forbes Names Karslake V. P. 

Frank G. Karslake, Chicago! 
branch manager, has been elected 
a vice-president of Forbes Litho- 
graph Mfg. Co., Boston. 


Royce Picks Croot Agency 

Royce Chemical Corp., Ruther- 
ford, N. J., has switched from A. 
W. Lewin Advertising Co. to Sam- 
uel Croot Co., New York, for pro- 
motion of Royox household cleaner 
in newspapers, magazines, radio 
and outdoor posters. 


To Air ‘Proudly We Hail 
Farmers Insurance Group, Los 
Angeles, will sponsor “Proudly 
We Hail” on the full Don Lee 
Network of 45 stations for 52 
weeks, beginning June 2. The 


show is presented by Mutual-Don 
Lee in cooperation with the U. S.! 
Army and Air Force. Bishop & 
Associates, Los Angeles, is the! 
agency for Farmers. 


Nalley'’s Starts Campaign 


Nalley’s Inc., Tacoma, Wash., 
specialty food packer, is using spot 
radio on 31 stations in Washington, 
Oregon, Idaho and Montana for 
summer promotion of Nalley’s po- 
tato chips. Outdoor posters will be 
used in July and August. Condon 


Co., Tacoma, handles the account. 


Yankee Metal Names Reiss 

Yankee Metal Products Corp., 
Norwalk, Conn., manufacturer of 
automobile lamps, mirrors and 
specialties, has named Reiss Ad- 
vertising, New York, to handle its 
advertising. 


Smith Promotes Porter 


Harry W. Smith Inc., New York, 
technical publicity organization, 
has elected Carlton C. Porter, 
formerly news editor and senior 
account executive, as executive 
vice-president. 


Sell Popular Mechanics’ BIG Man Market and you sell 


THE BEST MAN IN EVERY DOZEN 


Popular Mechanics gives you a big man 
market: one man in every twelve in 
America. That’s an important slice of 
your market potential . . . not to be over- 
looked in selling any product bought by 
men. But that’s not all... 


Popular Mechanics offers you your 
best buy in men... for two reasons: 
First, this Popular Mechanics market is 
a big, undiluted, adult man market. You 
reach men in mass at rock bottom cost. 
Second, Popular Mechanics men have 
the PM. Mind... they’re extra respon- 
sive to advertising, extra interested in 
what ads have to say. 


They read ads deliberately and con- 
sciously respond. . 


The extra pulling power of ads in 
Popular Mechanics has been a matter of 
record for years. Popular Mechanics ads 
get action . . . whether it’s pulling inquir- 
ies, getting mail orders or sending men 
into stores to ask for your product 
by name. 


And there’s still another Popular 
Mechanics extra .. . the man with the 
PM. Mind influences his neighbors, is 
the first one they consult before they buy. 


Get the whole story and you'll put 
Popular Mechanics FIRST on any 
schedule you build for man-bought prod- 
ucts. Sell this big man market and you 
sell the Best Man in every dozen. 
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Indianapolis Admen 
Honor Merle Sidener 
at Memorial Banquet 


INDIANAPOLIS—Agency men, 
newspaper and radio personnel, 
college advertising students and 
representatives of nine Indiana- 
polis high school publication staffs 
paid tribute to the late Merle Sid- 
ener at a memorial banquet of the 
Advertising Club of Indianapolis. 

Harold L. Ross, president of the 
club, told the 450 persons at the 
luncheon that Mr. Sidener, who 
was active in the Sidener & Van 
Riper agency until his death, had 
been elected to the Advertising 
Federation of America’s “Adver- 
tising Hall of Fame.” Official an- 
nouncement of the election will be 
made at the AFA meeting in De- 
troit about June 1, according to 
Mr. Ross. 

Mr. Sidener, who died here May 
10, 1948, rose to the position of 
city editor of the Indianapolis Star, 
before leaving the newspaper field 
in 1919 to form an advertising 
agency with Guernsey Van Riper, 
night city editor of the Star at 
that time. 


s According to Mr. Ross, the In- 
dianapolis adclub nominated Merle 
Sidener to the Hall of Fame be- 
cause of his campaign against un- 
scrupulous and unethical adver- 
tising methods, and his pioneer 
work with the organization which 
later developed into the Better 
Business Bureaus. 

The adclub announced that the 
memorial meeting would be an 
annual affair, and awarded gold 
keys to nine outstanding upper- 
class high school students in recog- 
nition of their scholastic records, 
proficiency in journalism and will- 
ingness to help others. Details of 
an annual Sidener memorial schol- 
arship in journalism at Butler 
University also were. announced. 


Rovner to Join BofA 

Samuel Rovner has resigned as 
associate editor of ADVERTISING 
AcE, to join the promotion de- 
partment, Bureau of Advertising, 
American Newspaper Publishers 
Association. Before joining AA, he 
was associate editor in charge of 
advertising news for Editor & Pub- 
lisher, New York. 


Appoints Seelig Agency 


Seelig & Co., St. Louis, has been 
named to direct the advertising 
of the metal handicraft department 


of Brass & Copper Sales Co., St. 
Louis. 


Names Conaway & Klaner 


Conaway & Klaner has been 
named West Coast advertising rep- 
resentative of Flower Grower, Al- 


bany, N. Y 


BILLION DOLLARS 


Are you getting a share of this 
highly profitable business? 


UNITED NATIONS WORLD 
places your product before the 
men who do the buying for the 
markets of the world... the 


men who have more than 
$60,000,000,000 to spend. 


Write today on your letterhead 
for sample copy and rate card. 


UNITED NATIONS WORLD 


The International Magazine 
319 E. 44th St., New York 17, N. Y. 
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| Houston went all out 
for Saturday Evening Post-t 
Minimax promotion. 


“All departments of entire chain 
of ten supermarkets report big 
increases in traffic and dollar 
volume after six-day promotion 
featuring Post Recognized Values,’ 
says John Schuhmacher, President 
of Minimax Stores. 


. be 


whos ys 
POST 
wo 


| 


Once again a smart, aggressive retail chain has demonstrated how to set 
cash registers ringing and get customers flocking through their stores. 
The formula is simple: they feature the brands their best customers 
know, trust and want—the brands that have been pre-sold to them on 
the advertising pages of The Saturday Evening Post. 


This is no isolated example. Retail operators of all kinds—drug, depart- 
ment store, and automotive, as well as grocery—are constantly taking 
advantage of the Post’s tremendous | 
influence at the point of sale. Their 
sales records show that whenever 
Post Recognized Values are featured, 
store traffic and profits increase by 

6 leaps and bounds. 


ie 


The Post, you see, is a powerful 
local advertising medium. Itis read by 
millions of families in every community 
and neighborhood. But, more impor- 
tant, it is believed in by these influen- 
tial families more deeply than any 
other leading weekly magazine. 


On these pages is the story of just 
one in a continuing series of retail Here's an example of how the ten Mini- 


- P : teams max supermarkets used the Piggy Bank 
promotions in which the Post symbol to identify Post Recognized 


up with leading chains to turn national piensa uel point of “or _ symbol 
as on point-of-sale markers, 
advertising into sales at the local level. die-cut signs and over-the-wire banners. 


President Schuhmacher of Minimax Stores was 
highly gratified by the response of his customers to the 
Post Recognized Values promotion. ‘‘What pleased us 
most of all,’”’ he reports, “‘was the fact that sales in- 
creased not only in all stores, but in all departments 
of these stores!” 
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Note how effectively store managers used point-of-sale material— overhead banners, price 
cards, merchandise tags—to create hard-selling displays for Post Recognized Values. 


To let Houston know 


about the promotion, 

ads like this were run in . 

ne 1 — Wh R d Val 

wn A crag b on Apost ecognized Values 
papers. They featured ia 
h ali i 

eo ach pag pay off at the point of sale 


sands of Post-reading 
Houston homes. 


Every advertiser knows that before any product will 
move from the dealer’s shelves, people have to know 
about it... and have confidence in it. That, in a nutshell, 
is the reason the Post carries more advertising linage, 
year after year, than any other magazine. For the Post 
is the quickest, most economical way to stamp a brand 
name on the public mind—since it reaches the most 
influential families in the nation. But what really makes 
the Post such a powerful local salesman is the remark- 
able confidence these families have in it. According to a 
recent survey, readers of four leading weekly magazines 
said they believe the Post to be more reliable. . . have 
more confidence in Post-advertised products . . . and pay 
more attention to the Post’s advertising pages. No 
wonder people attach a special value to the brands they’ve 
met on the advertising pages of their favorite magazine! 


-brings people to the 


oe a / . < 7 j ) et, 7 mak ie e » 
a Aw vw. ¢ “A | point of buying - at 
fs ‘Rel , Q | the point of sale 


Storewide traffic was stimulated in all the supermarkets by means 
of arrow signs and placards in each department calling attention 
to Post Recognized Values in other departments. Clerks wore 
badges urging customers to ask them about Post-advertised items. 
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Stalin Has a Long Wait: 
U.S. Never in Better Shape 
WaAsHINGTON—If Joe Stalin is 
waiting for American business to 
collapse so he can walk in and take 
over he apparently still has a 
while to wait. For business indica- 
tors have turned firmly upwards 
and it is now almost certain that 


By STANLEY E. COHEN, Washington Editor 


the high point of employment dur- 
ing 1950 will equal or surpass the 
postwar peak of 60,000,000 jobs. 
During the first quarter, 1950, 
gross national product—the total 
value of goods and services—was 
at the rate of $264 billion a year, 
a substantial improvement over 
any quarter of 1949. And personal 
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consumption expenditures were 
strong, beating even the high rates 
recorded in pre-recession months 
of late 1948. 

While the general picture is 
bright, economists are not passing 
lightly over danger signals from 
individual industries or communi- 
ties, nor do they forget the fact 
that unemployment is a reality to 
3,200,000 workers. “It is clear,” 
warns Robert C. Goodwin, director 
of Labor Department’s Bureau of 
Labor Security, “that 60,000,000 
jobs—a remarkable achievement 
in 1947—is no longer enough to 
meet the employment needs of the 
country.” 


One of the “sick” industries is 
coal. In fact, its problems are so 
serious that coal-minded congress- 
men are beginning to introduce 
legislation to “support” coal prices 
just as the government supports 
prices of agricultural commodities. 

Last week coal management and 
labor spoke with one voice before 
a Senate labor subcommittee look- 
ing into unemployment problems. 


Their complaint is that low-price 
foreign fuel oil is taking away 
their market. 

Coal people say fuel oil has al- 
ready taken a third of the New 
England market, once good for 21,- 
000,000 tons of coal annually. For 
Sen. Matthew Neely (D., W. Va.), 
who presided, there was particu- 
larly gloomy news. According to the 
National Coal Association, two out 
of three West Virginians depend 
directly or indirectly on coal for 
their welfare. 

~ + 

It is almost impossible to meas- 
ure it but 1950’s remarkable first- 
quarter increase in consumer 
spending apparently was achieved 
with little help from the $2.5 bil- 
lion GI insurance rebate. Com- 
merce experts who work up na- 
tional income figures say only a 
fraction of the dividend payment 
had entered the spending stream 
through March. They believe the 
impact of the insurance dividend 
remains to be felt later in the year. 

« * * 


Rigors of foreign competition be- 


and some people . . . 


imagination . . . 


Two out of three of HOLIDAY’S more 
than 820,000 class families entertain 
guests at home at least once a week; 


live... 
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come increasingly troublesome ag ~ 
“danger spots” appear in the U.S. 
economy. On one hand, Congress | 
is told that the “dollar gap” must 
be closed if friendly nations are to 
have economic stability. But then 
there are events like the flying 
visit by Ohio ceramic workers, 
here to demand protection from 
European producers. 

Perhaps the inevitable outcome 
can be sensed in the action of the 
House last week ramming through 
legislation requiring government- 
owned plants to produce at least 
200,000 tons of synthetic rubber 
annually. During debate, anti-ad- 
ministration sponsors of the bill 
pointed out that synthetics sell for 
less than natural rubber. But unless 
forced to produce synthetics, they 
feared the administration would 
shut down plants and buy Far 
Eastern crude in order to provide 
dollars for world trade. In advanc- 
ing the bill, Rep. Fred Crawford 
(R., Mich.) had a lavish endorse- 
ment for synthetic rubber tires. 
He told House members the set on 
his 1941 Buick cost less than $17 
per tire and had traveled 46,000 
miles. “Now that’s tire service,” he 
declared. 


House judiciary committee turns 
its guns on newsprint manufactur- 
ers late next month. Likely start- 
ing date: June 21. The committee 
is wondering why so little news- 
print capacity has been ordered 
during the postwar period. Though 
production is up, through more ef- 
ficient use of existing facilities, 
U.S. demand for newsprint ap- 
pears to be outstripping production. 
Shortages are once again the sub- 
ject of .discussion at publishers’ 
meetings. 

. * a 


Federal Trade Commission v 
stands a good chance of getting its 
long-sought “anti-merger” bill 
through this congressional session. 
After nearly 20 years of discus- 
sion, the legislation preventing 
companies from buying their com- 
petitors’ physical assets passed the 
House last year and got a 7-2 fav- 
orable report from the Senate ju- 
diciary committee Monday. It is 
already illegal to buy a competi- 
tor’s capital stock, but smart law- 
yers long ago discovered the phys- 
ical assets gap in the law. 

Note: At the moment, FTC’s 
batting record for this Congress 
is remarkably good. The com- 
mission successfully fought off a 
movement to veto President Tru- 
man’s reorganization plan giving 
FTC a strong, presidentially ap- 
pointed chairman. And after a long 
fight it appears to have enough 
votes to block the so-called basing 
point bill in the Senate or cer- 
tainly to sustain a Presidential 
veto of the basing point bill. 

- . = 


One of the problems bothering 
Congress is how to improve the 
farm program without taking the 
Brannan Plan. Republicans and 
Democrats alike recognize that 
existing price support programs, 
particularly for perishables, dis- 
courage consumption of food and Pt 
irritate city people, but most con- 
gressmen are on record in opposi- 
tion to the Brannan’ Plan. Yet they 
recognize the need for a fresh ap- 
proach to farm supports which will 
keep perishables within reach of 
consumers without exposing farms 
to the full uncertainties of the 
market. 

For everyone’s good, the prob- 
lem has to be solved, for farm 
prosperity is one of the significant 
economic facts about postwar 
America. According to the Depart- 
ment of Agriculture, nearly 50¢ of 
every dollar Americans spend fot 
consumer goods and services 8? 
for products which originate ot | 
the land; two out of five working 
people are employed on the farm 
or in handling farm products, or in 
producing or selling goods and 
services to farm people. 
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SHORT COPY sells soap 


Sroming  Poromours Petures DEAR WIFE 


9 out of 10 Screen Stars are Lux Girls! 
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“What more powerful selling message than lovely Joan Caulfield’s state- 
ment ‘I’m a Lux Girl’? Strategically located near point-of-purchase, our 
message on 24-sheet posters gives tremendous support to the Lux selling 


and merchandising program.” 


How arp BLOOMQUIST 
Adtirtising Mur, - Lux Flakes - Lux Toilets Soap - Silver Dust 
LEVER BROTHERS COMPANY 


SS One of a series of advertisements promoting a better under. 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


{ OF OUTDOOR ADVERTISING COMPANIES 


serving one-fifth 
of the nation’s 
consumers . . . 


WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE * THE HARRY H. PACKER CO. «+ C. E. STEVENS CO. 
BORK POSTER SERVICE * SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. 


(= DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
| STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVENUE, NEW YORK 22, NEW YORK 
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Long Beach does things in a BIG way. Now it’s a home 
building project of 17,150 new homes in the Lakewood area 
—an area where the Long Beach PRESS-TELEGRAM 
is read by at least TWO of every THREE families. 

The PRESS-TELEGRAM is the ONLY newspaper 
that delivers adequate coverage in Long Beach and Lake- 
wood—a large and steadily growing market—a market with 
one of the nation’s highest Effective Buying Incomes. 


The Paper the People and Advertisers Prefer 
Represented Nationally by CRESMER & WOODWARD, Inc, 
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Clipper Oil Stations Honor Any 
Credit Cards in Portland, Seattle 


SEATTLE—Clipper Oil Co., an in- 
dependent distributor of gasoline 
and other petroleum products in 
Washington and Oregon, has 
launched a new program of sales 
stimulation with this appeal: “We 
honor all credit cards.” 

A motorist with a credit card 
issued by any of 10 major oil com- 
panies, a department store charge 
plate, air travel cards or hotel 
credit cards, may charge gasoline, 
oi] and lubrication at Clipper sta- 
tions. 

At the outset, the credit plan is 
limited to Seattle and Portland. 
Later it will be extended to other 
stations in the Northwest, Charles 
L. Nellor, vice-president and gen- 
eral manager, told AA. 


ew At the same time, Clipper Oil 


e EFFICIENTLY 
e ECONOMICALLY 


ARE THESE 445,000 FAMILIES 
WATCHING YOUR TV SHOW? 


“How can we get the most TV sets tuned in to 
our television show?” That is the question 
posed by every Television Sponsor. That prob- 
lem has now been solved by TV PROGRAM 
PUBLICATIONS. For whether you are telecasting 
nationally or locally, TY PROGRAM PUBLICA- 
TIONS can help you... 


@ BUILD AUDIENCES FOR NEW 


© BUILD BIGGER AUDIENCES FOR 


PRESENT SHOWS 


© INFORM YOUR TV AUDIENCE OF 
STATION AND TIME CHANGES 


e INCREASE YOUR RATING 


e@ EXPOSE YOUR PRODUCT TO THE 
LARGEST POSSIBLE VIEWING 


Circulated in the nations top television markets 
every week, TV PROGRAM PUBLICATIONS log 
every TV program telecast in those areas. . . 
a week in advance. Constantly consulted on 
a 7-day-a-week basis, your advertisement next 
fo your listing is highlighted in 445,000 TV 
homes everyday. 


*Net Paid circulation. 


on May 19 began a _ half-hour 
weekly television show on KING- 
TV here, the company’s first ad- 
vertising program in nearly five 
years. The entire media budget is 
being spent on television. The pro- 
gram is “Clipper Capers,” a musical 
and variety show with Stan Borri- 
son and Art Barduhn, produced 
locally by the Western Agency, 
which handles the Clipper account. 

Television advertising will push 
the quality of Clipper products 
(Clipper buys its gasoline and lu- 
bricants from Texaco). It will also 
emphasize the new credit program. 
The half-hour show will have only 
an opening and closing commer- 
cial of a half-minute each. But 
Borrison and Barduhn will be 
dressed as Clipper station opera- 
tors and the background will be 
that of a Clippex station. 

Customers presenting credit 
cards of other oil companies are 
granted on-the-spot credit. The 
station attendant makes out a slip 
in quadruplicate, One copy is given 
to the customer, two go to Clipper 
offices here, and one remains with 
the dealer. Clipper then sets up an 
account for the motorist and bills 
him monthly. 


s By using current oil credit cards 
of major companies, Clipper offi- 
cials believe they minimize the risk 
on extending credit and yet have 
the advantage of sales stimulation 
that comes with credit. Later, as 
the company acquires credit ex- 
perience, it expects to issue its own 
credit cards to its regular charge 
customers. By this means, it is said, 
a small company, unable to justify 
the expense of setting up a credit 
department, can project itself into 
the credit business with a mini- 
mum of cost. 

Experience during the first two 
weeks, Mr. Nellor said, indicates 
that the offer of credit—advertised 
at the outset only by station post- 
ers—increased cash sales directly. 
The gain in cash sales appeared to 
be greater than the increase in 
sales through credit, the company 
reported, reflecting interest in the 
plan even by those who might not 
want immediately to use it. 


@ Station operators report that 
credit was being used not so much 
by a station’s regular customers as 
by new customers, chiefly people 
who lived in the neighborhood of 
a Clipper station, had a credit card 
for a major oil company, and now 
were stopping in at a nearby 
Clipper station. Clipper tradition- 
ally has undersold the “regulars” 
by 1¢ or 2¢ a gallon. 

Clipper has about 250 retail out- 
lets in Washington and Oregon. 
The company was founded in 1939. 
Early this year it took on the Fisk 
tire and battery line. It is now ex- 
panding the number of retail out- 
lets and has a $10,000 neon sign 
job under way. 


San Francisco Adclub Elects 
Everett M. Runyon, sales pro- 
motion manager of the California 
Packing Corp., San Francisco, has 
been elected president of the San 
Francisco Advertising Club. Other 
new officers are: Charles H. Fer- 
guson, vice-president of Batté., 
Barton, Durstine & Osborn, vice- 
president; Helen Ennis, Biow Co., 
secretary, and Harry F. Borden, 
Borden Printing Co., treasurer. 


Four A's Chapter Elects 

Ford Sibley, San Francisco man- 
ager of Foote, Cone & Belding, has 
been named chairman of the board 
of directors of the Northern Cali- 


fornia chapter of the American | 


Association of Advertising Agen- 
cies. Other officers are: Ross 
Ryder, Ryder & Ingram, Oakland, 
vice-chairman, and Robert 
Knollin, Knollin Advertising, San 
Francisco, treasurer. 


Adv 
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1950 
ustri orris Names Geissing Appoints Shrager Agency Picks van der Linde Agency | Dejur-Amsco Ups Deitchman 
Ind al Truck — oe eee Co., Los , Sehneider International, New en Inc., New a, ~~ ae tegen ae — be. 
f Morriset desk| York, exporter and importer of| appoint ictor van der Linde| camera manufacturer, 
Bows on Telecast: er ada ban enpelaned W. B.|household protucts, has appointed|Co., New York, to handle adver-| moted Bernard B. Delica, S56 
. . Geissinger & Co., Los Angeles, to| John Shrage: Inc., New York, to) tising for washing der. Adair|merly in ly me a 
Big Drive Mapped handle its advertising. Plans call| handle its national trade and con-|& Director formerly handled the| sales in New York, to genera 
‘ for extensive use of trade and| sumer advertising. account. manager. 
New York—Automatic Trans-| -onsumer publications. 
h portation Co., Chicago, a division| : Jones to Blaine-Thompson Two Join K&E Copy Statt JWT Transters Haldeman 
NG. of Yale & Towne Mfg. Co., intro-| Richardson Joins Criterion Blaine-Thompson, New York,| Kenyon & Eckhardt, New York,| Harry R. Haldeman has been 
% duced its new electric industrial| paward S. Richardson, formerly|has appointed Carter Jones, for-|has added Royall Smith, formerly|transferred from the New on 
ad- truck, Transporter 101, at a tele-| advertising manager of Maytag|merly with Kenyon & Eckhardt| with Benton & Bowles, and Mar-/office of J. Walter Thompson O. 
five vision demonstration of modern/Co,, has joined Criterion Service| and Foote, Cone & Belding, as copy | jorie Allen, previously with Comp-|to _ gy yet — 
et is mechanized materials handling] Inc., Chicago, as an account ex-|chief. Mr. Jones succeeds the late|ton Advertising, to the copy de-| wor A gency 
pro- | May 17, in a telecast of “Manhat-| ecutive. Gail Gordon. partment. partment. 
sical tan Spotlight,” sponsored by the 
Otte Dictaphone Corp. over WABD. 
uced ) Automatic’s introduction of its 
ancy, new model transporter is believed 
ount unprecedented among manufac- 
push turers of industrial products. 
lucts Robert M. Whitney, advertising 
1 lu- manager of Automatic, who partic- 
also ipated in the broadcast, told AA 
ram that the company plans a concen- 
a trated introductory promotion ef- 
r- , , 
fort in June and July which he 
“a described as “the largest initial Oxford Papers 
advertising program ever under- 
Sha taken for a single piece of mate- Are Good Papers to Know 
"°° | sials handling equipment.” The full range of Oxford grades covers 
edit : every paper requirement for letter- 
; are = Magazines to be used in June, press, offset, lithography and roto- 
The Mr. Whitney said, include Busi- gravure. Here, for instance, are six 
slip ness Week, Fortune, Newsweek Oxford es which it will pay you 
siven and The Saturday Evening Post. Pe bce specify by e 
ipper Business papers will include Dis- know—and specify name: 
: tribution Age, Factory Manage- 
oan ment & Maintenance, Flow, Modern POLAR SUPERFINE SEAL ENAMEL 
bills Industry and Modern Materials ENAMEL ‘ 
Handling. Ads also will run about ° 
the middle of June in the New MAINEFOLD ENGRAVATONE 
cards | York Times and Wall Street Jour- : ENAMEL COATED 
offi- | él. Size of the ads will vary from a ees - e 3 
»risk fractional pages to full pages. cae Sa «asta a MAINEFLEX ENAMEL 
have | Ruthrauff & Ryan, Chicago, is the He . ae cls SUPER LITHO 
ation aggey. oe To Lithography 
rT, as Many of the company’s distribu- . * * * 
ex- tors, Mr. Whitney said, are ex- Ris. (44 foe 
- pected to tie in with the June-July 
be | promotion on their regular cooper- Your Oxford Paper Merchant 
said, ative advertising schedules in local Is a Good Man to Know 
istify | newspapers, In addition, a heavy ; 
redit direct mail program will be You will find that there are many 
into launched. ; reasons why your Oxford Paper Mer- 
nini- An invited audience of several chant is a good man to know. As you 
hundred industrial and financial might expect, you can count on him to 
two leaders watched the performance supply your needs for paper promptly. 
cates | of the TV show, aired from Sunny- In addition, you will find his long ex- 
tised ye mma p rae nl gt bo perience and practical knowledge of 
ost- 
sctly industrial product, Mr. Whitney paper oot ee ess help 
ed to said, Automatic adapted promo- in your busit f hel : , he makes 
e in tional methods ordinarily asso- a business o ping pea A ma ke —_ 
pany ciated only with consumer prod- of the greatest value from their invest- 
n the ucts. mt © i sacoong pee — is - 
t not Oxfo c han near J 
Cohen Joins Miles Kimball your —-> bey do = — 
Sydney M. Cohen, former ac- cities ‘om i in touc 
that count executive and copywriter with the nearest of these today, and 
much with Arthur E. Meyerhoff Co., ask for a copy of the helpful Oxford 
ee - ey HF Paper Selector Chart. Or, write direct 
eople | chandise manager of Miles Kim- i 
od of ball Co., Oshkosh, Wis., mail order = 
pote wholesale and retail concern. Mr 
| Cohen will direct promotional 
now merchandising and cataloging for 
arby the Kimball organization. . 
tion- 
lars” Mary Dunlavey Joins Cohen 
Mary Dunlavey has joined Har- W ‘ 
be ty 2 Cohen Advertising Co., New HEN YOU’RE LOOKING for top-quality reproduc- 
1939. bapeh, Teles to beens a tion, either by letterpress or offset lithography, you can PAPERS 
Fisk eae. Se Dunlavey wes amn0- count on Oxford Papers to produce more effective selling : Y, 
V @X- clated w ewell-Emmett Co. : ar : 0 toed o 
out- (now Cunningham & Walsh), Ped- aids for you. For these fine printing papers have built a : ib 
sign | StS Ryan and Ruthrautt & Ryan, record for outstanding performance —they’ll make your be 
capacity. 2 , ° ie 
brochures, advertising inserts, direct mail, house organs 2 tar it 
_ American Can Boosts Craver and labels more compelling, more attractive. 
pro- D. B. Craver, assistant manager ing the nationally recognized Oxford Ma ee ies bo! mate oe : 
ornia of sales, has been promoted to Every paper bearing y : cal es LT Ee an Tes : 
, has manager of sales for the central label is backed by fifty years of experience in developing Oxford Paper Company 
” San ivision of the American Can Co., : icall inti 
rther | New York. He succeeds Mr. Cor- a Bigs = of eg — practically yt ee don thc cheat a 
Fer- uet, who has been elected vice- n an regardless r) e@ process you choose cs . 
atte, resident of the division. ° , ‘ Oxford Miami Paper Company 
view ' assured of top-quality results and maximum press effi- poy acs ne Pony» 1, ih. 
a AAA Appoints La Ban ciency. That is why the Oxford Paper you select for any : —— 
r. Richard K. La Ban, former man- printing job will prove a sound investment for you and MILLS AT RUMFORD, MAINE, 
ager of sales promotion, McGraw- AND WEST CARROLLTON, OHIO 
Hill International Corp., New York, your customer. ’ 
J has been appointed sales manager 
"7 for the National Touring Bureau of 
ae «American Automobile Association, 
Cali- Washington. 
rican J 
.gen- Schenley Names Harlow 
ss H. Cecil B. Harlow has been ap- 
land, Pointed divisional sales manager 
t on of Schenley Distilleries Inc. in San . 


Francisco. 
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Threat of Newsprint 
Shortage Is Real, 
Inlanders Warned 


Cuicaco—Newsprint consump- 
tion in the United States is out- 
stripping production, and may lead 
to a newsprint shortage which will 
affect all newspapers, particularly 
those in the Midwest. Thus did 
Franklin D. Schurz, business man- 
ager of the South Bend Tribune, 
describe the newsprint situation to 
members of the Inland Daily Press 
Association holding its 66th spring 
meeting here last week. 

The association directed Mr. 
Schurz, who is chairman of its 
newsprint committee, to send a 
letter to the Newsprint Associa- 
tion of Canada asking what plans 
the Canadian mills have for meet- 
ing the increase in requirements, 
caused principally by the growth 
in population and increase in ad- 
vertising. 

The reason midwestern papers 
will be harder hit by any shortage, 
Mr. Schurz said, is that while Can- 
ada supplies about 80% of all U.S. 
newsprint consumption, it supplies 
about 90% of newsprint used by 
midwestern papers. 


ws The practice of some advertisers 
and agencies of asking newspapers 
to perform special merchandising 
services was discussed at the meet- 
ing by a round table for newspa- 
pers of 10,000 to 20,000 circulation. 
The general feeling on this con- 
troversial topic was that, particu- 
larly in papers having small cir- 
culation, the expense of extra 
broadsides, tie-ins, etc, is pro- 
hibitive. No objection was voiced 
to the practice if either the agency 
or advertiser would pay the cost. 

In a panel discussion of problems 
faced by newspapers of more than 
20,000 circulation, a trend toward 
peculiar angles in advertising copy 
layouts was deplored. It was the 
consensus that only large metro- 
politan papers could absorb the ex- 
tra mechanical costs that unusual 
ad layouts create. 

An increasing number of after- 
noon papers have set up token 
nighttime operations to set adver- 
tising copy, the over-20,000-circu- 
lation panel noted. Despite higher 
wage scales for night work, papers 
that have switched to this opera- 
tion report that higher production 
(mostly due to elimination of ordi- 
nary daytime interruptions) tends 
to offset the higher rate. 


Sales Executives Elect 

Roy L. Fosbrink, assistant branch 
manager of Aetna Casualty & Sur- 
ety Co., Hartford, Conn., has been 
elected president of the Hartford 
Sales Executives Club. Edwin H. 
May, manager of the Phoenix Mu- 
tual Life Insurance Co., and Rhoar 
M. Flydal, supervisor of the South- 
ern New England Telephone Co., 
are new vice-presidents. Ernest J. 
Gadue, manager of the sales office 
of Royal Typewriter Co., has been 
reelected a vice-president. 


Red & White Sales Increase 

Red & White Corp., Chicago, re- 
ports that its stores in 1949 showed 
an average sales increase of 10% 
over 1948. Total sales of Red & 
White stores in the United States 
and Canada were slightly better 
than $1 billion for 1949; net profits 
were off 1% or less. 


WHAT’S GOING ON? 
’ Manufacturers and 
agencies this inexpensive 


BACON'S CLIPPING BUREAU 


BUSINESS FARM GENIRAL 
PAPERS PAPERS MAGATINES 


343 So Deurborn $1, Chicago ¢ 


Valentine-Radford Moves 


Valentine-Radford Advertising 
has moved its offices to the Car- 
bide & Carbon Bldg., Kansas City, 
Mo. Jack O’Hara, formerly in the 
creative department of Hall Broth- 
ers Inc., has been named art di- 
rector of the agency. 


Appoints Mogge-Privett 

Griffith-Durney Co., Beverly 
Hills, Cal., has appointed Mogge- 
Privett, Los Angeles, to handle 
the advertising for Carnation brand 
Alaska pink salmon. 


Ferguson Names Kahn | 


Ferguson Brothers Mfg. Co. of 
Hoboken, N. J., maker of occa- 
sional tables and bridge sets, has 
appointed the George N. Kahn 
Co., New York, to handle its’ ad- 
vertising. The Ferguson company 
* a Salen of Sterling Inc., New 

ork. 


Kingsley to Manage Agency 

Victor Van Der Linde Co., New 
York, has appointed Agnes Kings- 
ley, formerly media director, as 
general manager. 


Banner Names Weightman 


Weightman Inc., Philadelphia, 
has been named to direct the tele- 
vision and trade publication ad- 
vertising for Banner Specialty Co., 
Philadelphia, distributor of auto- 
matic merchandising machines. 


To Air ‘American Rhapsody’ 

The Forest Lawn Co. has signed 
to sponsor “American Rhapsody,” 
a music series, on KNX, Los An- 
geles, for 52 weeks beginning May 
28. Dan B. Miner, Los Angeles, is 
the agency. 
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Will Sponsor Boxing Bouts 

C. Schmidt & Sons, Philadel- 
phia brewer, is ring a series 
of 18 weekly boxing programs over 
WFIL-TV, Philadelphia, in co- 
operation with the Police Athletic 
League, beginning May 26. Al 
Paul Lefton Co., Philadelphia, is 
the agency. 


WSYR-TV Appoints Allen 
Station WSYR-TV, Syracuse, 
N. Y., has added David R. Allen, 
formerly with Flack Advertising 
Agency, as a sales representative, 
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publicity, for making research and Ge 
market studies, for ea 
petitive advertising files and de 
veloping sales prospecis on certain 515 
types of products and services. 
New Booklet No. 10 “How Business Uses 
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Industrial Editors Elect 


Paul Ackerman, editor of the 
“Carbuilder,” employe publication 
of the Pullman-Standarti Car Mfg. 
Co., Chicago, has been elected 
2nd vice-president of the Interna- 
tional Council of Industrial Edit- 
ors. 


Sealtest Plant Names Acomb 


Robert Acomb Inc., Cincinnati, 
has been named to handle the 
advertising of the Cincinnati plant 
of Sealtest Co., covering the local 
advertising in that area. 


Waters Named to ANA Post 


Association of National Adver- 
tisers, New York, has named Fran- 
cis M. Waters Jr., formerly assist- 
ant director of market research 
and public relations for Cluett, 
Peabody & Co., New York, as as- 
sistant to the president. 


Publication Changes Name 


National Butter & Cheese Jour- 
nal, published by Olsen Publish- 
ing Co., Milwaukee, has changed 
its name to Butter, Cheese & Milk 
Products Journal. 


Seasonal Fluctuations in Radio Listening 
Not So Sharp As Believed, Roslow Says 


New YorK—Dr. Sydney Roslow, 
director of Pulse Inc., who started 
measuring out-of-home radio lis- 
tening in New York a year ago and 
has since made similar studies in 
Chicago and Boston, believes his 
findings may eventually lead to a 
reevaluation of the seasonal fluc- 
tuations in broadcast audiences. 

Early studies indicate that radio 


listening, when considered in its en- 
tirety, is much more constant than 
is generally believed to be the 
case. In short, the out-of-home au- 
dience expands sharply in summer 
when at-home listening takes a 
noticeable dip. On the other hand, 
at-home listening in winter goes 
up, while out-of-home listening 
falls off, it was pointed out. 


And it’s been catching them 


like flies for the past 25 years 


First, posters catch their eyes. That’s inevitable. 
Outdoor panels are dramatic . . . they stand out and 


get noticed. 


Next, posters stick in people’s minds. Messages 
are short . . . identification is strong. 


Finally, posters keep on the job. They’re there day 
after day, rain or shine, until the sale is made. 
General Outdoor Advertising Co., Inc., 

515 South Loomis Street, Chicago 7, Illinois. 


Offices in principal cities. 


WHEN IT BUYS 


_ vate ITER puis | 
CMTS AT RVs: 


YOUR DOLLAR BUYS MORE 


This Silver Anniversary Medallion is a sym- 
bol to help advertisers remember that Out- 
door outsells because it reaches more people, 
more often, more economically. 


OUTDOOR 
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“It is too early to say since our 
studies haven’t been made over a 
long enough period of time to be 
conclusive, but the story that 
seems to be shaping up is one that 
will wash out the sharp seasonal 
fluctuations in radio listening,” Dr. 
Roslow said. “If you follow the 
listener and count out-of-home 
listeners as well as at-home listen- 
ers, you find a picture somewhat 
different from the one traditional- 
ly accepted.” 


w@ The research group’s latest non- 
home survey covered listening in 
Boston during the week of April 
1-7. Some 2,100 families were in- 
terviewed in their homes and ask- 
ed to recall the radio listening they 
had done that day or the preceding | 
evening. 

The findings showed that 16.9% | 
of persons five years and over— 
based on a population of 2,718,- 
000—had heard some broadcast 
away from home. Most of this au- 
dience—60.5%—was male; the 
largest age group—30.2%—fell in 
the 20 to 34 category. 

This listening took place in the 
following: automobile, 43.3; visit- 
ing, 16; retail stores, etc., 14.7; 
at work, 13.6, and restaurants and 
bars, 9.0. 

By the end of the year, Pulse 
out-of-home measurements will be 
available for the Boston, Chicago, | 
Cincinnati, St. Louis, San Francis- 
co, Los Angeles, New York, Phila- 
delphia, Washington and Richmond 
markets. The fourth quarterly re- 
port on the New York metropoli- 
tan area will be released next 
month, as will the initial study for 
Philadelphia. 


Muzak Reduces Prices 


The transcription division, Mu- 
zak Corp., New York, announced 
a price reduction of its vinyl bis- 
cuits for all types of phonograph 
and electrical transcription discs, 
The reduction, Muzak said, is due 
to manufacturing advancements in 
compounding viny] biscuits. 


Fatnir Promotes Senf 


Dr. Frederick M. Senf, indus- 
trial relations manager of Fafnir 
Bearing Co., New Britain, Conn., 
has been appointed to the new post 
of employe relations director. 


What chances he takes to put those 
advertisements up on his wall! But 
his well-meaning efforts usually end 
up in crooked, mangled displays— 
not to mention smashed fingers, or 
worse... and a lot of ill will! 


SAM metal strips on flat display 
material cinch real dealer coopera- 
tion in the use of posters, paper 
signs, etc. SAM finished material 
hangs straight from a single, center 
suspension point—simple to use, 


and so neat! 

FOR PAPER - " 
AND LIGHT Wire or phone... 
BOARD DISPLAYS poder ay 4 
INCHES WIDE details! 


Mulberry 2672 ° 
Cincinnati, Ohio | 


The 
Stuebing Automatic 


Machine Co. 


METAL EDGING AND EDGING 
MACHINERY FOR THE PRINTING TRADE 


3420 BEEKMAN STREET 


CINCINNATI 23, OHIO 
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Hidden Radio 
Piugs Are Now 
No Longer That 


Melvin, Newell & Rector 
Offers Publicity Exchange 
to Agencies, Advertisers 


HoLtywoop—Hidden radio plugs, 
long exactly that to the agencies 
and sponsors of the programs on 
which they are heard, are now 
being sought directly from them on 
a “strictly business” basis, with 
other publicity offered in return. 

Now in the mail to agencies is 
a letter from Melvin, Newell & 
Rector, Hollywood public rela- 
tions organization, which explains 
how both their client and a spon- 
sor’s show can get extensive, local- 
ized, fo-lowup publicity, to be pro- 
vided by their plug-seeking clients. 

Alluding to the prevalent prac- 
tice of “gifting” writers on a show 
that carries a hidden plug, the pub- 
lic relations company says there 
are no so-called gift pay-offs to 
anyone involved—it is a legitimate 
form of public relations work open 
to any product or client. 


s The opinion is expressed that 
“in the past, this ‘plug’ business 
has overlooked the main issue. 
That is, it was not tangible; in 
other words, getting such plugs 
down to the local level and on:a 
permanent basis has been over- 
looked. 

“This is what we mean: When a 
plug for a product is given on a 
radio program, that plug is heard 
only once and no followup is made. 
The plug is valuable but no plan 
is used to make that plug live after 
the consumer has heard it.” 

Melvin, Newell & Rector says 
it can make a plug “live.” When 
one is arranged, the star who gives 
the plug will be photographed with 
the product itself. Then, it is sug- 
gested, “these photographs can be 
used by your product dealers for 
display in their showrooms and for 
insertion by the dealers in their 
local newspapers for free pub- 
licity.” 


a Although the letter doesn’t say 
so, the use of these star-with-prod- 
uct pictures is limited to display 
by dealers and local publicity. En- 
dorsement or approval, implied or 
expressed, would be another mat- 
ter entirely, and call for an en- 
dorsement arrangement. This 
would also apply to use of the 
photo in advertising. 

Here is how the deal is set up. 
A plug for the Crosley motor car 
has been arranged with Bob Cros- 
by. He will be photographed with 
the car. The photo supplied to the 
client will carry a caption essen- 
tially like this: “Bob Crosby, of 
Campbell Soup’s ‘Club 15,’ show 
ap CBS, looks over the new Cros- 
ley model.” 

Along with the distribution of 
the photos, the caption wording in- 
dicates the twist added by Melvin, 
Newell & Rector, and the reason 
it is considered a business propo- 
sition by them. Everybody gets in- 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Selling — known 
as DIRECT SELLING — is building 
giant volume quickly for many manu- 

It may be your answer 


tion. Direct lling is fully ex 


in fascinating booklet—mai 


FREE. 


Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-16, 28 E. Jackson BI., Chicago4, Ill. 


to the act. The sponsor is named, 
as is his show; the network is 
named; the plugged product is pic- 
tured. 


ws With this approach, there is 
nothing to hide, and the pitch is 
being made directly to agencies. 
When an agency buys the idea, it 
directs the insertion of the plug 
and writers and attendant gifts 
are by-passed. 

Costs quoted for the “service” 
are: Securing a plug on a net- 


work show, including all costs, 
plus proof of plug in form of air- 
check—$150. Securing radio star 
to pose with an item for publicity 
purposes, including all costs and 
release—$50. Photograph of star 
posed with advertiser’s product, in- 
cluding the negative which be- 
comes the client’s property—$15. 
When glossy 8x10” reprints are de- 
sired, 8¢ each in quantities of 200 
or more. Two-column by 5” mat 
and proof, 8¢ each in quantities of 
200 or more. 


Brine Forms Agency: 
Has Four Accounts 


Frank R. Brine, formerly adver- 
tising manager of Babb Co., avia- 
tion sales organization, has formed 
Frank R. Brine, Advertising, to 
service general and industrial ac- 
counts. Among his present ac- 
counts are the Babb Co. (U. S. 
and Canada), Teterboro Schoo] of 
Aeronautics, Aircraft Industries of 
Canada Ltd., and Industry Ser- 
vices, Washington. 

The new agency has temporary 
offices at 1227 Ave. of Americas, 


Advertising Age, May 29, 195@7 p 


New York, and after July 15 wil] 
be located at 444 Madison Ave. 


Gordon Plastic Names Adams 


Gordon Plastic Products Corp., 
Ossining, N. Y., has appointed A. 
D. Adams, Advertising, New York, 
to handle promotion of numerous 
new plastic products. Some of the 
items are the Alpha-Betty Sign 
Kit, Vu-All Television Slip Cover, 
a self-adhesive TV filter. Trade 
and consumer publications as well 
as direct mail will be used to in- 
troduce the products. 


Here’s How Government Can 
Assure Business Expansion 


mee 


THE IRON AGE ¢ HARDWARE AGE ¢ HARDWARE WORLD ¢ DEPARTMENT STORE ECONOMIST * BOOT AND SHOE RECORDER 
MOTOR AGE « COMMERCIAL CAR JOURNAL ¢ THE SPECTATOR LIFE INSURANCE 
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me 
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Government, labor, and management all agree: The mainte- 


nance of American standards of living depends on an ever- 


increasing economy. 


So, the only question is “How can this be accomplished?” 


Increased government spending with its discouraging drain 


on taxpayers—business and individual—is not the answer. 


For business expansion and the creation of new job opportu- 


nities demands business spending. Where can business get 


the money to expand? From venture capital, of course—if 


investors have an incentive for risking their savings. 


The answer then is this: To help business expand, Government 


tax policies should be designed to encourage investors to put 


up the money business needs to increase plant facilities, buy 


new machinery, hire new workers. 


We, at Chilton, believe the policy makers at Washington 


should start right now the development of a realistic tax pro- 


gram designed to encourage the flow of venture capital into 


. business channels. This, coupled with the slashing of the 


the key to business expansion. 


governmental red tape that now hampers business, could be 


CHILTON COMPANY (INC.) 


Chestnut and 5éth Sts. 


Philadelphia 39, Pa. e 


100 East 42nd Street 
New York 17, N. Y. 
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Bernstein Adds Three New 
Accounts; Appoints Cleary 


Bo Bernstein & Co., Providence, 
has been appointed to handle the 
advertising of N. Goodman & Co., 
Boston, manufacturer of Garbar- 
dino year-round coats. Half pages 
in Esquire and Holiday and full 
pages in Esquire and Esquire’s Ap- 
parel Arts will be used. The agency 
also has been named by Uncas Mfg. 
Co., Providence, ring manufac- 
turer, featuring Kiddie Gem rings 
in direct mail and in four-color ads 
in Parents’ Magazine starting in 


sandcastle el MMR aN a Co as ello alll 


September. Francis Gilbane Inc., 
Pawtucket, petroleum products dis- 
tributor, has placed its advertising 
with the Bernstein agency, using 
newspapers and television. 

Bernard L. Cleary Jr. has joined 
Bernstein as junior account execu- 
tive. 


Orr Agency Names Dean 

Robert W. Orr & Associates, New 
York, has added Eleanor Dean, 
previously with Federal Advertis- 
ing Agency, to the copy depart- 
ment. 


Wine Institute Reports 8% 
Gain in Wine Consumption 


An 8% gain in wine consump- 
tion in 1949 over 1948 for the na- 
tion is reported by the Wine Insti- 
tute. Americans drank 132,571,000 
gallons of wine last year, the re- 
port said. Of this total, 117,514,000 
gallons, or 89%, were California 
wines. 

Wines produced in other states 
totaled 11,862,000 gallons, and for- 
eign wines, 3,195,000 gallons. New 
York was the highest consumer 
among states, followed closely by 


California. The District of Colum- 
bia placed first for per capita 
consumption—2.4 gallons. 


Interest in Florida Grows 


More people want to know more 
about Florida, with inquiries 20% 
greater this year than they were 
in 1948 and 1949, reports the State 
Advertising Commission. The com- 
mission said they received 106,101 
requests for information during the 
first 130 days of this year, com- 
pared to 86,709 for the same per- 
iod last year. 


Encourage Business Spending! 
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Quality Bakers Will 
Sell Comics Books 


New YorkK—Quality Bakers of 
America, a cooperative organiza- 
tion of wholesale bakers, has en- 
tered the comics book field. It 
has just started distribution of an 
initial printing of 500,000 copies 
of its Little Miss Sunbeam comics 
book in 50 test markets. The 32- 
page book will sell for 10¢ in gro- 
cery stores exclusively, and the 
back cover will carry the ad of 
the local Sunbeam bakery whole- 
saler. 

Present plans call for six comics 
books a year to be sold exclusively 
in grocery stores where there is 
little competition with other com- 
ics, R. L. Schaus, advertising direc- 
tor of Quality Bakers, told AA. 
“These books,” Mr. Schaus said, 
“will be produced by some of the 
best writers and artists in the 
comics field. Printing will be done 
by Magazine Enterprises Inc. The 
strips will feature Little Miss Sun- 
beam, Quality Bakers’ trademark, 
in a series of adventures that will 
also have easy-to-take educational 
ideas.” 


@ Vigorous point of sale mer- 
chandising aids and local news- 
paper advertising by local whole- 
salers will be used to promote the 
new comics in local market areas. 
Mr. Schaus declined to make pre- 
dictions as to potential circulation, 
but said he “wouidn’t be surprised 
if it topped 1,000,000 copies within 
a few months.” 

While he refused to disclose ex- 
act figures, Mr. Schaus said that 
the new comics book is priced to 
give grocers double the profit that 
newsstands make on regular com- 
ics books. 


Texas Paid Weeklies Rate 
Higher Than Average State 


Community Research Bureau, 
Ridgewood, N. J., reports that the 
leading weekly newspapers of Tex- 
as have almost twice as much circu- 
lation as the state average for paid 
weeklies and that space cost per 
reader is less than half the aver- 
age. 

The bureau, in preliminary fig- 
ures on the 22nd of its state-by- 
state evaluation studies, shows that 
the 119 top bracket Texas weeklies 
have average paid ciruclation of 
2,522. The average for the state’s 
531 paid circulation newspapers is 


Breck Uses New Type Posters 


Breck shampoo, manufactured 
by John H. Breck Inc., Springfield, 
Mass., is being promoted by anew 
type outdoor poster in the Los 
Angeles area. The poster is painted 
on slabs of wood which are easily 
removable from the frame. Loca- 
tion of the ad will be changed 
each month. Eight spots in the 
area have been picked for the pro- 
motion. 


Lee Joins S. R. Leon Co. 


S. R. Leon Co., New York, has 
named Walter M. Lee, formerly 
advertising director of Soft-Lite 
— Co., as'a member of the copy 
staff. 


Lawrence Gray Promoted 

Lawrence Gray, assistant art 
director of Lang, Fisher & Sta- 
shower, Cleveland, has been named 
art director. 


MARKET IS 


15 million American Ne apne 
10 billion dollars a year! If you have 
fi " > . » OF any other 
products to sell, reach this big buy 
public sous the Negro Ts 
magazines. Interstate Un News- 
S45 Fifth Ave., N. Y., can 


eferences of s from coast to coast. 
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1 The Elks market 
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for CAMERAS 
& FILM 


Of the 928,010* Elks who read THE ELKS MAG- 
AZINE, 19.3% already are photography fans. 
The balance can be sold easily, and here's why: 
56.2% of them enjoy one or more pleasure trips 
a year... and 31.8% take time for five or more 
such jaunts. A camera makes a perfect traveling 
companion. 

Elks can afford to buy the best in photo and home 
movie equipment . . . because their median annual 
combined family income is $5,472.33—twice the 
national average. 


*A substantial bonus over guaranteed 850,000, on which 
current rates are based. 


YOU'LL SELL IT, IF YOU TELL IT IN 


MAGAZINE 


NEW YORK + CHICAGO + DETROIT + LOS ANGELES 


Orr Assures K&E 
It Isn't Poaching 


on Stetson Account 


New Yorx—Robert W. Orr & 
Associates recently replied to 
charges of poaching with a polite 
“you can keep it in your hat” an- 
swer when rumors began to cir- 
culate that the agency was seek- 
ing the John B. Stetson Co. ac- 
count from Kenyon & Eckhardt. 

It all started when the Orr agency 
sent out a series of agency mail- 
ings to advertisers enclosing a 
miniature Stetson hat with a card 
from Robert W. Orr, agency pres- 
ident, which read: “Things are 
happening in this agency that are 
just too good to keep under our 
Stetson. We’re putting you on 
our mailing list to tell you all 
about them.” 

Shortly thereafter inquiries were 
whispered up and down Madison 
Ave. about a new agency for Stet- 
son. 
With full explanation to allevi- 
ate misunderstanding and promote 
good will, Mr. Orr sent a gift cer- 
tificate for a new Stetson to Dwight 
Mills, K&E president, with a card 
saying that “if we’ve caused you 
even one gray hair, we hope you'll 
keep it under the Stetson this gift 
certificate buys.” 


Names Weightman Agency 

Big League Togs Inc., Philadel- 
phia, creator of specialty furnish- 
ings for boys and men, has named 
Weightman Inc., Philadelphia, to 
handle its advertising. 


Cole Appoints Klossman 
George Klossman, formerly with 
Leo Burnett Co. in Chicago, has 
been named art director of L. C. 
Cole Co., San Francisco agency. 


DON’T FORGET TO ADD 


MISHAWAKA 


WHEN YOU STUDY 
SOUTH BEND SALES FIGURES! 


Saleswise, the two cities of South Bend and 
Mishawaka are one. They are separated only by a 
street. Together they form a single, unified 
market of 160,000 people. 


This two-city fact makes a big difference in 
South Bend’s national sales ranking. For example: 
in 1949, South Bend ranked 85th in the nation 
in retail sales, with a total of $161,266,000. Bur, 
when you cross the street and add Mishawaka’'s 1949 
retail sales, the total jumps to $190,907,000. 

That figure boosts South Bend-Mishawaka to 
72nd place nationally —instead of 85th! 


Be sure to add Mishawaka when you count up 
South Bend sales figures. Remember, too, that 
these sister cities are just the heart of the South 
Bend market. The entire market takes in more 
than half-a-million people who spent more than 
half-a-billion dollars for retail purchases in 1949! 


WSBT—and only WSBT— covers a// 
of this rich and responsive market. 


PAUL 


SB 
SOUTH BEND 


5000 WATTS * 960 KC « CBS 
REPRESENTATIVE 


Figures from Sales Management's 
1950 “Survey of Buying Power” 


H, RAYMER COMPANY @ 


NATIONAL 
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A new member of Kimberly-Clark Corp.’s Quarter Century Club 
is Frank L. Blake, advertising and promotion manager. He was 
hired away from a Chicago advertising agency in 1925, and made 
his headquarters in the paper company’s Chicago office until 1945, 
when the advertising division was moved to Neenah, Wis... 
Brown & Bigelow’s president and general sales manager, Charles 
A. Ward, received a gold watch and a $1,800 check for his fa- 
vorite charity on his completion of 25 years with the company... 

Moore Achenbach, who retired as San Francisco manager of Mc- 
Cann-Erickson five years ago, has decided to clear the attic office 
in his Pacific Heights mansion of his collection of 100,000 precious 
prints. So, the other day, he gave it to the San Francisco Public 

Library. For most 


Achenbach has 
worked up to 18 
hours a day on ad- 
vertising accounts. 
The rest of the time, 
he says, “I worked 
on my prints.” For 
decades he has spent 
some $8,000 a year 
in accumulating the 
collection. He ex- 
plains his gift to 
the city: “I’m not 
generous or chari- 
table. I’ve got no 
children and I want 
the work carried 
Ge.» 

Now that 488 
Madison Ave., New 
York, houses both 
the Joseph Katz Co. 
and The Katz Agen- 
cy, chances are bet- 
ter than ever for a 
mixup of mail and 
visitors. It seems there’s been a lot of ribbing for some time be- 
tween Joseph Katz, the agency’s president, and George Katz, 
head of the newspaper-radio representative company, with each 
one trying to get the other to change his company’s name or move 
out of town... 

It was a date with Marion Davies (not the actress) that caused the 
flurry May 13, when Daniel Loizeaux, art director at Bermingham, 
Castleman & Pierce, rushed aboard a London-bound plane in New 
York. Married in the British capital on May 19, they’re honeymoon- 
ing on the continent...A May wedding in Hartford, Conn., in- 
volved Walter Ostapeck, sales representative for Station WMMW, 
Meriden, and Katherine E. Rising of Hartford... 


ALL SET—Chicago Advertising Softball League officers, 
with trophies to be awarded to winners in the first 
three places this season are (left to right) Tom Scott, 
Ruthrauff & Ryan, president; Geoge Hincker, Young 
& Rubicam, vice-president; and Doug McWeeny Jr., J. 
Walter Thompson Co., secretary-treasurer. 


TIME ENTERTAINS—Time played host to the Advertising Club of Scranton, Pa., 

at a cocktail party in the Time & Life Bldg., when the Scranton group was in New 

York as guest of the New York Adclub. From left to right are Frank Shea, director 

of commercial sales, March of Time; Paul Barrett, president, Scranton Adclub and ad 

director of International Correspondence Schools; James A. Linen, publisher of Time; 
and William Carr, Time’s ad manager. 


Sam R. McKelvie, publisher of the Nebraska Farmer, former 
governor of Nebraska, Sandhills rancher, and breeder of Hereford 
cattle, was honored at a dinner given by the Block and Bridle Club, 
University of Nebraska animal husbandry group, in recognition of 
his contribution to Nebraska agriculture and the livestock industry. 
His portrait, unveiled at the meeting, now hangs in Animal Hus- 
bandry Hall on the College of Agriculture campus, and in com- 
menting on it, Mr. McKelvie cracked: “Quite a few people over the 
state have been waiting for this hanging for some time.” .. 

Roland Tooke, assistant general manager of WPTZ, has had 
an oil landscape accepted for showing in the Cheltenham Art 
Center exhibition, one of the more important art shows of the 
Philadelphia area...Ed Martin, sales representative of WESC 
and WESC-FM, Greenville, S. C., is on a reservist cruise of the 
Naval Reserve. He holds the rate of CPO... 

Larry R. Greene, of L. R. Greene Ltd., Toronto, has retired 
after 50 years’ activity in advertising and merchandising circles. 
Joining Sherwin-Williams Co. in 1899, he spent 14 years in 
Cleveland, eventually as manager of the advertising and sales 
departments. He was president of the Association of Canadian 
Advertisers in its pioneer days. .. 


of his 72 years, Mr. . 
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400 Presidents | 
Turn Ad Experts 
for $200 Prize 


Cuicaco—If there was ever any 
doubt that everyone is an ex- 
pert on advertising, Cummins Bus- 
iness Machines Corp. has resolved 
it. 

Starting a series of six ads in 
the Wall Street Journal and the 
Chicago Journal of Commerce, 
each carrying a coupon requesting 
further information on the com- 
pany’s perforating equipment, 
Cummins decided it might as well 
merchandise the ads hard. 

So, over the signature of Mit- 
chell A. Kapland, general sales 
manager, went personally typed 
letters to the presidents of 2,700 
leading companies in northern Il- 
linois, the metropolitan Chicago 
area, and the metropolitan New 
York area. With the letters went 
proofs -of all six ads, an entry 
blank, and a couple of prize fold- 
ers. 


s “This is your invitation to en- 
ter the Cummins ‘Tournament of 
Ad Experts,’” said the letter, “for 
a $200 first prize—with no stunts 
or letters to write... 

“To make a game of it, if you 
can list these ads in order of their 
pulling power before the results 
are in, we will give you your 
choice of gifts worth $200—and, 
what’s more, the opportunity to ex- 
hibit your know-how of advertis- 
ing.” 

Presumably none of the recipi- 
ents had a desperate need for $200 
worth of gifts, so the opportunity 
to prove their standing as ad ex- 
perts must have been the prime 
consideration in inducing more 
than 400 of the 2,700 recipients to 
return the “non-transferrable” en- 
try blank. 


a “The replies to this mailing far 
exceeded our expectations,” says 
Mr. Kapland. “The presidents of 
companies like Johns-Mansville, 
National Tea, Houbigant, Jewel 
Paint, Railway Age and The Fair 
Store entered. 

“From this ‘tournament’ we ac- 
complished a number of things: 

“1. We were able to pretest our 
advertising among a group of men 
who head their respective com- 
panies. 2. All those who entered 
must, of necessity, have read our 
ads and become infected, to some 
extent, with our message. 3. It 
secured an active and interested 
list of prospects for our salesmen 
from which we have already re- 
ceived several orders. 4. It pub- 
licized Cummins.” 


® To top off the promotion, Cum- 
mins is giving a dinner in Chicago 
June 7 for the winners—F. M. 
White, president of Burd Piston 
Ring Co., Rockford, Ill., who won 
first prize; and S. H. Hobson, pres- 
ident, Geo. D. Roper Corp., Rock- 
ford, and J. J. Delaney, presi- 
dent, Coyne-Delaney Corp., Brook- 
lyn, who tied for second prize. 

Cummins makes perforators used 
largely to prevent fraud, in connec- 
tion with checks and other docu- 
ments, and sells broadly across 
all business lines. John W. Shaw 
Advertising, Chicago, handles its 
account. 


DuMont Signs WTAR-TV 


WTAR Radio ag x owner of 
WTAR-TV, Norfolk, Va., has sign- 
ed a network affiliation contract 
with DuMont Network. WTAR-TV 
becomes the 57th DuMont affiliate. 


Apex Film Opens New Office 
Apex Film Corp., Los Angeles, 
has open 
E. 57th St., New York. William H. 
Buch is eastern representative. 


ed an eastern office at 38/ 


Nestle’s to Back ‘Mr. I.’ 


Lamont, Corliss & Co., New 
York, will sponsor “Mr. I. Magina- 
tion” over 17 CBS-TV stations 
starting Sept. 24 for Nestle’s. The 
30-minute children’s program has 
been a Columbia sustainer for sev- 
eral months. Time for Nestle’s was 
bought through Ceci] & Presbrey. 


Hunter Joins ‘Esquire’ 

Robert W. Hunter, formerly 
with the national sales staff of the 
New York Herald Tribune, has 
been named to the sales staff of 
Esquire, New York. 


DuMont Appoints Jackson 


Willis O. Jackson, formerly sales 
manager for the TV manufactur- 
er’s Atlanta distributor, has been 
named southeastern regional sales 
manager for the receiver sales di- 
vision of Allen B. DuMont Labor- 
atories, New York. 


‘Etude’ Names Representative 


Etude, the music magazine pub- 
lished by Theodore Presser Co., 
Bryn Mawr, Pa., has named Sad- 
ler & Sangston Associates, New 
York, as eastern advertising repre- 
sentative. 


Miller Picks Levyne Agency 
Miller Metal Products, Balti- 
more, has named S. A. Levyne Co., 
Baltimore, for advertising of kit- 
chen cabinets in newspapers, bus- 
iness papers, and by direct mail. 
The account was previously placed 


Joins Ketchum, MacLeod 


William E. Hake, chemist and 
technical writer, has joined the 
technical literature department of 
Ketchum, MacLeod & Grove, Pitts- 
burgh advertising and public rela- 
tions agency. 


25 
Two Appoint Babcock Agency 
Keith Babcock Agency, San 


Francisco, has been appointed by 
Pacific Natural Products Inc., 
Antioch, Cal., to handle a news- 
paper and magazine campaign in 
the 11 western states. Pan-Pacific 
Screw & Bolt Co., Richmond, Cal., 
also has named the Babcock agen- 
cy. 


Meunier Named Sales Manager 
John L. Meunier has been ap- 

pointed sales manager of the 

+ (amie Fixture Co., Bridgeport, 
onn. 7 


How. glowing is the joy of anticipation... but how disillusioning sometimes, is realization! 


... Recalls a somewhat heated remark made recently by an agency production chief—pretty 


highly rated hereabouts too. Said he, “If | ever stick my neck out like this again, | hope to 


break my leg. So help me!” He was gazing dejectedly at proofs of some color plates pur- 


portedly reproducing a really sparkling piece of copy. Actually, there was more color in his 


expletives than in the proofs. It seems he had tried out a “brand new” photo-engraving 


source.... Happily, such things don’t happen every day; there are too many reputable 


engravers and too many wise production men. ...Nevertheless, there’s a lot of sound busi- 


ness sense behind the fact that so many successful, nationally known advertisers continue to 


specify “engravings by Rogers.” They tell us that through the years their freedom from time- 


and money-wasting disappointments, and confidence inspired by consistently dependable 
performance have proved to be the most “attractive proposition” they can buy. 


2001 
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Master Craftsmen of Photo-Engraving 


Members of the 


Chicago Photo-Engravers Association 
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... The Weekly Star is 
second in advertising lineage among al/ U. S. Farm Papers 
(farm magazines, monthlies, semi-monthlies, bi-weeklies 
and weeklies). 


Advertisers again demonstrate that you will sell 
more in the Midwest in 1950 when you build your 
promotion around The Weekly Star. 


Here are Advertising Age figures as Total 

Published on Dec. 19, 1949, and Jan. 23, 1950 Advertising 

Country Gentleman .................... seers cae ... 815,116 Lines 
WEEKLY STAR 694,728 » 
EE ESOT PET tlh 
TE ie gd bas aa tc .. 628,222 ” 
Prairie Farmer ........ Sache Veh .ne. 807 905 050k 6 
Successful Farming ...... JAGAN UII TG rrr 
EN LR ae RE FBI 


The Weekly Kansas City Star. 


OVER 450,000 PAID IN ADVANCE CIRCULATION 
Largest Farm Weekly in America 


Kansas City 1’% Grand Chicago 22 5. State St. New York [5 ih &. 


HArrison 1200 WEbster 9-0532 


"Yiy/ 


VOTED BEST over ai// other farm 
papers by county agents in Missouri 
and Kansas from the standpoint of 
USEFUL INFORMATION given and 
INFLUENCE it has on farmers 
(Independent Survey). 


VOTED BEST by implement dealers 
in Missouri and Kansas (Implement 
& Tractor Survey). 


VOTED BEST; Editor John Collins 
named Outstanding Farm Paper 
Editor of the Year 1949 by American 
Association of Agricultural College 
Editors. 


VOTED BEST by dealer choice in 
motor car, truck, home appliance and 
feed lines—because of The Weekly 
Star’s selling impact at local level. 
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Available Market Data Section 
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THE NATIONAL NEWSPAPER OF MARKETING 


Decade of Changes in Food and 
Drug Sales Reviewed by Nielsen 


A. C. Nielsen Co. supplies clients of the Nielsen Food In- 
dex and the Nielsen Drug Index with a “year-end” report 
on food and drug sales. The 1949 reports, released last 
month, contained a special review of the 1939-1949 decade 
in terms of over-all economic factors. That portion of the 
report, plus some material reviewing food and drug trends, 
is reprinted here by permission of the Nielsen organiza- 
tion. Marketing men in every field will find the material 


of interest and value. 


General Trends 


One of the most important single 
factors in the development and 
well-being of any country is its 
growth in population. Granting 
that a country at least maintains 
its standard of living, a healthy 
growth in population brings with 
it opportunities for increased sales 
volumes for all industries supply- 
ing the needs of this population. 

That these opportunities have 
existed from a population stand- 
point during the past ten years is 
clearly shown in Chart 1 (U. S. 
Population 1939-1949). While little 
change occurred in civilian popu- 
lation from 1939 through 1945, the 
impact of demobilization, new fam- 
ilies and a high birth rate are 
clearly indicated in succeeding 
years. 

Little change occurred in civilian 


first six years of the ten year com- 
parison, but following the close 
of the war, an average increase 
in civilian population of three mil- 
lion per year is indicated. So, while 
the ten-year gain is reported as 
12.9%, the major portion of this 


gain occurred during the period 


from 1945 through 1949. 


s This growth in population dur- 
ing the past ten years occurred in 
all sections of the country. How- 
ever, as shown in Chart 2 (Popula- 
tion Changes by Areas 1949 vs. 
1939), this growth was not uni- 
form by areas. The greatest gain 
took place in the Pacific area 
where an increase of 50% was 
reported. 

While all areas gained in ac- 
tual numbers of people, shifts oc- 
curred in the share of the national 
population accounted for by the 
various areas. The East Central 
area, with an increase of 13% in 
actual population, just maintained 
its share of the national total while 
all other areas, excepting the Pa- 
cific, lost in their share of the na- 
tional population. The Pacific area, 
with an increase of 50% in popu- 
lation, increased its share of the 
national population by 32%, mov- 
ing from 8.7% of the national to- 
tal in 1939 to 11.5% in 1949. So, 
while some areas lost in share over 
the ten-year period, each gained 
in actual population. Thus, greater 

(Continued on Page 32) 
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List Available 
Market Data 
for AA Readers 


Almost 1,000 Published 
Pieces Described and 
Listed in This Section 


ADVERTISING AGE presents, in the 
following pages, its second an- 
nual descriptive list of the avail- 
able market data issued by media, 
trade association and other groups, 
so that marketing and advertising 
executives may look over the whole 


The list of 
Available Market Data 
begins on Page 52 
and goes to Page 116. 
Use the coupons 


for requesting data. 
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15 Cents a Copy * $3 a Year 


CHICAGO 11 * Published Weekly at 
200 E. Illinois St. * DE. 7-1336 

NEW YORK 17 

11 E. Forty-Seventh St. * MU 8-0073 


PREWAR 
1940 
PII hood Feds ish eee 131.970,000 
Gross National 
Product (billions) .....:... $101.4 
Disposable Personal Income 
After Taxes (billions)........ 75.7 


Market for Goods and Services 
After Personal Savings (billions) 72.0 


Per Capita Production 
(in dollars) 


The Opportunity We F ace—Table A 


POSTW. PEACETIME 
WAR ADJUSTMENT OPPORTUNITY 
1944 1949 1955 


138,083,000 149,215,000 162,000,000 


$213.7 $257.4 $330.0 
147.0 191.2 250.0 
111.6 179.4 235.0 

1,235 1,020 1,235 


5-Year Market Expansion Possible 
If We Sell Consumer-Johnson 


‘Mature Economy’ Idea 
Causes Underestimating 
of Potentials for Growth 


By ARNO H. JOHNSON 

For years we have been under- 
estimating the market potentials 
in America. In the “mature econ- 
omy” days we planned on a fu- 
ture of heavy unemployment and a 
leveling of the standard of living. 
It took a world war to prove our 
productive ability—a productive 
ability that can support a standard 
of living nearly double the 1940 
standard. 

Yet for the past six years we 
have failed to accept fully the 


to more than offset these negative 
factors as they occurred and we 
have not by any means reached 
the practical limit to this improve- 
ment in standard of living. 


Over $300 Billion 
Economy Possible 

A simple measure of our proven 
potential is our wartime produc- 
tivity per capita. A similar per 
capita productivity for our ex- 
panded population as of say five 
years from now—1955—would 
mean a gross national product of 
$330 billion at the present value 
of the dollar, and would provide 
the purchasing power for an av- 
erage standard of living approxi- 


field of published data to deter- 
mine exactly which data might 
currently be of interest to them. 

The material presented here has 
been numbered, and ADVERTISING 
AGE will be glad to handle requests 
for various items from readers, so 
as to simplify the problem of se- 
curing desired information. 


ws Throughout the pages of this 
section there are coupons, which 
can be filled out and returned to 
ADVERTISING AGE, indicating which 
pieces of the market data listed in 
these pages are desired. ADVERTIS- 
ING AGE will undertake to forward 
all requests for data to the pub- 
lishers of each piece. Ultimate ful- 
fillment of these requests, how- 
ever, rests in the hands of the in- 
dividual publishers of the data, 
who undertake to fill all reason- 
able requests, within the limita- 
tions of supply or other conditions 
which cannot be foreseen. 

Most of the material listed in 
this section is available without 
charge, but not all of it. In cases 
where a charge is made, that in- 
formation, plus the amount of the 
charge, is included in the listing. 
When requesting data for which a 
charge is made, do not send any 
money to ADVERTISING AGE. Bills 
for such material will be sent to 
the inquirer by the publisher of 
the data when he forwards the re- 
quested data to the inquirer. 


a For ease of reference, the com- 
pilation is presented in six sec- 
tions: 

1. National Markets, embracing 
all data which covers the nation 
geographically. 

2. Farm Markets, covering the 
farm field specifically. 


(Continued on Page 40) 


Ever since 


weather. 


Johnson, vice-president and director of media 
and research of J. Walter Thompson Co., and 
the author of the accompanying article, has 
been insisting that basic economic conditions 
provide unusually handsome marketing op- 
portunities for those who will get out and sell. 
For the third successive year, AA is pleased to — 
lead off its Market Data section with Mr. 
Johnson’s current analysis of the economic 


the end of the war, Arno H. 


challenge of this increased produc- 
tivity. We have been bombarded 
constantly with predictions of an 
imminent postwar depression— 
usually just about six months in 
the future. 

Even as recently as the summer 
of 1949 we were sure 1950 would 
be pretty bad; by the end of the 
steel strike in the fall of 1949 we 
were told that the spurt to catch 
up with deferred demand could 
not last past the first quarter of 
1950; now we are fairly optimistic 
about the second half of 1950 but 
are warned that PERRY can’t 
last into 1951. 


@ You can remember many of the 
signals that were to bring depres- 
sion and unemployment: The end 
of the war and cancelation of war 
contracts; the return of the veter- 
ans to the labor force; the end 
of pipeline filling; the catching up 
with deferred demands; the end 
of rapid price rises; the increase 
in consumer debt; the adjustment 
of farm prices; the decline in the 
export market; the revaluation of 
foreign currencies; etc., etc. 

But, our increased productivity 
as a nation has made possible in- 


creases in our standard of living 


mately one third higher than in 
1950. The detailed figures ar 
shown in table A. 

To reach this level of over $300 
billion of production by 1955 is 
well within the possible range of 
growth in productivity from pres 
ent levels. It would mean an in 
crease of about 3% per year over 
1949 in productivity per capita 
which is not out of line with oug 
past experience. 

But, this level of production and 
its accompanying increase in pur 
chasing power, while entirely pos 
sible of attainment, will be only 
a dream unless the demand is cre 
ated for the goods and services 
we can produce. This demand can 
not be legislated or created by gov 
ernment deficits—it must comé 
voluntarily through a change in th 
standard of living as a result o 
education and the creation of ne 
desires through advertising and 
selling. 


Present Purchasing Power 
Is Highest Ever 

Contrary to most of the predic 
tions, 1950 has reached the highe 
level of purchasing power in ou 
history as well as the highest leve 


of peacetime employment. Tota X\ 
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consumer expenditures for goods 
and services also are at their high- 
est level but are lagging behind 
purchasing power. 

Here is a summary of some of 
the facts about our purchasing 
power that point to opportunities 
for increased markets: 


@ 1. Disposable personal income 
after taxes in the first quarter of 
1950 was at an all-time high with 
an annual rate of $200 billion com- 
pared with $191 billion for the 
year 1949. The $200 billion level 
in 1950 is over two and one half 
times the 1940 level of $75.7 bil- 
lion. 


e@ 2. Real purchasing power in 
1950 after full correction for both 
taxes and prices is 60% higher 
than in 1940 and 7% higher than 
in 1949. This reflects the increased 
ability of consumers to buy goods 
and services as measured in units 
of improved quality. (Chart 1) 


e 3. The surplus income available 
for discretionary spending or sav- 
ing in 1950 is four times as great 
as prewar—at the rate of $106.6 
billion now, compared to $26.5 bil- 
lion in 1940. This is the amount of 
money available over and above 
what would be required to main- 
tain a 1940 standard of living for 
the broad basic items of food, 
clothing and shelter. (Chart 2) 

This is an enormous increase 
in the sums of money available 
at the discretion of the average 
family and requiring a decision as 
to how it will be used. It repre- 
sents a major increase in market- 
ing opportunities as compared with 
pre-war. 


fe 4. Personal savings in the first 


quarter of 1950 were abnormally 
high at an annual rate of $18.6 
billion compared to the 1949 to- 
tal of $11.8 billion, and compared 
to $3.7 billion in 1940. In other 
words, in 1950 the current pur- 
chasing power of our population 
has never been higher, but there 
continues to be a lag in the utiliza- 
tion of this purchasing power in 
buying. 


e@ 5. The backlog of individual 
savings of about $220 billion at 
the end of 1949 was over three 
times the 1940 level of $68.4 bil- 
lion in 1940 and the real purchas- 
ing power of these savings is about 
double the purchasing power of 
the savings that existed in 1940. 


®.6. A new and powerful factor 
that will influence consumer pur- 
chasing power increasingly in the 


US. SAVINGS BONDS MATURITIES OF GROWING IMPORTANCE 
SUSTAINING AND STABILIZING CONSUMER PURCHASING POWER 
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next five years is the maturing of 
J. S. savings bonds. Nearly $30 
Dillion of these savings bonds ma- 
ure in the years 1950-1955 and 
between $5 billion and $6 billion 

ature each year from 1956 to 
959. (Chart 3) 

These savings bonds are widely 
held in small denominations by 
ll income classes with approxi- 

ately half of all consumer spend- 

g units having some bonds. They 
ere not transferable and were 
ot to be used as a basis of loans, 
ence they represent unencum- 
ered cash when they mature and 
ill require a decision on the part 
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of each holder as to whether to 
reinvest or to spend for something 
over and above what might have 
been purchased out of current in- 
come. These funds differ from 
other forms of savings such as 
savings accounts in that they do 
mature and do require a decision. 

Even if amounts of new savings 
bonds are sold each year equalling 
the maturities, the effect is a re- 
volving fund of over $5 billion an- 
nually in the hands of consumers, 
adding to the turnover of current 
purchasing power. Consider what 
effect this might have had if over 
$5 billion had matured in such de- 
pression years as 1933 when total 
retail sales were about $24 bil- 
lion. 


e 7. There have been some really 
startling shifts upwards in the dis- 
tribution of families by income 
groups. Over 21 million families 
(or consumer spending units) have 
moved up to the level above $2,- 
000 since 1941 with an increase in 
this group from 14,000,000 to 35,- 
280,000 in February 1949. The 
1949 figure even represents an 


INCOME DISTRIBUTION OF CONSUMER 
SPENDING UNITS IN THE U.S. 


There were 2'4Times As Many Units with 
Incomes Over 12.000 in 1949 As There Were in 1941 
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increase of about 4,000,000 since 
the spring of 1948 in the group 
over $2,000. When families move 
up from one income group to the 
next as rapidly as this there is a 
substantial increase in discretion- 
ary spending power, even after 
applying the present increased 
costs of living to the basic items 
that made up the family’s former 
standard of living. (Chart 4) 


e 8. Employment in 1950 is at an 
all-time high (taking seasonal fac- 
tors into account). The 58,668,000 
civilians with jobs in April 1950 
was 849,000 higher than April 
1949. From the standpoint of cur- 
rent purchasing power, the sig- 
nificant employment figure to 
watch is non-agricultural employ- 
ment, which in April 1950 was 1,- 
474,000 over April 1949. Each of 
the first four months of 1950 made 
a new seasonal high in non-agri- 
cultural employment. The increases 
over 1949 were progressively 
greater—January up 98,000, Feb- 
ruary up 556,000, March up 622,- 
v00 and April up 1,474,000. 


e@ 9. The new Census of 1950 will 
show significant changes in the 
age distribution of the population 
since 1940. These changes will 


mean increased markets for homes, 


household equipment and all items 
of family life during the next five 
years. (Chart 5) 

Family life is becoming more 
important, with a higher propor- 
tion of women mafried and living 
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with their husbands and with over 
45% more children under 10 in 
the population than in 1940. 

The birth rate has continued 
high. Births in 1949 exceeded 1948 
by 1.3% and the total of 3,729,000 
born in 1949 was 47% greater than 
the 2,538,000 births in 1940. The 
first two months of 1950 showed 
births exceeding the same months 
of 1949 by 0.7%. 


Ability To Consume 

From any analysis of present 
purchasing power or the promise of 
future purchasing power through 
utilizing our increased labor force 
and increased productivity, it 
seems evident that plenty of op- 
portunity exists for increased mar- 
kets if we make the necessary ef- 
fort to create demand. 

Our standard of living could still 
improve by a third over the present 
level before reaching an economy 
that would be typified by the level 
of living of the $50-a-week fam- 


ilies in 1940. In 1940 our economy 
and standard of living was typi- 
fied by the family with a $25-per- 
week total income. Our war-time 
performance in production indi- 
cated we were capable of support- 
ing a standard of living about 
double this figure, or one typi- 
fied by a $50-per-week income 
(at 1940 prices). While average 
family income now exceeds $50, 
inflation has limited the increase 
in real purchasing power so that 
we would need to expand living 
standards another third to reach 
the $50-a-week level in terms of 
1940 dollars. 

One of the fallacies of judging 
postwar markets has been the em- 
phasis on deferred demand, with 
the consequent belief that once de- 
ferred demand was satisfied the 
market must drop to a consider- 
ably lower level. Actually deferred 
demand has been relatively un- 
important, while the really im- 
portant factor has been the po- 
tentially greater new demand as a 
result of the changed income dis- 
tribution of families and the op- 
portunity for almost doubling the 
living standards of the average 
family. 


New Cars As an Example 
of Increased Potentials 

We have heard frequently in the 
past three years, ever since the 
spring of 1947, that the market for 
new cars must soon reach satura- 
tion because deferred demand is 
satisfied. The changes in the in- 
come distribution of families 
should give pause to those making 
forecasts on the basis of prewar 
yardsticks, 

Consider, for example,.the 23,- 
688,000 spending units with in- 
comes over $3,000 as of February 
1949. They represented the top 
47% of the nation’s 50,400,000 
spending units. They accounted for 
89% of all new cars purchased in 
1948 and have demonstrated their 
financial ability to buy new cars 
if they wish. 

Prewar there were only 5,703,- 
000 of these $3,000 a year families, 
but they were the ones who usu- 
ally bought new rather than used 
cars and car ownership was higher 
among them. 

Now if those in the $3,000 or 
over group were educated to want 
new cars, here are the potentials 
they would represent (based on 
the car ownership data by income 
groups reported by the Federal 
Reserve Board in the November 
1949 Bulletin): 

11% million prewar cars 
owned by those with in- 
comes over $3,000 (cars 
now at least 9 years 
old). 6% million of these 
cars were 1939 or ear- 
lier models now at least 
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12 years old. 

7% million with incomes | 
over $3,000 owned no 
car 


19 million Total Potential 
New Car Buyers With 
Incomes Over $3,000 
(not counting some 6 
million additional own- 
ers of postwar cars who 
may soon want replace- 
ments). 

Similar figures on new car po- 
tentials are indicated by a study 
of those with liquid assets of over 
$500 in bank deposits, savings and 
loan shares and U. S. government 
securities. Apparently $500 is suf- 
ficient in liquid assets to indicate 
ability to buy a new car, since 
30% of all postwar models are 
owned by those who have even 
less than $500 in liquid assets: 

9 million prewar cars owned 
by those with over $500 
of liquid assets (5 million 
of these cars were 1939 or 
earlier models). 

8 million with liquid assets 
over $500 owned no car. 


17 million total potential new 
car buyers with liquid as- 
sets over $500. 

In February 1949, only 51% of 
the spending units in the U. S. 
owned cars, with only 3% own- 
ing more than one car. The pro- 
portion of families owning cars ip 
February 1949 was no greater than 
in 1941 although the financial 
ability to own cars was far greater. 
Where is the “saturation” point? 
Is it 60% of spending units, which 
is about the percentage that will be 
reached if the present high pro- 
duction level continues through 
1950, or can the percentage reach 
80% or more? This latter goal 
would keep high level automotive 
production going for many years 
to come. 

Similar questions could be raised 
about the formerly established 
“saturation” points for most con- 
sumer products. A changed stan- 
dard of living can make these pre- 
vious limits of the market evapor- 
ate. 

But remember, only the deferred 
demands are insistent—the new 
demands must be created. 


Is Consumer Selling 
Effort Adequate? 

The consumer will determine 
whether we can continue to have 
an expanding market in line with 
increased productivity. It is only 
through a change in the standard 
of living of the average consumer 
that markets can increase enough 
to keep a high level of employ- 
ment. 

Professor Sumner Slichter said 
recently in analyzing potentials 
for the next 10 years: 


Advertising Share of Total Selling Expense— 
Consumer Industries—Prewar. Table 1. 


Perfume and Cosmetic................ 67% 
Cigarette and Tobacco 67 
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and SY ear 64 
nae ; og Prev l eb iu edesiu ces 
on-Alcoholic Beverages............... 49 
_ 2 gaa i inate 48 
WES iss cccccccecneed 47 
Fruit and Vegetable Canning........... 46 
Malt Beverage Brewing............... 45 
SY WEEE SG kbd cdscieccesccsdoe 45 
Radio and Phonograph................ 38 
ilverware and Plated Ware........... 34 


Advertising 

Total Share of 
Number Selling sf : % Selling and Total 

Industry — Number of Sales Expense es = Advertising Sales Advertising Selling 

Group Corporations (Millions) (Millions)  —~—=—‘¢Miliions) a “(Millions)” 

Soap Products & Toiletries 2 1 $ 4811 $ 33.4 70% $61.1 12.7 $ 94.5 64.6% 
Beverages & Tobacco 3 33 1,412.1 56.4 4.0 78.9 5.6 135.3 58.3 
Food Products 10 69 1,916.1 178.6 9.3 83.4 4.4 262.0 31.8 
Household Equipment 7 49 831.4 66.1 8.0 20.0 2.4 86.1 23.2 
Automotive & Petroleum 4 38 5,845.9 445.7 7.6 117.3 2.0 563.0 20.8 
Clothing & Textiles 6 105 1,359.7 83.0 6.1 16.6 12 99.6 16.7 
Hardware & Building Supplies 4 39 527.4 59.3 112 11.5 2.2 70.8 16.2 

Total 36 351 $12,373.7 $922.5 7.5% 388.8 3.1%  $1,311.3 29.6% 


Advertising As A Percentage Of Total Selling and Advertising 


Expenses. Table 2. 


Domestic Laundry Equipment.......... 32% 
Rayon and Allied Products........... 32 
ee GUE fb ndin'nk04.5.4046-40:09 4004 
Men's, Youths’ and Boys’ Clothing..... 27 
Wool Carpet and Rugs............... 25 
Refrigeration Equipment 

and Air Conditioning.............. 25 
Automobile Parts and Accessories....... 23 
SE DECKS endchds Hose rekocns 21 
 £ |b Sarr Tr Pree 19 
fr ere 17 


All data from Federal Trade Commission Studies, 1940. 


Glass and Glassware. .......-..0.0e005 
Saw, File and Hand Tools............ 15 
Biscuit and Crackers......... 
Heating and Cooking Apparatus. 
Leather Boot and Shoe 

Cotton Textiles 
PGS cevcceccccccccccvcesseses 
Bread and Bakery Products........... 
Cane Sugar Refining 
Petroleum Producing and Refining...... 
Milk and Milk Products 

Woolen and Worsted...........+-s000+ 
Beet Sugar Refin 
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*Network circulation: number of families listening to a network six con- 
tinuous minutes, once a week or more. Measured by Nielsen Radio Index 
automatic recorders, the single nationwide listening service subscribed to 
by all networks, available to all advertisers. (Dec. '49, Jan. 50 averages.) 


HERE IT IS 1950...and there are still 2 million 


American families that don’t have radio sets. 


That leaves only about 41 million American families 


that do have sets...only 95% of the country. 


If those 2 million would only get around to 


buying a radio, we could say radio had really reached 
the top. But who knows if they ever will? 


Maybe we’ll just have to muddle along with only 
95%. Maybe radio will never get any bigger. 


But one thing is certain: CBS is getting bigger 
all the time. In 1950, with more people listening to 
radio than ever before in history, most of those 


people are listening to CBS. 


In fact, the latest word is that CBS has the largest 


weekly circulation* of all the networks, day 


and night...winning these great audiences with 
the most consistently popular programs in radio 
...with 15 of the “top 20” programs in 1950. 


More people listen to CBS... and they listen 


more of the time...27% more than they listen 


to the second-place network. 


To repeat...these circulation figures are for 1950 
...-now. With radio moving as fast as it does, it’s 


important to keep the calendar up to date. 


This is The Columbia 


Broadcasting System in 1950 


...where more of the people listen most of the time 


a ag een : ee sank ‘ a : ieee ee Piet we ; : : ji ac NE eee, i : ies 
. ay | ae AY, ~ re _ 
1950) AS] )\\ : 
0° 
é 2» on of) fa i. 3 
0 #09909, 5 7 
00°90 2 2» 
il 4 6 0 0? 
> ‘ oe 90%, 
6 470° 2 
O - 
po- 
- 
and ; 
suf- 
rate : 
nce - 
ven 
| ] ] 
| e4 Be 
of ‘ 
Ss. 
m- 
rO- 
ip 
an 
ial : 
er. 7 
3? ee 
ch : 
be = 
8 es 
gh — 
ch 
al ee 
ve 
T's : 
“ | 
ed ; 
i= 
n- 
e- . 
r- a 
- ee 
" ee | 
le 
re 2 
h 
y a 
d 
. if 
; eee 
s : 1) e Og : 
| IN YY a6 acre ames . 
. Ag @ ee i 
| Qe Y/.: N IN 
| Ne ‘ e405, ee 
. 1) > a 
) Y a 
Omer. a 
) 0 () f ; “4 -— 
ASG} tT? — 
C yt a ae 
| 8 6 * ’ -_ ee 
y x - , = % a 
aN 1 J) | 
¢c 9, roe ot — ashe 
\ ’ ; PR. . « me _ 
| ) a “ 
‘-., 
R) Arh oe" 
(QS he 
e8 
VT) HL LY 
| htm Li —— — ; 
. XI 
ie Bias J! a - : se ea eee 4 eel ae  ae et Ne ee é et eis ae mitt aed eget eo ee eg ost oat eee a) eae ae eg ie eee a 
i a aia ad dishes he 7) ie ol 5 eo A eee kU Sey ra til Ae a i) ee ee ea nea eS ee i ee | ee aml ee aes 


ee ee ee en ee ee 


30 


I think the decade of the "50s is bound 
to be one of rapid technological progress. 
When demand outruns capacity, you 
have a tremendous stimulus to all kinds 
of efforts to increase capacity, by tech- 
nological process, by new investment. 

It would be possible for the federal 
government to operate in the black if the 
advertising people of the country and 
other marketing people of the country 
were to persuade people gradually to 
spend money more rapidly—in other 
words, if the marketing people were to 
speed up the turnover of money which 
is substantially less today than it was. 

The ratio between expenditures for 
consumer goods and personal holdings of 
cash and demand deposits has dropped 
one-third in the last d de. If 8 
could be persuaded to spend money as 
rapidly as they spent it back in 1940, if 
they were persuaded to do that suddenly, 
we would blow the lid off prices. 

But, if the ratio of individual personal 
expenditures to cash and demand de- 
posits could, during the decade of the 
"50s, be restored gradually to what ob- 
tained in 1940, we certainly should have 
achieved an adequate substitute for war. 
Demand would press upon capacity. The 
3% per year rise in output per man 
hour would be achieved. 


In view of this necessity of in- 
fluencing the consumer to raise 
his standard of living, it is of ma- 
jor importance now to examine 
distribution budgets—to see wheth- 
er adequate effort is devoted to 
selling—and particularly to see 
whether the share of total selling 
effort directed to the consumer is 
adequate. 


s Higher distribution costs in re- 
lation to sales under these con- 
ditions may be justifiable if, 
through expanding and sustain- 
ing markets, these higher distribu- 
tion ratios result in lower relative 
costs to the consumer—lower costs 
in relation to the consumer’s in- 
come or average hours of work 
needed to purchase the product. 
The major part of distribution 
cost is selling—divided between 
sales force and advertising in ra- 
tios differing widely by products, 
companies and industries. In gen- 
eral the sales force is concerned 
with assuring that the product is 


Magazines 


4 General Weeklies (incl. Look) 
2 News Weeklies 

3 General Monthlies 

4 Women’s Service 

2 Women's Home M 

2 Grocery Store Distributed 


“27_ Magazines (or Groups) 


Total 27 Magazi Sunday 
Magazine Supplements 


Newspapers 


Total Newspapers 


2 Sunday Newspaper Magazine Supplements 12,067,871 


Changes in Magazine And Newspaper Circulation And 
Advertising Rates, 1940 to 1949. Table 3. 
Cost Per M 
Circulation Cost Per 4 Color Page Circulation 
1949 1940 1949 1940 1949 
8,700,000 14,650,000 $ 32,200 $ 63,015 $3.70 $4.30 
1,075,000 2,270,000 5,675 13,650 5.28 6.01 
4,850,000 6,150,000 18,700 23,040 3.86 3.75 
10,300,000 14,475,000 41,800 53,225 4.06 3.68 
3,750,000 5,700,000 16,100 22,565 4.29 3.96 
2,600,000 5,000,000 8,740 17,800 3,36 3.56 
8,100,000 10,250,000 24,790 31,845 3.06 3.11 
6,475,000 7,428,440 22,250 27,150 3.44 3.65 
407,000 625,000 5,800 7,500 14.24 12.00 
46,257,000 66,548,440 $176,055 $259,790 $381 $3.90 
17,864,663 32,1 47,150 2.66 2.64 
58,324,871 84,413,103 $208,155 $306,940 $3.57 $3.64 
Circulation Total Agate Line Rate Milline Rate 
1840. 1949, 1940 1949 Y94e 
41,131,711 52,845,551 $128.12 $176.83 $3.11 $3.35 
32,371,092 46,398,968 68.57 103.56 _ 2d) 2.23 
73,502,803 99,244,519 $196.69 $208.39 $2.68 $2.83 


available to the consumer at the 
retail counter and with develop- 
ing promotion of the product at 
the retail level, while advertising 
must sell the consumer, create the 
demand or predispose the consu- 
mer in favor of the product or 
brand. 

Faced with this increased op- 
portunity for expanded markets 
that can be gained only through 
consumer standards of living, the 
relationship of consumer adver- 
tising to total selling effort should 
be examined carefully. Is the sales 
force being supported by adequate 
selling and education of the con- 
sumer through advertising? Can 
prewar ratios of advertising to to- 
tal selling be used any longer as a 
guide to adequacy of advertising? 


Prewar Share of Sales Expense 
for Advertising Was Low 

In 1940 advertising represented 
only 29.6% of the combined total 


selling and advertising expendi- 
tures of major corporations pro- 
ducing consumer goods, while 
other selling costs accounted for 
71.4%. This was the average re- 
ported to the Federal Trade Com- 
mission by 351 corporations with 
sales of nearly $12% billion, ad- 
vertising expenditures of $389 mil- 
lion and other selling expenses of 
$923 million. (See Table 1) 


a Out of 36 industries studied by 
the Federal Trade Commission, 
which depend on consumer sales, 
only four devoted over 50% of 
their total selling and advertising 
expenditures to advertising. For 
the other 32 industries, advertis- 
ing represented less than half of 
the combined selling expenses. The 
share of selling devoted to adver- 
tising ranged by industries from a 
high of 67% to a low of 3%. (See 
Table 2) 


Since the war most selling ex- 


penses have increased rapidly in 
line with increased salaries and 
Wages and increased costs of ma- 
terials. Unit advertising costs, on 
the other hand, have shown very 
little increase. The cost of reach- 
ing 1,000 persons with an adver- 
tising message in major media is 
almost the same now as in 1940. 
(See Table 3) 


@ With this wide change in rel- 
ative unit cost of advertising com- 
pared with other distribution 
costs, the proportion of the dis- 
tribution budget devoted to direct 
pressure on the consumer has in 
many cases been allowed to slip 
below the prewar relationship. Yet 
present conditions of high pur- 
chasing power and changing liv- 
ing standards would indicate that 
the reverse—an increase in the 
advertising share of total distribu- 
tion—would pay off in expanding 
markets. 


Advertising Age, May 29, 19567 
Retailers, Too, Have 
Neglected The Consumer 

With the rapid increase ip 
wages and in number of employes, 
retailers have faced increased sell. 
ing expenses within the store, but 
have not proportionately increased 
their expenditures for bringing 
customers into their stores. The 
share of total selling expense de- 
voted to advertising—to reaching 
potential buyers outside the store 
—has decreased. 

This is illustrated by the experi. 
ence of department stores. Based 
on the National Retail Dry Goods 
Association analysis of operating 
results in department stores of 
$2,000,000 to $5,000,000 sales for 
1940 and 1948, the advertising ex- 
penditures in 1948 would have had 
to be nearly 50% greater before 
equalling the 1940 share of com- 
bined sales force and advertising 
budget. In 1940 department stores 
of this size devoted 33% of the 
combined sales force and news- 
paper advertising expense to the 
newspaper advertising; by 1948 
this share devoted to bringing cus- 
tomers into the store had dropped 
to 25%. 

This drop in relative share of 
selling effort devoted to adver- 
tising in 1948 was apparent 
throughout the major departments 
in varying degree. (See Table 4) 
And department stores complained 
of poor sales in 1949! 


a A preview of the 1948 Census of 
Business will show that the num- 
ber of retail stores in the United 
States has not increased since 
1939. There were approximately 
1,771,000 stores in 1948, or only 
1,000 more than in 1939. Total re- 
tail sales of $130 billion, however, 
were more than three times as 
great, and after correction for price 
rises the physical volume of sales 
was 50% greater than in 1939. 
The number of paid employes in 


es abl $58,472,000 


you should know 
~about West Texas! 


“ete bt Income (1949)}—23.7% of Texas... $1,958,773,000.00 . 

Food Sales (1949}—25. Oe re coos Sess $340,192,000.00 
ty rug Sales (1949-273 =" RE Ae. eee $60,606,000.00 

General inci Sales (TPR }—28.1% of Texas... $243,553,000.00 
f aha Dollars 11949} 0.2% “ONTexas sca teknentie ted $764,204,000.00 
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FORT WORTH STAR.TELEGRAM — better. yee, 20%. Coverage 


in 58 counties of this. vast, wesley Sector 


Nation's No. 1 farm income™ ‘state, tell your. sales. 
story Th the Fort Worth Star- Telegram ... with cir- 
culation now over. 200,000 net paid daily ‘and Sunday 

. where your selling’ ‘pragram gets quick and-cer- 
tain results. “Tine ee 


County by county, the Fort Worth Star-Telegram 
delivers quality coverage in the rich and growing 
West Texas area, where bank deposits in 1949 
totaled $981,291,000 ...a gain of $97,034,000 over 
1948 deposits. To reach this foremost market in the 


MORNING a EVENING 


FORT WORTH STARTELEGRAM 
*% Amon G. Carter, Publisher | 


CIRCULATION IN TEXAS 
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In the First 4 Months of 1950 
the Chicago Daily News 
» Printed... 


THIS WAS 


42.4% 


OF THE TOTAL FOOD 
LINAGE PLACED IN ALL 
CHICAGO DAILY NEWSPAPERS 


IT WAS 
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MORE LINES THAN 
CARRIED BY THE 2ND 
CHICAGO NEWSPAPER 


We Sere 


| " Dey la fi 
“| TOTAL GROCERY LINAGE IN CHICAGO DAILY NEWSPAPERS 
ae at FIRST 4 MONTHS 1950 
i | Linage % of Total 
tag Og! DAILY NEWS....... - 1,266,216 42.4% 
7 DAILY TRIBUNE....... 730,618 24.4% 
DAILY HER.-AMERICAN. . 685,794 23.0% 
DAILY SUN-TIMES ..... 305,265 10.2% 
Ss a el ak lee 2,987 893 100.0% 
SOURCE: MEDIA RECORDS, INC. *Liquor Linage Omitted 


0 DAILY NEWS 


For 74 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


CHICAG 


* NEW YORK OFFICE: 9 Rockefeller Plaza ° 3 
© DETROIT OFFICE: Free Press Building * LOS ANGELES OFFICE: Story 
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Advertisin 


1940 
Wee BD. 6300 oc cccctduddbbcavesiwe 33% 
Typical Departments 
Domestic Floor Coverings.............. 28% 
Hosiery (Women’s & Children’s)......... 32 
Toilet Articles and Drug Sundries........ 37 
rr) Ci Shesiscesecesccbutenses 
ED. Uae oom Raw es knew © 28 
Shoes (Women’s & Children’s)........... 26 
Furniture and Bedding ..............5.. 4 
Radios, Phonographs and Television..... . 33 
Men’s Furnishings and Hats............. 35 
ee FO rr ee 27 


$5,000,000 sales. 


Department Store Division of Selling Effort 
Between Salespeople And Newspaper 


Newspaper Advertising 
Share of Direct Selling 
Effort (Salespeoples’ 
Salaries Plus Newspaper 


Cost = 100%) Selling Effort 

198 

25% 48% 
169 1049 
Aad 4 % 
26 67 
27 66 
20 55 
19 49 
36 45 
26 40 
28 39 
23 24 


Based cn N.R.D.G.A. analysis operating results in department stores with $2,000,000 to 


g. Table 4 


How Much Advertising 
Would Have To Increase 
To Equal 1940 Share Of 


retailing increased almost 50%, 
reaching a total of nearly 7,000,- 
000 


This indicates that the physical 
volume handled per retail em- 
ploye is about the same now as in 
1939—number of employes up 50% 
and physical volume up 50%. But 
average weekly earnings of wage 
earners in trade and_ services 
throughout the United States (ac- 
cording to the Federal Reserve 
Bank of New York) have exactly 
doubled since 1939. 


In other words, the unit cost of 
selling through the retail sales 
force has probably doubled. Con- 
trast this with the fact that the 
unit cost of advertising, or of 
reaching a potential customer with 
a retail advertising message 
through newspapers, radio or out- 
door, has gone up very little. 

Shouldn’t this spur a re-ex- 
amination of the share of selling 
expense devoted to reaching the 
consumer through advertising? 


Decade of Changes in Food and 
Drug Sales Reviewed by Nielsen 


(Continued from Page 27) 
sales opportunities exist in all 
areas today than was true ten 
years ago. 

That this growth in total popu- 
lation has created additional sales 
opportunities through expanded 
markets is readily apparent if we 
consider the growth in the em- 
ployed labor force. In 1939, our 
labor force stood at approximately 


important contributing factor, as 
shown in Chart 3 (Growth in In- 
dividual Income 1939-1949). 

Note the relatively rapid growth 
of national income during the four 
years from 1939 to 1943 as com- 
pared with the six-year period 
from 1943 through 1949. 

In 1939, when the national . in- 
come was $72.6 billion, $2.4 billion 
or 3.3% was taken in taxes, 3.7% 


GROWTH in INDIVIDUAL INCOME 1939-— 1949 
BILLIONS OF DOLLARS 
$20.9 $209.8 
fi95.2 aia 18.6 | 
$170.3 21.¢ 
$150.3 | 20.9 
17.8 
$95.9 
Gross) $726 13.9 | 
taxes [2.4 
SPENDABLE | 70.2 92.0 192.5 149.4 173.6 190.8 191.2 
SAVINGS 27 9.8 90.2 26.6 8.8 12.0 “8 
1939 1941 1943 1945 1947 1948 1949 
DEPT. OF COMMERCE G) 
—”S 


46 million, or 35% of our total 
population. In 1949, with a popu- 
lation 12.9% greater than in 
1939, the employed labor force ex- 
panded to 59 million or 39% of 
the total population. 


gw While an expanding labor force 
is not the sole factor in determin- 
ing national income, it is a very 


went into savings and 93% was 
disposed of in the form of retail 
purchases, services such as travel, 
hotels, medical expenses and for 
other expendable items. 

In 1943, a year of high taxes, 
rationing and shortages of many 
commodities, the disposition of in- 
dividual income was quite differ- 
ent. For instance, of the more than 


CONSUMER INCOME CHANGES sy AREA 1949 vs. 1939 
(000,000) 
CHANGE IN DOLLARS CHANGE IN SHARES OF 
NATIONAL INCOME 
$209800 +109% 100% 100% 
14057 | 41399 ai 7 |-173% 
i 19) | +148 aes 244 |-14.4% 
I 
4 925 | +192 1@ «J rt.t 
{7 s. 17.4 : : 
TOTAL os. $12,600 4/ ‘i 49429 |+202 | og 207 [+45 
MEW ENGLAND 788 vf 
ATLANTIC 20,691 ‘7 21,019 [+241 rT) 10m +18.2 
EAST CENTRAL // 7 Wo%A_ | #227 c 7.8 +13.0 
WEST CENTRAL 4 Lt 
Ree ses | 26015 jena 10. 24 «| 418. 
PACIFIC —— 
1999 1949 1939 1949 @) 
DEPT. OF CommeRcE 


doubled income of $150.3 billion as 
compared with $72.6 billion in 
1939, 11.8% went for taxes, 20.1% 
went into savings, and only 68.1% 
was disposed of for other items. 

In 1949, these same items were: 
taxes 8.9%, savings 5.6%, and other 
items 85.5%. In 1948, the year in 
which individual income reached 
an all-time high, taxes and sav- 
ings claimed a little greater share 
than in 1949, leaving 84.3% of the 


4|national individual income to be 


disposed of by other means. So, 
while 1949 income wes slightly be- 
low 1948 income, more dollars 
were available to consumers to 
spend in retail outlets, for ser- 
vices and for other items. 


a Changes in income of individu- 
als, like population, varied be- 
tween areas over the ten-year pe- 
riod as shown in Chart 4 (Con- 
sumer Income Changes by Areas 
1949 vs. 1939). 

While all areas showed sizable 
increases in dollar incomes over 
the ten-year period, the Western 
and Southern sections of the coun- 
try were well ahead of the Eastern 
sections as shown in the left hand 
portion of Chart 4. On a share 
basis, as shown in the right hand 
portion of Chart 4, the Central 
areas remained at about the same 
level in both 1939 and 1949 while 
the losses in shares in the Eastern 
areas were picked up by the South 
and Pacific areas. The importance 
of both population changes and in- 
dividual income changes can best 
be shown by considering per capita 
income by territories as shown in 
Chart 5 (Per Capita Income 1949 
vs. 1939). 


a While the greatest percentage 
increase in per capita income over 
the ten-year period occurred in the 
Southeast, the actual income per 
person is still the lowest of any 
area in the country. Similarly, the 
Atlantic area, which showed a 
relatively small increase over the 
ten-year period, still has the high- 
est per capita income of any area 
in the country. The significance of 
these showings is the relatively 
better opportunity for increased 
business in areas which ten years 
ago represented approximately 
only one third the potential which 
now exists. 

It must be borne in mind, how- 
ever, that all individual income is 
not available for disposal by con- 
sumers. Taxes must be deducted 
and then whatever is left can be 
disposed of by the consumer in any 
manner he sees fit. Whether he 
decides to put any or all of his 
spendable income into savings. 
spend it for services, spend it in 
retail outlets, or divide it between 
these possibilities in varying pro- 
portions, will depend a great deal 
on the extent to which his desires 
are or have been conditioned by 
outside influences. 


s In 1939, when total income was 
relatively low, savings claimed 
only 3.7% of the total, services and 
miscellaneous expenditures ac- 
counted for 35.1% and 57.9% was 
spent in various types of retail out- 
lets as shown in Chart 6 (Disposi- 
tion of Individual Income). 

In 1943, when rationing and 
shortages of various commodities 
existed, savings, which were 
“forced” to some extent by the 
then existing conditions, accounted 
for 20.1% of total income, services 
took 25.7% and retail trade fell 
to 42.4% of total income. 

With a return to more normal 
supply conditions in 1949, savings 
were below those of 1943 but still 
substantially ahead of 1939, ser- 
vices remained at about the 
same proportion of total income 
as in 1943, and retail sales, while 
over three times as great dollar- 
wise as in 1939, were only slightly 
greater as a per cent of total in- 
come than was true in 1939. 


a Thus it would appear that in 
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periods of free supply, and there- 
fore periods of relatively free 
choice on the part of the consumer 
as to how his spendable income 
should be disposed of, all retail 
trades combined receive approxi- 
mately 60% of the total gross in- 
come of individuals. 

The fact that a sizable propor- 
tion of our total income is spent 
in retail channels, however, doesn’t 
necessarily insure all types of 
retail businesses receiving their 
share of this total. 

Manufacturers, wholesalers, and 
retailers are constantly bombard- 
ing the consumer with all sorts 
of advertising and merchandising 


available, the durable goods group 
accounted for 24.7% of total retail 
sales as compared with 75.3% for 
the non-durable goods group. By 
1943, most durable goods were in 
short supply as compared with 
non-durable goods, and under 
these conditions the durable goods 
represented only 14.4% of total 
retail sales with the non-durable 
goods group increasing their share 
to 85.6%. With a return to free 
supply in 1949, and consumers con- 
tinuing either to add or replace 
many scarce or formerly hard to 
get durable goods items, this group 
accounted for 31% of all retail 
sales. 


DISPOSITION OF INDIVIDUAL INCOME 
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ideas in an effort to influence the 
manner in which he disposes of 
the dollars he spends for either 
durable or non-durable consumer 
goods. The effect of these promo- 
tional efforts not only affects the 
total amount of money consumers 
spend in retail outlets as com- 
pared with savings, services, etc., 
but also a/fects the type of retail 
trade in which the consumer ul- 
timately elects to spend his money, 
the type or store in which the ex- 
penditure is to be made, and fi- 
nally, the specific store or store 
organization itself. 


s The manner in which consumers 
spent their money in retail out- 
lets in 1939, 1943, and 1949 is 
shown in Chart 7 (Division of Re- 
tail Sales). 

The three yearly comparisons 
shown in Chart 7 present some in- 
teresting contrasts. In 1939, when 
all types of goods were readily 


From 1939 to 1943 jewelry was 
the only durable goods item to 
increase its share of total retail 
sales. The share lost by other items 
in this group, as compared with 
1939, was absorbed throughout the 
non-durable goods group with the 
exception of filling stations which, 
like the automotive group, was 
definitely a war casualty. 


ws Taking 1939 as compared with 
1943, these early trends were ex- 
actly reversed in that all retail 
trades which gained in shares from 
1939 to 1943 lost in shares from 
1943 to 1949 and vice versa. Also, 
in the durable goods group, with 
the exception of the jewelry clas- 
sification, the remaining classifica- 
tions all showed a greater share of 
total retail sales than was true in 
1939. In the non-durable goods 
group, exactly the reverse was 
true with the exception of eating 
and drinking places, where a 
slightly greater share was claimed 
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Consumer 


Here’s the up-to-date picture of con- 
sumer buying habits in Milwaukee and 
suburbs—brand preference, ownership, 
buying plans, when and where they 
buy. This information, all gathered 
since January 1, 1950, shows the com- 
petitive positions in many lines, shifts 
in brand preference, and the trend of 
preference by types of stores. Write 
for a copy and get the close-up details 
on local marketing and buying factors 
which influence your 1950 sales in the 
Milwaukee area. 


FOOD PRODUCTS — Baby foods; bacon; 
baked beans; baking mixes; bread; breakfast 
foods; candy; catsup; cheese; chicken, 
canned; chili con carne; coffee; corned beef 
hash; crackers; dessert powders; dog food; 


flour; frozen foods; fruits, canned; fruit. 


juices; hams, whole or half; ice cream; liver 


sausage; luncheon meats; macaroni products; . 


margarine; mayonnaise; milk, canned; mus- 


i 


tard; peanut butter; peas; potato chips; rice; 
soup mixes; sugar; tea; toilet paper; tuna 
fish; vegetable shortening; wieners. 


SOAPS AND CLEANSERS — Bleaching fluid, 
bluing, laundry starch, soaps and soap prod- 
ucts (for dishes, fine fabrics, laundry, walls 
and woodwork, hands and face, bath), scour- 
ing cleansers, toilet bowl cleansers, toilet 
soap, water softeners, wax. 


TOILETRIES—Cold tablets, deodorants, hand 
lotion, permanent wave kits, safety razor 
blades, shampoo, electric shavers, shaving 
cream, tooth paste and powder. 


BEVERAGES — Ale, champagne, cordials and 
liqueurs, brandy, gin, martinis, prepared 
cocktails, rum, scotch, vermouth, whiskey, 
wine, bottle and can beer, soft drinks. 


HOMES AND APPLIANCES—Cooking ranges, 
food freezers, heating, mangles, painting, tel- 


evision ownership and buying plans, refriger- 
ators, washing machines, water heaters, vac- 
uum cleaners, home ownership. 


AUTOMOTIVE — Ownership, sales by makes, 
anti-freeze, gasoline, motor oil, tires. 


GENERAL—Tobacco review, cigars and cig- 
arets, pipe smoking, autos used for shopping, 
downtown and neighborhood shopping, eve- 
ning shopping, types of savings, installment 
buying, foundation garments, vacations (type 
and expenditures), outboard motors, employ- 
ment, occupations, composition of families. 
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Concentrated DALLAS MARKET Coverage | 


THE TIMES HERALD 
98.4% of total 


: | circulation in Retail * 
Trading and City Zones 


| THE DALLAS NEWS 
+ 74.9% of total 


| circulation in Retail and 


City Zones* 


*Retail & City Zone Circulation: 
mam 6 The Times Herald ...134,034 
* OR a I ES = 118,070 


THE DALLAS TIMES HERALD 


Dallas’ Greatest Newspaper 
Represented by the BRANHAM COMPANY 


Owned and operated by THE DALLAS TIMES HERALD im 


20 counties in the rich 

North Texas area, with 

a total buying power of 
$11/2 billion dollars, make up 
the Dallas retail trading area. 
THE DALLAS TIMES HERALD 
has dominant circulation there. 


KRLD —-AM-FM-TY. 50,000 W. 
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2K More newsstand purchases per issue than any weekly, 
or any other monthly, ABC averages, 12 months, 1949 


Demand for the Journal is reaching 
unprecedented heights in 1950, too. 
Circulation of the March issue: over 


4,785,000—highest in Journal history. 


Ladies’ Home JOURNAL 
The Curtis Publishing Company, Philadelphia 5, Pa. 
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Sales—Disposable Income 1939- 
1949) compares the progress of 
drug store sales, food store sales 
and disposable income (gross in- 
come less taxes) from 1939 through 
1949. 

From 1939 through 1945, these 
trends were quite similar, although 
the trend of drug store sales was 
slightly below the trends of food 
store sales and disposable income. 

At the close of the war, or from 
1945 to 1946, both drug store sales 
and food store sales increased more 
rapidly than income, which prob- 
ably reflects the return of ser- 
vice personnel, discontinuation of 
rationing and the disappearance of 
certain shortages which existed du- 


ring the war period. 


Following 1946 we find a 
marked dissimilarity in the trends. 
From 1946 to 1948, both food store 
sales and disposable income rose 
rather sharply, whereas drug store 
sales leveled off. In the past year 
little change occurred in any of 
the trends under consideration. 

From these showings, it is read- 
ily apparent that food stores have 
been able to secure a larger share 
of the consumer disposable in- 
come than have the drug stores. 
True, prices have been a factor, 
but it should be pointed out that 
the better showing on the part of 
food stores cannot be attributed 
wholly to price, since food store 
tonnage has also increased. 


DRUG STORE SALES VOLUME 
By STORE 
(000, 000 
1562 $4653 
CHAIN STORES 25.0% 23.3 % 
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$es0 #210 
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DRUG STORE SALES—A quick picture of trends in drug store sales is given in the 

three Nielsen charts shown here. Note how smaller independents have gained a 

larger share of volume at the expense of both chains and large independents, and 

how changes in population and income have caused marked changes in drug store 
business on « sectional basis. 


Distribution of Drug Items 

in Food Stores 

Added departments, as well as 
added lines, have undoubtedly con- 
tributed to some extent at least 
to the relatively better showing 
being made by food stores. For ex- 
ample, the addition of drug com- 
modities or an expansion of drug 
lines already carried could con- 
tribute to the increased sales of 
food stores. 

While no attempt has been made 
to measure the total sales of drug 
items moving through food stores, 
Chart 10 (Distribution of Drug 
Product Classes in Food and Coun- 
try Stores) outlines the extent to 
which certain drug commodity 
lines have found their way in- 
to food stores during the past four 
years. 

The growth over a ten-year pe- 
riod is probably much greater than 
that shown in Chart.10, but earlier 
data is not available. It should be 
pointed out that in making this 
study, a store was considered as 
handling a commodity line if even 
as little as one unit of a line was 
found in stock. 


a Of the 20 product or commodity 
lines shown in Chart 10 which 
have been checked over a four- 
year period, all but cough drops, 
hand lotions, face creams, and face 
powders increased their distribu- 
tion in food stores during the past 
year. Cough drops and hand lo- 
tions lost distribution while face 
creams and face powders just held 
their own. 

While the growth in distribu- 
tion between years has been small 
in most cases, a comparison be- 
tween the 1946 and 1949 distribu- 
tion figures reveals substantial 
growth in several commodity lines. 

The greatest growth was shown 
by baby oils, with a spread of 20 
points, being followed by sham- 
poos with 16, hair tonics with 14, 
dentifrices with 12, and deodor- 
ants with 10. 

Strictly women’s items (face 
creams and face powders), con- 
trary to popular belief, have done 
very little. The choice of shades, 
types, etc., may have a strong in- 
fluence on the practicability of 
stocking these commodities. 


a While the best distributed com- 
modity line shown in Chart 10 was 
found in only 82% of all food 
stores, our data reveals that one 
or more drug commodity lines are 
stocked in 94% of the stores. Vari- 
ous combinations of the lines 
stocked make up this difference. 

That more commodity lines are 
being stocked by greater numbers 
of stores is clearly shown in Chart 
11 (Number of Drug Product 
Classes Stocked) which outlines 
the growth in the number of prod- 
uct classes stocked between 1946 
and 1949. 

While most commodity lines 
stocked in food stores are rated 
as being less than complete stocks 
as compared with drug store stocks, 
the growth in the number of lines 
stocked, as shown in Chart 11, in- 
dicates (1) that these items are 
contributing to over-all food store 
sales growth; (2) that stocking 
the most popular, fast moving, na- 
tionally advertised brands in each 
line can offer the consumer a 
choice at minimum inventory in- 
vestments to food store operators; 
and (3), and probably the most 
important point of all, is the fact 
that grocery store traffic subjects 
sizable numbers of consumers to 
the possibility of purchasing these 
commodities in food stores rather 
than making an additional stop at 
a drug store for the same or a sim- 
ilar purchase. 


The List of 
Available Market Data 
Begins on Page 52. 
Use the Coupon 
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FOOD STORE SALES 


BY STORE TYPES 
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POPULATION « FOOD STORE SALES 
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FOOD STORE SALES PER CAPITA 1939-1949 
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GROCERY SALES BY TYPE 0’ SERVICE* 


100 15.6 


SOF US. SALES 371 413 
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NIELSEN FOOD INDEX 


ADVERTISING BY RETAIL FOOD STORES") 


PERCENT OF STORES-BY STORE TYPES 


CHART 17 


A DECADE OF FOOD RETAILING—Relatively little change in the distribution of food 
store sales by type of stores is indicated for the past decade, but here again sub- 
stantial geographical changes are shown, due to population and income shifts. 
Note that 64% of all stores are now self-service, with 91% of corporate chain 
stores in this category. The advertising chart at the bottom is also of significance. 
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MORE THAN HALF the families in this entire area read the Minneapolis Sunday Tribune 
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circulation in the Upper Midwes 


*Average net paid circulation for 6 months ending Mar. 31, ee 


NOW. .only 7 cities in the nation have omcncoeh rfc 


@ LOS ANGELES 


es Minnea 
NEW YORK 


Sunday newspapers with larger circulations 


than the Minneapolis Sunday Tribune 


The Minneapolis Sunday Tribune is delivered to homes in more than 1,200 
Upper Midwest cities and towns by more than 8,500 carrier salesmen. 


Minneapolis Star znd Tribune - MORE THAN 600,000 SUNDAY 475,000 DAILY 


John Cowles, President 


ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker and Scott; New York, Chicago, Detroit, Philadelphia 
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POPULATION 


Meer 22. itl, Ses c cause 13,042,000 
EDS (9.0 6. 50's s dgeee's wie 5,261,300 
Pe eee 4,233,500 et 
4. Philadelphia ............. 3,653,300 ZA 
WO Cn Sie _. 2,995,000 3 
Effective Buying Income 

1. New York .......... $23,040,076,000 ; 
oe ee. 9,554,717,000 i 
3. Los Angeles ......... 7,049,082,000 : 
4. Philadelphia ........ 5,566,756,000 ue 
eer 4,442,597,000 ‘ 


RETAIL SALES 


1. New York ........ . .$12,112,731,000 
Pee eee 5,679,071,000 
3. Los Angeles ..... ..++  4,916,077,000 
Se ebeegeises. 3,398,991 ,000 
5. Philadelphia ........ 3,325,925,000 


MARKETS DEFINED 


NEW YORK .. . Bronx, Kings, Nassau, New York, 
Queens, Richmond, Rockland, Suffolk and Westchester 
Counties, New York; and Bergen, Essex, Hudson, Mid- 
dlesex, Morris, Somerset, Passaic and Union Counties, 
New Jersey. 

CHICAGO .. . Cook, Du Page, Lake and Will Counties, 
Illinois; and Lake County, Indiana. 

LOS ANGELES . . . Los Angeles and Orange Counties, 
California. 

PHILADELPHIA ... Bucks, Chester, Delaware, Mont- 
gomery dnd Philadelphia Counties, Pennsylvania; and 
Burlington, Camden and Gloucester Counties, New 
Jersey. 

DETROIT . . . Macomb, Oakland and Wayne Counties, 
Michigan. 


LARGEST DAILY AND HOME-DELIVERED CIRCULATION ON THE PACIFIC COAST 


SOURCE: Copyright 1950 by Sales Management, Inc. Further reproduction rights 
not licensed. (Note: Los Angeles County Regional Planning Commission 
estimates Los Angeles County population alone at 4,272,282 as of January, 
1950. For purposes of comparison, Sales Management's more 

conservative figures are used above.) 


LOS ANGELES 
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= ket data folders have been group- 


List Available 
Market Data 
for AA Readers 


(Continued from Page 27) 

3. Regional and Local Markets 
(including Canada), which em- 
braces data covering a particular 
region or locality. 
4. Distribution Markets, which 
covers data relating principally 
to retailing and wholesaling oper- 
ations. 
5. Industrial Markets, covering 
primarily the capital goods indus- 
tries (including building and con- 
struction), rather than consumer 
markets. 
6. Professional Markets, covering 
the various professions as markets. 
Regional and local data is fur- 
ther classified by state, but not by 
city. Route lists and standard mar- 


Branham Research 
can help you — with- 
out charge! 


Just call a Branham- 
man! He has Market 
and Media Informa- 
tion, and advertising 
“*know-how.” 


Call Branham 


Chicago 
New York 
Detroit 
Dallas 
Atlanta 
Charlotte 
St. Louis 
Memphis 
San Francisco 
Los Angeles 


THE, 2g 


BRANHAM 
COMPANY 


ed separately under “local,” so that 
all available items in these cate- 
gories are in one place. 


ws In addition to data presently 
available, each section also in- 
cludes a list. of “soon to be pub- 
lished” data, which has not yet 
been released, but is scheduled for 
early publication. This “soon to be 
published” data carries no num- 
bers, and cannot be requested 
through ADVERTISING AGE, but it is 
presented as a guide for those 
readers who may be interested in 
the studies mentioned, and may 
want to make certain that they do 
not miss them when they are re- 


leased. 

Although there are about 1,000 
individual .pieces of market data 
(not media data) listed in this 
special section, we recognize that 
the list is by no means complete. 
For one or another reason, many 
important pieces of market data 
material are not listed here, prin- 
cipally because we have listed only 
such material as the individual 
publishers have authorized or re- 
quested us to list. Nevertheless, 
the compilation is by far the 
largest and most complete of its 
kind ever assembled, and we hope 
it will prove of rea] value to the 
field. 


‘People with 
Money’ Getting — 
More Numerous 


Never Underestimate 
Postwar America; Births, 
Families, Income All Up 


By STANLEY E. COHEN 
WASHINGTON—Nearly five years 
ago, the government’s economic 
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soothsayers were predicting that 
soon after VJ Day the nation 
would have 8,000,000 unemployed. 
It is important to remember how 
wrong they were. 
Because all of America was 


asked to base a lot of planning on A 
their prediction. bi 
In retrospect, we can see how 1s 
badly these supposed experts un- pe 
derestimated postwar America. 
2 
ws Everyone knew we were hun- S 
gry for goods—consumer and in- | be 
dustrial, and that we had the sav- bi 


ings and the fat weekly paychecks 
with which to buy. 
But the human mind—even the 


a 


Dhias 


This trio | 
scores again ! 


—ABP’s 1950 Advertising Competitions 
Arouse Record Interest 


Goop TEAMWORK makes ABP’s Annual Advertising 
Competitions the great success they are. 

It takes the teamwork of advertisers and agencies, 
who this year entered a spanking total of 776 separate 
advertising campaigns. The teamwork of judges... 
merchandising experts, industrial executives, advertis- 
ing managers and agency men. The teamwork of the 
many publisher members of ABP . . . who sponsor 
these competitions and spend many months in their 
planning and execution. 

What is their purpose? Their objective is to promote 
the use of still more effective business paper advertis- 
ing, by bringing together the outstanding examples of 
such advertising for the inspection and study of adver- 
tisers and agencies. 

Who are the winners? Everybody scores! First, 
advertisers and agencies, to whom is made available 
a fertile source of information about good business 
paper advertising. Second, business paper publishers: 
for effective advertising means satisfied readers and 
satisfied advertisers. Third, the readers of business 
papers, whose interests are better served. 

ABP carries on many programs directed toward the 
goal ot a still more effective business press. The ARF 
Readership Studies are a conspicuous example. The 
Annual Advertising Competitions are a very impor- 
tant and resultful part of this overall effort. 


Write for“20 POINTS”— a check 
list of factors that make business 
paper advertising GOOD. These 
are the yardsticks, the standards, 
which have emerged from 8 
years of experience in judging 
entries in ABP’s advertising 
competitions. 


THE ASSOCIATED B 


Rosenstein Bros. Ss 
Lancaster Advertising Q 


Gay Fad Studios, Inc. 


Owens-Corning Fiberglas Corporation 
Textile Products Division 
Fuller & Smith & Ross, Inc. 


Florida Citrus Commission 
Benton & Bowles, Inc. 
E. I. duPont de Nemours & Company, Inc. |_ Divisi 
“Zerone” —“Zerex” Anti-Freeze Section 
Batten, Barton, Durstine & Osborn, Inc. 
The Borden Cheese Company 
Young & Rubicam, Inc. 
Montrose Worsted Mills, Inc. 
Harold F. Stanfield, Limited 


Patt 


Milprint, Inc. 
Jim Baber, Associates, Inc. 
General Electric Company 
Chemical Department 
Benton & Bowles, Inc. 


Gilbert & Barker Manufacturing Company 
McCann-Erickson, Inc. 


E. L. Bruce Company 
Armstrong Cork Company 
Shoe Products Department 
Batten, Barton, Durstine & Osborn, Inc. 
General Motors Corporation S. 
Frigidaire Division 
Foote, Cone & Belding 
E. I. du Pont de Nemours & Company, Inc. 


Nylon Division 
Batten, Barton, Durstine & Osborn, Inc. 


Monowatt, Inc. 
Horton-Noyes Company 
Startex Mills 
Roberts and Reimers, Inc. > We 


Revere Copper & Brass, Inc. 
St. Georges & Keyes, Inc. 


The g 


East 42nd Street, New York 17,N.¥ si. 
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hat trained human mind—failed to 
ion understand how this combination 
ed - would bring conversion under 


“forced draft,” so that unemploy- 
ment never became significant. 
Postwar America isn’t prewar 


‘a America. Anyone who plans his 

business on the belief that it is, 
ow is just frittering away golden op- 
me portunities which can be his. 

s Automobile manufacturers, for 
m- example. For months they have 
in- been patting themselves on the 
sy- back for outdoing their best 1929 
cks production efforts. 


And up until recent months, 
they were telling each other and 


their stockholders that their cur- 
rent prosperity surely cannot con- 
tinue much longer. 

From their published statements, 
one might gather that the auto 
makers see no significance in the 
fact that since 1940 alone, the 
number of family units—one of 
the basic market indicators for 


Income Grouping of 30% 
Million Families 


market roughly equal to the total 
population of Illinois, Indiana and 
Ohio. 

True, many are pre-school age 
youngsters. But we can already see 
how these youngsters-are generat- 
ing new markets—from baby fur- 
nishings, to bubble gum, to medi- 
cines. In many a family, it is the 


their product—has increased from 
32,166,000 to 38,537,000. 


@ The increase in population is 
the most important reality in 
American marketing today: The 
mid-century population census, 
now being completed, will show 
that there are 20,000,000 more 


consumers in the U. S. today than 
there were only 10 years ago. 

In an effort to dramatize this 
fact, Philip M. Hauser, recently 
the acting director of the Census 
Bureau, pointed out that 20,000,- 
000 new consumers added to the 
U. S. population means a new 


youngster who badgers papa into 
buying a TV set. 


= Moreover, these youngsters have 
pulled the trigger on a host of 
social forces which are expressing 
themselves in demands for new 
and bigger homes, new and better 
schools, new and more modern 


Advertisers and Advertising Agencies 
win 57 ABP Awards for outstanding 
Business Paper Advertising Campaigns of 1949 


The Edward Gross Company, Inc. 
J. Andrew Squires, Advertising 
Cannon Mills, Inc. 
N. W. Ayer & Son, Inc, 
General Foods Corporation 
Log Cabin Syru 
Benton & Bowles, Inc. 
Cregeen Weties eens Pear Bur. 
acific National Advertising Agency 
Barcalo Manufacturing Company 
Batten, Barton, Durstine & Osborn, Inc. 
Taylor Instrument Companies 
Batten, Barton, Durstine & Osborn, Inc. 
n Scovill Manufacturing Company 
James Thomas Chirurg Company 
E. I. duPont de Nemours & Company, Inc. 
ation | Finishes Division 
| Batten, Barton, Durstine & Osborn, Inc. 
Nicholson File Company 


| N. W. Ayer & Son, Inc. 


4 


ny, Inc. Division of Owens-Illinois Glass Company 
ection — J. Walter Thompson Company 

Inc. Kleinert’s 

/ Grey Advertising Agency, Inc. 


Cannon Mills, Inc. 
Young & Rubicam, Inc. 

General Foods Corporation 
General Foods Sales Division 
Young & Rubicam, Inc. 

E. I. duPont de Nemours & Company, Inc. 
Rayon Department 


Batten, Barton, Durstine & Osborn, Inc. 


Century Ribbon Mills, Inc. 
S. R. Leon Company, Inc. 


Koppers Company, Inc. 
Patten, Bowen, Denes & Osborn, Inc. 


a 


Linear, Inc. 
The Aitkin-Kynett Company 
Shakeproof, Inc. 
Waldie & Briggs, Inc. 


Westinghouse Electric my ee 
Fuller & Smith & Ross, Inc. 


p BUSINESS PUBLICATIONS 


The group of ABC-audited, paid circulation business publications which has been cooperating 
since 1916 to maintain and enhance the standards of business paper publishing, in the interest 


N.¥ 


Monsanto Chemical Company 
Gardner Advertising Company 


Detroit Steel Products Company 
Fuller & Smith & Ross, Inc. 


R. G. Le Tourneau, Inc. 
Andrews Agency, Inc. 


E. I. duPont de Nemours & Company, Inc. 
Electrochemicals Department 
Batten, Barton, Durstine & Osborn, Inc. 


Waldes Kohinoor, Inc. 
Grey Advertising Agency, Inc. 


Standard Oil Company (Indiana) 
McCann-Erickson, Inc. 
Carnegie-Illinois Steel Corporation 


United States Steel Corporation Subsidiary 
Batten, Barton, Deretine & Osborn, Inc. 


International Resistance Company 
John Falkner Arndt & Company, Inc. 


Gaylord Container Corporation 
Oakleigh R. French & Associates 


R. G. LeTourneau, Inc. 
Andrews Agency, Inc. 


The Ohio Crankshaft Company 
Carr Liggett Advertising, Inc. 


Neptune Meter Company 
. L. Towne Advertising 


Armour and Company 
Chemical Division 
Foote, Cone & Belding 
E. L. duPont de Nemours & Company, Inc. 
Nitrogen Products Section 


Polychemicals Department 
Batten, Barton, Durstine & Osborn, Inc. 


Portland Cement Association 
Roche, Williams & Cleary, Inc. 


Elastic Stop Nut Corporation of America 
G. M. Basford Company 


C. D. Johnson Lumber Corporation 
MacWilkins, Cole & Weber 


E. L. Bruce Company 


Container Corporation of America 
N. W. Ayer & Son, Inc. 


Koppers Company, Inc. 
Batten, Barton, Durstine & Osborn, Inc. 


Franklin Process Company 
George T. Metcalf Company 


4 °f the reader and the advertiser as well as the publisher 


| 
| 


Fran Taylor, President, Gay Fad Studios, re- 
ceives First Award, Merchandising Division 
Three, from James G. Lyne, ABP Board Chair- 
man and President, Simmons-Boardman i 
ing Corp. 


Floyd L. Triggs, Chairman of Judges for Mer- 
chandising Publication Campaigns, speaks at 
ABP Awards Luncheon, New York. He is Ad- 
vertising Manager of Riegel Paper Corporation 
and Riegel Textile Corporation. 


Winners of Merit Awards for Advértising in 
Industrial Publications. Fifteen representatives of 
winning-advertisers and their agencies, shown 
with James G. Lyne (standing, fourth from left), 


ABP Board Chairman and 
Boardman Publishing Corp. 


isi HH 


resident, Simmons- 


Judges of Advertising in Industrial Publications, 
under the chairmanship of Oakleigh R. French 
(rear, center), Oakleigh R. Frenchand Associates. 
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community and recreational fa- 
cilities. 

Eventually these youngsters 
will be a vast teen-age market. 
Then, by the 1970s they will be 
marrying in large numbers, and in 
due time, they will sire a second, 
though probably somewhat small- 
er, “baby boom.” 


a Markets are “people with mon- 
ey.” In postwar America, over 
8,000,000 families are in the “over 
$5,000” bracket. Per capita income 
has reached $1,293. Even with in- 
flation, Americans have 40% more 
purchasing power than in 1939, 
when per capita income was $536. 

The farmer, once customarily § 
described as “the poor farmer,” 
had $32 billion in 1949, compared 
with $10 billion a decade ago. 

From the 1947 Census of Manu- 
factures and the 1948 Census of 
Business, we know that postwar 
America is using a 50% greater 
volume of goods and services than 
prewar America. 


s Internal migration has created 


Best Buy in 
SOUTHERN — 
NEW ENGLAND | 


-WTIC 


‘ 


..and loyalty is 
one of the reasons 


Of the total weekly 
daytime audience 


listening regularly to 


WTIC 


69.9% listen six to 
seven days each 


week* 


*Based on BMB Study No. 2, Spring 1949 


PAUL W. MORENCY 


Vice President-General Manager 


WALTER JOHNSON 
Assistant General Mgr.-Sales Mgr. 


WTIC’s 50,000 Watts 
Represented Nationally by 
WEED & COMPANY 


MARKET 


- WIS 
/ peMmInaTes ~~. 
A HE PROSPEROUs 
SOUTHERN NEW ENC. an 
MARKEY 
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eens 


onstrate that population 
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rich opportunities in the Pacific 
Coast states, Texas, Florida, and to 
a less spectacular degree, some of 
the Great Lakes states. 

California has 55% more people, 
and Los Angeles is threatening 
Philadelphia’s place as the nation’s 
third city. Oregon’s population is 
up 60%; the state of Washington 
48.7%. Miami's increase is 55%. 

Some of the less spectacular in- 
creases include Texas, up 17.4%; 
New Jersey, 17.1%; Michigan, 
20.8%; Indiana, 16.5%; Ohio, 
15.7%. Though New York is up 
only 6.8%, that means the state 
has added more than 900,000 peo- 
ple. 


@ In recent weeks, statisticians 
have obtained figures which dem- 
is not 
the only thing to look for. As the 
1948 Census of Business is tabu- 
lated, they find that southern 


LIVE BIRTHS BY BIRTH ORDER: U. S., 1940, ‘47, ‘48 

(Birth order refers to number of children born alive to 
mother. Rates per 1,000 female population 15 - 44 years of 
age. Figures other than “total” and “not stated” exclude 
data for Massachusetts, This State does not report birth 


order.) 

Birth 1940 7 1948 
Order Number Rate Number Rate Number Rate 
Total 2,360,399 73.5 3,699,940 110.1 3,535,068 104.8 
First 838,654 27.0 1,467,638 45.1 257,623 38.5 
Second 568,813 18.3 945,230 29.0 976,831 29.9 
Third 309,868 10.0 483,153 148 ,009 15.5 
Fourth 180,034 5.8 244,332 7.5 249,804 7.6 
Fifth 113,364 3.6 137,303 4.2 138,331 4.2 
Sixth and Seventh 131,340 4.2 139,428 4.3 545 4.3 
Eighth 114,394 3.7 108,914 3.3 106,527 3.3 
Not Stated 103,932 — 173,942 


— 161,398 a 
—Federal Security Agency. 


BIGGER FAMILIES—The table above shows clearly how family size, in terms of 
number of babies born to the same mother, has been increasing since 1940, par- 
ticularly in the area represented by third, fourth and fifth children in a family. 


of West Coast boom areas. 
Presumably the answer is in- 
creased buying power. Industriali- 


states, where population has been 
relatively static, are reporting re- 
tail sales increases rivaling those 


zation, rural electrification and 
improved farm income are revolu- 
tionizing these markets. 

Rural prosperity is of great sig- 
nificance to marketers, for the 
rural market has hardly been 
scratched. Only 43% of all farm 
families with electricity have 
washing machines, only 38% have 
electric refrigerators, only 12% 
have electric ranges, 10% electric 
water heaters, 7% electric sewing 
machines, and 25% vacuum clean- 
ers. 


s Two important facts have been 
mentioned so far: 

1. The population has increased 
20,000,000. 

2. Purchasing power is up 40%. 

The third important fact is that 
bigger families appear to be sta- 
ging a comeback. 

In 1949 there were more babies 
instead of fewer babies than in 


* purchases. 


RECOMMENDED READING 
FOR PROFIT 


To help you pack more sales into the 
remainder of 1950, analyze this survey of 
the World's Richest Farm Market: 1950 
Buying Requirements of 1,177,865 sub- 
scribers of Midwest Farm Papers within the 
8 Midwest states. 


In October, 1949, the editors of the five farm 
papers of the Midwest Group sent out to 10,500 
families in the 8 Midwest states questionnaires 
which asked what buildings and home equip- 
ment they were planning to build and buy in 
the next year or so. The answers of the 1,816 
respondents have been compiled in a projected 
form to show the estimated number of Unit 
subscribers who are “hot” prospects for 1950 


Write for a copy today. 


MORE 
MORE 


picture. 


MIDWEST A” 


iy oa 


theres the prettiest 
picture for sales 
YOU ever saw!" 


unfilled needs 


income to meet them 


Sales in 1950 in the World’s Richest Farm 
Market are good, as usual. The 1,177,865 sub- 
scribers of the five farm papers of the Midwest 
Group need plenty of things. And they’ve got 
the money to buy them. What do they need? 
What are they planning to buy? In a recent 
survey, a proportionate sample of these readers 
were asked about their plans for all types of 
buildings, and for buying farm and home 
equipment. Their answers reveal a market 
potential that indeed indicates a pretty sales 


The best way to sell these people, of course, 
is to concentrate your advertising in the farm 
publications they depend on most for “buying” 
information—their homestate farm papers. 

When you advertise in the Unit, you can 
save as much as 15% on rates. Remember: a 


single insertion order, a single plate. 
Call your local Midwest representative. Midwest offices 
at: 250 Park Avenue, New York. . 


Street, Chicago ... 542 New Center Bidg., Detroit... Russ 
Bidg., San Francisco... 1324 Wilshire Bivd., Los Angeles 


ape 


. 59 East Madison 


UNIT 


NEBRASKA FARMER + PRAIRIE FARMER « THE FARMER + WALLACES’ 
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1948. In fact, it was the second 
biggest baby year in history, the 
biggest being 1947. 


@ A large number of 1948 and 
1949 births were second and third 
children born in families. The 
birthrate of third children was 
50% above 1940, and well above 
1920—the last year before smal] 
families became stylish. 

On the basis of a 1935-39 ay- 
erage of 2,450,000 annually, there 
were 7,850,000 more babies in the 
1940s than the nation had a right 
to expect. At the peak of the war- 
time boom, 3,130,000 were born 
in 1943. After a two-year dip, a 
new high of 3,460,000 was reached 
in 1946, then a further increase 
to 3,880,000 in 1947. Births in 1948 
numbered 3,720,000 and in 1949 
3,730,000. 

These facts about birthrates, to- 
gether with increasing life ex- 
pectancy for older age groups, are 
threatening to completely under- 
mine even the more recent popu- 
lation forecasts for the years 
ahead, (A commonly accepted esti- 
mate now is that U. S. population 
will be 155,000,000 by 1955; 175,- 
000,000 to 180,000,000 by the year 
2000.) 


ms Larger families are already 
creating demands for homes with 
more bedrooms. Eventually such 
standard equipment as 30 gallon 
water tanks ant six passenger 
cars may be inadequate. 

Special equipment may be 
needed, too, for the “over 65s”. In 
1900, they were only 4% of the 
population. But life expectancy is 
increasing. In 1900, it was 48 years 
for white males; now it is 66. The 
“over 65” group is 74%% of to- 
day’s population. It may be 13% 
—one out of eight—by the year 
2000. 


w Only a decade ago, the experts 
were convinced that urban popu- 
lations would never be self suf- 
ficient population-wise, because 
parents found it convenient to 
give up children in order to en- 
joy “the good things” of modern 
living. 

Then came a decade of prosperi- 
ty such as no urban society has 
ever known. Perhaps for the first 
time in history, it became possible 
for millions of urbanites to have 
children without endangering their 
standard of living. And children 
became less of a burden—as a re- 
sult of diaper services, baby food, 
household appliances, and in- 
creased educational facilities from 
nursery school on up. 

Anyway, it is a statistical fact 
that for the first time in 40 years, 
urbanites are reporting a repro- 
duction rate sufficient for perma- 
nent replacement. 


= Some experts believe the “baby 
boom” will begin subsiding soon. 
Marriages have fallen off during 
the past three years, and the num- 


ber of single women in the labor 


force is unusually low. 

As the skeptics see it, the second 
and third children now being born 
into families may be “borrowed 
against the future” as families re- 
duce the spacing between children 
in order to speed the day when 
“mother” can go back to work. 

Mother’s part in the family’s eco- 
nomic scheme cannot be mini- 
mized. Nor, for that matter, can 
Big Sister’s. A good part of in- 
creased purchasing power stems 
from the fact that two out of five 
families are getting at least part of 
their income from women. One out 
of five is supported jointly by hus- 
band and wife; in 1940 the propor- 
tion was only one out of nine. In 
fact, by April, 1949, 22.5% of the 
nation’s married women worked. 
When the census taker made his 
rounds in 1940, only 14.7% of the 
nation’s married women worked. 

(A second article dealing with 
the housing boom—and what it 
means to the nation’s markets— 


will appear in an early issue.) 
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fe Srronces tn Dudustoy 
INDUSTRY NEEDS ALL THE SCIENCES 


C. G. Suits is vice president and director 
of research of the General Electric Co. 


| rasewe research, to the same full extent as pure or basic research, 
requires the collaboration of specialists in many fields for the attainment 
of its objectives. This need for what we call “cross fertilization” arises out 
of the fact that the individual scientist is seldom able to provide all of the 
necessary knowledge required to conduct the project at hand. 


The physicist depends, for example, upon the metallurgist, the 
chemist, and many other specialists in the course of his research. To encour- 
age this collaboration in our laboratory where exploratory fundamental 
research is a principal activity, we have traditionally minimized the organi- 
zational lines which to some extent prevent the free flow of information 
and assistance between specialists. 


This interdependence of. the sciences is emphasized particularly in 
the projects which employ teams of research workers. An excellent example 
of this is in the very large project which we are pursuing at the new Knolls 
Atomic Power Laboratory which G.E. operates for the Atomic Energy 
Commission. Here, the development of an atomic power reactor draws 
fully upon the specialized skills of the chemist, chemical engineer, metal- 
lurgist, the physicist in all of his varieties of specialization, and finally the 
complete gamut of engineering skills. 


4. remarkable efficiency and strength of American Industry de- 
pends upon the full utilization of all of the sciences. And our peacetime 
progress and wartime survival rest upon industrial strength. 


C.G. Suh 


This series of advertisements is published by the only U. S$. magazine which covers all of the sciences SCIENTIFIC 


in the interest of a wider understanding of the role of science in industry. Reprints upon request: 


AMERICAN 24 West 40th Street, New York 18, N. Y. 
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+ Although 16 types of retail outlets help to roll rT) the 
es — sales volume which makes home furnishings 


omer home Parnas borane papers co 
| Doesn't Reraiuino's powerful selling force belocie. 


get MORE FOR your 
eRTISING DOLLAR IN 


A wealth of data of value to 
marketing, sales and advertising 
executives exists in the files of the 
Bureau of the Census. 

Because there is very little un- 
derstanding of the exact types of 
material available there, ADVER- 
TISING AGE requested the bureau 
to supply a brief summary of sta- 
tistical material available, which 
covers periods of time subsequent 
to the 1939-1940 censuses. ; 

The following list, while by no 
means exhaustive, may give an 
idea of the type and kind of mat- 
erial available. 


POPULATION 

1950 Census of Population 

From the 1950 Census of Popula- 
tion conducted in April, prelimi- 
nary population figures for coun- 
ties and incorporated places of 
1,000 or more and final figures for 
states will be available before the 
end of the year. Tabulations of 
samples of the census schedules 
will provide preliminary data on 
population characteristics, employ- 
ment, and unemployment for the 
United States, for regions, states, 
and the largest standard metropoli- 
tan areas. These preliminary data 
will be released during the last few 
months of 1950 and the first few 
months of 1951. The first publica- 
tion of final detailed figures will 
appear in mid-1951. — 


Estimates of Population 

For the United States by months 
—de jure, de facto, civilian. For 
the U. S., annually as of July 1, by 
color, sex, and age—de jure, de 
facto, civilian. For the U. S., the 
nonwhite population by race, 1940 
to 1947. For states annually as of 
July 1, de facto and civilian. For 
states, 5 to 17 years of age as of 
July 1, 1940-1948. For states, under 
and over 18, as of July 1, 1910- 
1948. For states, under and over 
21, as of July 1, 1946 and 1948. For 
states, population 65 and over as 
of July 1, 1948. For counties, civil- 
ian population May 1, 1942; March 
& Nov. 1, 1943. Estimated popula- 
tion of Hawaii, Puerto Rico, Pan- 
ama Canal Zone, and the Virgin 
Islands: 1940 to 1948. Estimated 
population of the Washington, 
D. C. metropolitan area: 1940 to 
1948. Illustrative examples of 
estimating current population of 
small areas. For the United States 
forecasts of the population by age 
and sex, and school enrollment 
1948 to 1960. 


Current Population Reports Based 
on Sample Surveys 

For the U. S., and, in some cases, 
by regions: Population by color, 
sex and age. Urban and rural resi- 
dence by age, sex, color and vet- 
eran status of civilian population. 
Internal migration; migration and 
its causes; postwar migration and 
its causes; employment of wartime 
migrants. Marital status of the 


Advertising Age, May 29, 1950’ 


Census Bureau Lists 
Current Available Data 


population; characteristics of the 
single, married, widowed, and di- 
vorced population. School enroll- 
ment of the civilian population and 
of veterans. Educational attain- 
ment of population 14 years old 
and over. Illiteracy in the United 
States of population 14 years old 
and over, 1947. Differential fertility 
of the population by social and eco- 
nomic characteristics; recent trends 
in population replacement. Metro- 
politan districts—characteristics of 
population—age, color, sex, etc., 
for 34 selected districts, April 1947. 
Farm population—changes and 
shifts; estimates of farm population 
and farm households; farm oper- 
ators in the U. S.; off-farm work 
of farm operators and members of 
their households. 


Labor Force 

Based on the Bureau’s monthly 
survey of a sample of the popula- 
tion, the “Monthly Report on the 
Labor Force” is published each 
month, giving estimates of the la- 
bor force, employed, and unem- 
ployed persons classified by age 
and sex. Additional information 
on occupations, hours worked in 
agriculture and nonagricultural in- 
dustries, and on duration of unem- 
ployment is provided regularly for 
the country as a whole. These data 
have been summarized in: Labor 
Force, Employment, and Unem- 
ployment in the United States, 1940 
to 1946—P-50, No. 2. Annual re- 
port on the Labor Force, 1948— 
P-50, No. 13. Annual Report on the 
Labor Force, 1949—P-50, No. 19. 

Another monthly report “Gross 
Changes in the Labor Force” an- 
alyzes transfers between employ- 
ment and unemployment and other 
labor force changes from month to 
month. Quarterly or less fre- 
quently, reports are published on 
special problems of the labor force, 
such as partial employment. These 
are included in the series Current 
Population Reports, Labor Force, 
P-50. 


Income 

Since 1945, annual sample sur- 
veys of the distribution of con- 
sumer income in the United States 
have provided data for the United 
States on the number and charac- 
teristics of families and persons at 
each income level. These surveys 
are reported in the release series 
P-60; the latest is “Income of Fam- 
ilies and Persons in the United 
States: 1948,” P-60, No. 6. 


Families (or Households) 
Estimates of number of families 
in U. S. 1940 to 1960. Composition 
of Families at End of War in Eu- 
rope. Characteristics of Households, 
Families, and Individuals in U. S. 
Characteristics of Secondary Fam- 
ilies. Migration of Families. Em- 
ployment Characteristics of Fami- 
lies. Household Composition and 
Characteristics for Urban and Ru- 


100% 


Merchandising Service y 
with ALL NATIONAL ADVERTISERS... 


Grocer and Drug Route List, Liquor Route 
List, Color Broadsides, City Map, Tie-in 
Ads solicited, surveys. 
Total Net Paid Circulation 17,424 
Complete Coverage 
“Southern Wisconsin — Northern Illinois"’ 
Represented by DeLisser, Inc. { 


THE BELOIT DAILY NEWS 


“The Daily Reading Habit of More Than 70,000 People” 
413 Pleasant Street Beloit, Wisconsin 
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AMERICA’S MOST COMPLETE ANALYSIS OF 
READER QUALITY AND READER INFLUENCE... 
FOR THE FIRST TIME A 


moling in depth survey 


of More Than 1,390,000 Farm Magazine Readers 


with SOUTHERN AGRICULTURIST gives you the 

complete facts on reader quality and influence in the big 
South-wide market... with its brand new “SAMPLING IN 
DEPTH” Survey. 


Prepared under the direction of Dr. Charles F. Sarle of Wash- 
ington, D.C., this new survey is the most complete, comprehen- 
sive subscriber study ever prepared for a farm publication. It 
drops the plumb line to the very bottom to get all the answers 
—to get the ‘‘No’s”’ as well as the ““Yes’s”—to get a 72% actual 
return from a perfectly cross-sectioned and adequately sized 
group of 14,415 subscriber households. 


FARM and RANCH with SOUTHERN AGRICULTURIST will bring 
you the results of this survey — give you facts and figures on 
the Southwide Farm Market that have never before been 


revealed. It will show you what the answers are when a survey 
goes to the bottom of the circulation pile—instead of skimming | 
off the top for the cream! This SAMPLING IN DEPTH sur- 


Fe the first time by amy magazine, FARM and RANCH 


vey will give you invaluable information to help you reap a 
golden harvest from the big, rich SOUTH-WIDE market. It’s 
America’s most unusual survey — ASK FOR IT! 


Farm and Ranch with Southern Agriculturist 
gives you a 1,275,000 Guaranteed Circulation in 
the big South-wide market... 175,000 more 
circulation than any other weekly or monthly 
ABC magazine, rural or urban, in the 15 
Southern States! 


WESTERN EDITION . . . EASTERN EDITION 


Each with complete editorial staffs in both Dallas 
and Nashville for top service to our readers and 
our advertisers. The best advertising buy, either 
separately or combined, that is available to cover 
the South-wide farm market. One advertising 
rate — one advertising plate for both editions 
means savings for you in space and production. 


Call your Farm and 
Ranch-Southern Agri- 
culturist representa- 
tive. He will give you 
the facts on this 
Sampling in Depth 
survey. 


FARM and RANCH with SOUTHERN AGRICULTURIST is new from cover to cover — it fits and suits the 
NEW SOUTH. Put it to work for you for better coverage, bigger returns and greater profits! 


DALLAS, TEXAS 
NASHVILLE, TENN. 


Offices in Nashville * Dellas © Atlanta * Chicago © New York * Los Angeles 
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THE ANSWER TO ALL SALES PROBLEMS 


The.answer, of course, is people. The more you know about 
them the closer you are to solving your sales problems. 
You learn a lot about people when you test the South Bend 
market. “Test Town, U.S.A.” is perfectly typical of the na- 
tion’s industrial-agricultural structure. It is self-contained. 
It provides controlled distribution. It is covered to satura- 
tion by one newspaper—and only one. Get the facts. Write 
for new 1950 market data book,“Test Town, U.S.A.” It’s free. 


<SOUTH BEND, 
“ IND. 


STORY. BROOKS & FINLEY. INC. * NATIONAL REPRESENTATIVES 


ral Areas and Regions, 1947 and 
1948. 

HOUSING 
1950 Census of Housing 

Preliminary data on Housing, to 
be tabulated from a sample of 1950 
Census of Housing Schedules, will 
be released in the fall of 1950 and 
the early part of 1951 for U. S. to- 
tals, for regions, states and the larg- 
est standard metropolitan areas. 
These releases will present the 
housing inventory, and in limited 
form, some of the basic character- 
istics, such as occupancy and ten- 
ure, color of occupants, type of 
structure, rent and value. 

The first publication of final de- 
tailed figures on Housing will ap- 
pear in mid-1951. In addition to 
the items listed above, data will be 
presented on condition, plumbing 
facilities, water supply, heating 
equipment, heating and cooking 
fuel, refrigeration equipment, radio 
and television. 


Current Housing Reports Based 
on Sample Surveys 
United States, urban and rural— 


Yes — the 1950 edition of the Consumer Analysis is available now. 
This complete study contains sections on foods, soap cleansers, beverages, 
drugs and toiletries, homes and equipment, and automotive and general. 
Shows what customers buy and where they buy. Includes trends and 
changes in buying habits and retail distribution. Get your copy today. 
Please send request on your business letterhead to our national advertis- 
ing department. 


THE WORLD wena 


COVERS NEBRASKA & WESTERN IOWA 


Availakle wife 


New 6th Annual Edition Reveals Buying Habits— 
Brand Preferences of 95,500 Greater Omaha Families 


$2,1 


One Newspaper Delivers 

This $2,100,000,000 Market! 

Daily Coverage 

Metropolitan Area 

Daily Coverage 

Retail Trading Area 

Daily Coverage 

Entire Nebraska and 

Western lowa Market 

The Omaha World-Herald reaches and in- 
44,000 families in 


99% 
76% 
52% 


es more than 2 


ffecti of better than 
ar FQ —f--—y) 


National Representatives, O'Mara and Ormsbee, Inc. 
New York, Chicago, Detroit, Los Angeles, San Francisco 


Total Net Paid Circulation Average, April, 1950 — Daily, 244,744 — Sunday, 252,410 


Advertising Age, May 29, 1950, 


characteristics of housing, includ- 
ing data on tenure, rent, state of 
repair and plumbing equipment, 
lighting, cooking, and heating fa- 
cilities, and radio, and data on va- 
cancy: for 1945 and 1947. Metro- 
politan districts—34 selected areas 
—characteristics of housing, April 
1947. 
BUSINESS DIVISION 

1948 Census of Business 

1948 Census of Business results 
based on preliminary tabulations of 
Census reports are available for 
all counties and for cities of 2,500 
or more inhabitants. For each 
county, data are shown for up to 
10 major retail kind-of-business 
groups, 4 major service groups, for 
the 5 operating types in wholesale 
trade, as well as 6 major kind-of- 
business groups in the merchant 
wholesaler category. Less detail is 
provided for counties with a rela- 
tively small number of business 
establishments, in order to avoid 
disclosure of figures for individual 
businesses. 

Each county release contains, in 
addition to county data, informa- 
tion for cities over 2,500 inhabi- 
tants in the county. The prelimi- 
nary statistics for cities consists of 
totals for the major trade divisions 
—retail, wholesale, and service— 
and for hotels, tourist courts, and 
places of amusement, where there 
is a sufficient number of establish- 
ments. Figures to be shown in the 
preliminary releases include num- 
ber of business establishments, 1948 
sales.and receipts, and personnel 
information. 

Final Census results will be is- 
sued in three series of bulletins 
(State, Subject, and Trade) and 
in a set of comprehensive volumes. 


a@ The State Bulletin series is sched- 
uled for issuance in the third quar- 
ter of 1950. This series will con- 
sist of individual bulletins for each 
state, the District of Columbia, 
Alaska and Hawaii, and a conti- 
nental United States summary, for 
each of the three major trade divi- 
sions (retail, wholesale, and serv- 
ice). These bulletins will contain 
the basic Census data—stores, sales, 
pay roll, and personnel—summa- 
rized for the state by detailed 
kinds of business. In addition to 
presenting information on a state 
basis, these bulletins will present 
final county and city figures. More 
detailed kind-of-business data than 
that shown in the preliminary re- 
leases will be presented where 
there are a sufficient number of es- 
tablishments to permit such addi- 
tional detail. This series will also 
make available, for the first time, 
information for a number of stand- 
ard metropolitan areas. 

A number of Subject Bulletins 
are scheduled for issuance during 
the third and fourth quarters of 
1950. Some of the major subjects 
for which bulletins are planned in- 
clude credit sales and accounts 
receivable; sales by merchandise 
lines; sales by class of customer 
for wholesale trade; inventories; 
employment and pay roll; sales- 
size and firm-size (i.e., number of 
units operated) and employe-size 
analysis. 


= Subject Bulletins are scheduled 
for issuance during the second half 
of 1950. Some of the trades or 
trade groups for which individual 
reports are planned include: 

(a) Retail Trades—food group; 
eating and drinking places; apparel 
group; furniture-furnishings-appli- 
ance group; automotive group; gas- 
oline service stations; lumber- 
building-hardware group; and drug 
and proprietary stores. 

(b) Wholesale Trades—grocery 
wholesaling; distribution of basic 
iron and steel products; tobacco 
wholesaling; drug wholesaling; 
wine and distilled spirits whole- 
saling; wholesale electrical trade; 
jewelry wholesaling; dry goods and 
apparel wholesaling; and whole- 
sale petroleum distributors. 
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‘No advertising sells like advertising § 
in the Service Magazi 


= 


HATS OFF TO 


15 MILLION LADIES, 


FOR PROVING... 


HAT VE YOU GOT TO SELL—woman stuff? 
Then you speak your piece in the 
women’s service magazines,* don’t you? Just 
about all the national brands do. 
So when you have man stuff to sell, you can 
most profitably tell your story in Esquire — 
the only national service magazine® for men! 


AT 50¢ THE HIGHEST NUMBER READERS- 
PER-COPY OF ANY NATIONAL MAGAZINE! 


For men and women really read their service 
magazines*—but hard, but thoroughly! 
They’re looking for information . . . they're 
shopping. 

And every month Esquire turns over to you 


a unique slab of those pre-conditioned cus- 
tomers: more than 750,000 men who plunk 
down a half dollar for a copy, or six big bucks 
for the full year’s menu. 


Esquire’s All-Time High in Circulation! 
But that’s not all: Esquire also hands you 9 
extra readers per copy! Yes, 9 on-the-level 
readers vouched for by documented research 
available for your inspection. 

And that adds up to a total audience of 
7,500,000—in the only national service maga- 
zine* for men! 

No other magazine makes your advertising 
pay off so richly with them as Esquire—the 
only service magazine* for men! 


EXAMPLE: 
Esquire Sells TRAVEL! 


Last year the Cavalier Hotel 
in Virginia Beach decided to 
give space in Esquire a trial. 


Result No. 1: they were 
swamped with an unprece- 
dented number of inquiries 
—all stemming from their Es- 
quire advertising. 


Result No. 2: they have made 
Esquire a “must” on all future 
schedules. Yes—advertising is 
potent, resultful...in “the 
service magazine* for men”! 


6 

Why Those 750,000 Men Will 
Lay 50¢ on the Line for the 

NEW JUNE ESQUIRE: 


BERMUDA WEEK END—Esquire takes you ona 
glamorous jaunt to the playland of the 
Western World. It’s an exciting eight-page 
saga of travel and fashion. Gives you a 
wrap-up of the correct take-it-easy wardrobe. 
And it’s the perfect peg on which to hang 
merchandising plans of advertisers in 

every classification. 


PERSONAL BEHAVIOR OF DR. KINSEY — 
Richard E. Lauterbach wrote this revealing 
profile of the man who jolted the world with 
his startling book on male sexual behavior. 
It’s timed to synchronize with the near- 
future release of Dr. Kinsey’s new book 
about the behavior of women, 


THE GREAT AUTOMOBILE STORY—covers the 
era of the gasoline buggy from Duryea’s 
first car in 1893 to the latest 1950 models. 


GOLFERS ARE TOO INTELLIGENT—in which 
Johnny Revolta gives you tips on your game. 


SIDNEY FRANYLIN + BEN AMES WILLIAMS 
ROBERT M. COATES + MAX MURRAY 


* Service Magazine: 
a publication serving useful, 
potent, buying information 
to a select fre Foo 
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(c) Service Trades—hotels; tour- 
ist courts, tourist camps, motor ho- 
tels, and motor courts; amuse- 
ments; power laundries, cleaning 
and dyeing plants, rug cleaning, 
linen supply, diaper service, and 
industrial laundries; and automo- 
tive repair and service. 

During 1951, the results of the 
Census will be published in the 
form of a set of comprehensive 
volumes. 

Monthly Reports 

1. Retail Trades—Independents: 
Monthly data on sales trends by 
kind of business for the United 
States and for selected large cities 
and other local areas; also monthly 
data for all retail trade combined 
for a large number of cities and 
local areas. Annual data on in- 
ventory trends by kind of business 
available for the United States. 

2. Retail Trades—Chain Store 
and Mail Order Sales: Monthly 
data on volume of sales and sales 
trends by kind of business for the 
United States. 


3. Wholesale Trades: Monthly 


data by kind of.business on trends 
in sales and inventories, for the 
United States and for geographic 
divisions. Also monthly subject 
bulletins covering sales and inven- 
tories of the dry goods, drug, elec- 
trical goods, grocery, tobacco, and 
jewelry trades. 

4. Canned Foods: Monthly data 
on wholesaler stocks of 14 major 
food items; also monthly data on 
combined wholesaler and packer 
stocks and shipments of selected 
food items. Data are also supplied 
for additional major food items as 
of January 1 (33 items), April 1 
(24 items), and November 1 (24 
items). 


FOREIGN TRADE STATISTICS 


Statistical information on United 
States imports and exports of mer- 
chandise and gold and silver is 
compiled from information con- 
tained in shipper’s export declara- 
tions and import entries, filed with 
Collectors of Customs by exporters 
and importers and transmitted to 


the Bureau. The statistics compiled 
include information on the dollar 
value, and net quantity (bales, 
square yards, gallons, etc.) of 
United States imports and exports 
by commodities, countries of origin 
and destination, and customs dis- 
tricts through which the merchan- 
dise enters and leaves the United 
States and trade with United States 
territories and possessions. In ad- 
dition, information is compiled on 
the shipping weight and dollar 
value of vessel imports and ex- 
ports, the domestic to foreign port 
of routing of the shipments by 
vessel and the nationality of the 
carrier for shipments by vessel. 
Information is also available on 
the number and tonnage of vessels 
entering and clearing in the foreign 
trade of the United States. All 
data for the year are summarized 
in the final report, “Foreign Com- 
merce and Navigation of the 
United States.” Preliminary annual 
data are available in the format 
of the current monthly reports. A 
catalog of current monthly foreign 


trade statistical publication may be 
obtained gratis on request from 
the Bureau of the Census. 


AGRICULTURE 


The Census of Agriculture, taken 
every five years, provides complete 
statistical data on the agricultural 
segment of the economy. From the 
1950 Census of Agriculture con- 
ducted in April, press releases will 
begin to be available in October 
1950 and it is expected that in- 
formation will be released for all 
counties, states, and for the coun- 
try as a whole before the end of 
1951. 

A listing of the reports of the 
1945 Census of Agriculture and an 
index to their contents are avail- 
able on request from the Bureau. 
The basic reports include: 

Volume I—Statistics by Counties, 
state reports, with statistics by 
counties for farms, acreage, value, 
livestock, livestock products, crops, 
fruits, and value of farm products; 
33 parts (prices vary); and Vol- 
ume II—General Report, statistics 


Not quite perfect, but... ©: 
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9 OUT OF 10 


For complete in- 
formation on this 
rich, responsive 
market, write: 
SoutH DAKOTA 
DAILIES, Box 
1278, Huron, S.D. , 


their homes... 


have to sell. 
With greater 
production 
efficiency on 
farms and a 


FOLKS IN SOUTH DAKOTA, BOTH RURAL AND 
URBAN READ...PREFER...BUY FROM SDailies 


Folks in South Dakota are adding to 
their productive assets . . . they’re buying 
machinery and automobiles . . . they’re 
making repairs, buying electric appli- 
ances, and modernizin 

they’re saving a healthy cash reserve by 
investing in more U. S. Series E Savings 
Bonds per capita than any other state, and 
right now they still are spending more 
than 80% above the national average. 


This year the responsive folks in South 


this prosperous market. 
You Can 


our advertisin 


Dakota are go- 

ing to spend papers are unchallen 
R over $300,000,- 
AS, Write for 000 for mer- 
complete facts! chandise you 


VERTISING MEDIUM, 


\ 
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greater income than ever before, both rural 
and urban, with more money and more 
time to spend it, with a tremendous in- 
crease in discretionary buying power, these 
folks offer greater sales opportunities than 
ever before to those who can effectively reach 


ReEacH OveR 90% 
SoutH Dakora’s FaMILIEs by 
in the § 

AKOTA DAILIES. These powerful, 
locally managed and locally edited news- 


state metropolitan daily. Remember, No 
SINGLE METROPOLITAN DaILy and No 
OTHER COMBINATIONS OF PUBLICA- 
TIONS—in fact, No OTHER SINGLE Ap- 
can deliver this 
great market. SourH Dakota DAILIES 
reach 9 out of 10 families in South 
Dakota . . . rural and urban. 


a COMPRISE SIX LOCALLY MANAGED AND 
LOCALLY EDITED NEWSPAPERS SERVING THE 
SIX PRIMARY MARKETS OF SOUTH DAKOTA 
-.+-RURAL AND URBAN. 
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Advertising Age, May 29, 1950 


by subjects for the United States, 
geographic divisions, and states; 
one volume, $5.00. Volume II is 
comprised of 10 chapters, each 
available separately at varying 
prices, covering the following sub- 
jects: farms and farm property; 
size of farm; color and tenure of 
farm operator; age, residence, 
years on farm, and work off farm; 
farm population and farm labor; 
farm facilities, roads, and farm 
machinery; livestock and livestock 
products; field crops and vege- 
tables; fruits and nuts, and horti- 
cultural specialties; value of farm 
products, and type of farm. 


a Also based on the 1945 Census 
of Agriculture, several special re- 
ports have been published under 
the following titles: Ranking Agri- 
cultural Counties; Land Utilization 
—Graphic Summary; Farm Ten- 
ure — Graphic Summary; Farm 
Mortgage Debt in the United 
States; and based on a sample of 
about 400,000 farms: 1945 Sample 
Census of Agriculture; Farms and 
Farm Characteristics, in four parts 
—by size of farm; by value of 
products; by type of farm; and by 
color and tenure of operator. 
Each year twelve reports on 
cotton ginned prior to specific dates 
are issued; reports on cotton pro- 
duction are issued annually. 


INDUSTRY STATISTICS 


Current Production Statistics 

The Industry Division issues and 
distributes 58 periodic reports of 
useful information for industry, 
business and Government resulting 
from monthly, quarterly, and 
annual surveys in the processed 
foods, textile, apparel and leather, 
chemicals, wood products and pulp 
and paper, nonmetallic mineral 
products, primary metals, inter- 
mediate metal products, and ma- 
chinery and transportation indus- 
tries. The subjects on which these 
statistical reports are issued in the 
Facts for Industry series, and their 
frequency of issue, are presented 
in a separate leaflet available from 
the Bureau of the Census, on re- 
quest. 

The Facts for Industry reports 
in most instances present statistics 
on production and shipments, and, 
in some cases, on inventories and 
orders of the establishments cov- 
ered. The number of establishments 
reporting in each survey varies, 
but, in general, each reporting 
group accounts for more than 90 
per cent of the production of the 
products covered. 


Census of Manufactures 


The 1947 Census of Manufac- 
tures provides for that year com- 
prehensive data on employment, 
payrolls, inventories, expenditures 
for plant and equipment and quan- 
tity and/or value of shipments for 
over 6,000 manufactured commodi- 
ties. Detailed statistics are pre- 
sented for 453 industries and for 
all states and important industrial 
counties and metropolitan areas. 
Summary statistics are also shown 
for each county and urban place of 
10,000 population and for éach in- 
dustry of importance in each state 
and important industrial county or 
metropolitan area. 

The final reports of the 1947 
Census of Manufactures will be 
available as follows: 

Volume I—General Summary, 

$2.75 

Volume II—Statistics by Indus- 
try, $4.50 (reports for indi- 
vidual industries available at 
prices of 10¢—25¢) 

Volume III—Statistics by States, 
$4.50 (reports for individual 
States available at prices of 
10¢—25¢) 

Product Supplement—price not 
available 

MC-201 — Summary Statistics, 
35¢ 

MC-202—Industry Descriptions, 
25¢ 

MC-203 — Fuels and Electric 
Energy Consumed, 70¢ 
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Here’s a casebook 


of successful 


newspaper 


advertising 


you ought to read 


every day 


For 31 consecutive years, advertisers 
have used The New York Times 

more than any other newspaper to sell 
their goods and services in the 

biggest and busiest market in the world. 


This means big advertisers, and little ones. 


This means all kinds of goods, at all 
kinds of prices, and all manner of services. 


This means a lot of advertising. This 
means a lot of sales. Because advertising 
flourishes only where advertising pays off. 


And because advertising in The New York 
Times pays off—and pays off big— 

you'll find that more advertising appeared 
in The New York Times in the first 

four months of this year than has ever 
appeared in any New York newspaper 

in this period. 


Yes, if you’re interested in successful news- 
paper advertising, you ought to be 
reading The New York Times every day. 


And using it!: 


os The New York mr 
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a oa a m 
SERVING THESE NATIONAL ADVERTISERS IN 


ANNIVERSARY 
MAY 27,1950 


La 
1950 . 
AJAX @ AMERICAN HOME FOODS, INC. @ ARIZONA CANNING COMPANY @ ARRID 
BETTY CROCKER CAKE MIXES @ BIRDS EYE FOODS @ BLONDEX SHAMPOO 
BLUE BONNET MARGARINE @ BLU-WHITE @ BROWN AND WILLIAMSON 
BUTTER-NUT COFFEE e CARTER OIL COMPANY @ CHEVROLET © CROSLEY CORP. 
COLGATE-PALMOLIVE-PEET COMPANY @ DUFF CAKE MIXES @ DU PONT NYLON 
EINOT PERMANENTS @ ENCHANTMENT MAGAZINE @ 4-WAY COLD TABLETS 
GENERAL FOODS © GRIFFIN SHOE POLISHES e ROBERT HALL CLOTHES e HUDSON 
KELLOGG’S PEP @ KOOLS @ LA FRANCE BLUING e LEVER BROTHERS 
MRS. J. G. McDONALD’S CHOCOLATES @ MUSTEROLE ¢ NATIONAL BISCUIT COMPANY 
NUTRENA DOG FOOD @ PERTUSSIN @ PROCTER AND GAMBLE e RAINDROPS 
RKO PICTURES @ ROYAL DESSERTS @ SPIC AND SPAN @ STANDARD BRANDS, INC. 
SUN VISTA PRODUCTS © SURF 
SWANSDOWN @ SWIFT ICE CREAM M-WOXF) 
TENDERLEAF TEA ¢ VANTA SHAMPOO eve EL 
jy PB 
Mutual in Denver 
MANAGED BY GENE O’FALLON 


e+e AND MANY FINE 
REPRESENTED BY JOHN BLAIR 
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LOCAL ACCOUNTS, TOO! 


1949 Survey of Manufactures 
Many of the figures published in 
the 1947 Census of Manufactures 
will be brought up to date by 
means of a sample survey of man- 
ufactures covering the year 1949. 
This survey will provide summary 
Census statistics for the United 


States, for all important industries 


for most states and for all im- 
portant industrial counties and 
metropolitan areas. A _ limited 
amount of industry detail will be 
published for geographic divisions 
of the country and the most im- 
portant industrial states. These 
statistics are expected to be avail- 
able late in 1950. 


GOVERNMENT STATISTICS 


A two-page release titled “Cen- 
sus Bureau Publications on Gov- 
ernments as Scheduled for Fiscal 
Year 1950” is available upon re- 
quest. 

Government finances 

Subjects included are revenues, 
expenditures, trust and sinking 
funds, debt, and enterprises. Indi- 
vidual-unit data are published 


© 1 cK? 
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SARGENT HARDWARE 


Here are names, synonymous with New 
Haven, that are known and accepted the 
world over. 


If you would like to expand the sales of 
YOUR product, use the newspaper which is 
known and accepted in almost every home in 
New Haven. 


The New TEnven Re 


° 


Py DETROIT STEEL 
3 
REARMS SAFETY C. 
MARLIN Fl Hear in 
SPENCER Corsets —_ INCHESTER ini 


Made In Register City 
Sold The World Over 


iste 
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annually for each state and each 
city of over 25,000. In addition, 
annual reports are published show- 
ing national totals of Federal, 
state, and local government rev- 
enue and debt. 
Government employment 
Subjects included are number of 
public employes and the amount 
of their monthly pay rolls. Indi- 
vidual-unit data are published 
annually for each state and each 
city over 10,000. Quarterly reports 
are published showing national 
totals, and once each year a report 
is published showing total public 
employment within each state. 


GENERAL CENSUS 
PUBLICATIONS 


Fact Finder for the Nation— 
Outline of the activities and organ- 
ization of the Bureau of the Census. 

Annual Report of the Bureau of 
the Census, issued annually for 
period July 1—June 30. Discusses 
major developments of the year; 
program activities, by Division; 
and intra-Bureau services and 
administration. 

Statistical Abstract of the United 
States, annual, latest edition 1949, 
price $3.00. Published annually 
since 1878, this is the standard 
summary of statistics on the indus- 
trial, social, political, and economic 
organization of the United States. 
It is a comprehensive and authori- 
tative selection of statistics widely 
used by businessmen, public of- 
ficials, professional workers, and 
others. In addition to the Bureau 
of the Census, 68 agencies of the 
Federal Government and 37 pri- 
vate firms and research organiza- 
tions cooperate in furnishing sta- 
tistics. The 1949 issue contains 
1,100 sources of data, and a de- 
tailed subject index. A_ special 
appendix brings to date, with 
revisions, the statistical time series 
presented to 1945 in Historical 
Statistics of the United States, 
1789-1945. 

Historical Statistics of the United 
States, 1789-1945, a historical sup- 
plement to the Statistical Abstract. 
Price $2.50. Approximately 3,000 
statistical time series of annual 
data, in 14 broad subject fields, 
carried back as far as possible. 
Includes definitions of terms and 
brief annotation, together with 
specific statements of sources of 
data. 

A Chapter in Population Sam- 
pling. Price $1.00. Describes a 
particular method used for sam- 
pling blocks and _ subsampling 
households from the sample blocks, 
along with the appropriate sam- 
pling theory for attaining the 
maximum precision in the popu- 
lation count for a given allowable 
cost. 

Census Publications Series: 


Catalog and Subject Guide, 
quarterly, a catalog listing and a 
classified guide to the contents of 
all publications issued to date dur- 
ing the period covered by the issue. 
The quarterly issues are cumula- 
tive to the annual. Subscription 
price $1.50 for four consecutive 
issues. 1949 annual issue priced 
at $.45. 

List of Publications Issued (ex- 
cept regular monthly and quarterly 
releases), monthly, free on request. 
A listing of special publications, 
reports issued in series at irreg- 
ular intervals, and regular publica- 
tions issued less frequently than 
quarterly. 

Catalog of United States Census 
Publications 1790-1945, prepared 
by Henry J. Dubester, Chief, Cen- 
sus Library Project, Library of 
Congress. Price $1.50. Published 
jointly by Bureau of the Census 
and Library of Congress. 

Catalog of 16th Decennial Census 
Publications. Lists reports of the 
16th Decennial Census of the 
United States taken in 1940. 

State Censuses, 1790-1948. An 
annotated bibliography of censuses 
of population taken after the year 
1790, by states and territories of 
the United States. 
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er FOR MORE SALES IN THE 
—e PACIFIC NORTHWEST 


l 

4 Turn it on in the Billion Dollar Spokane Market if you 

- 5 want more sales in the Pacific Northwest. Big! Rich! Re- 

8, sponsive—this market is the very heart of the fast stepping 

” Pacific Northwest region. 

= \ Business in Spokane and the surrounding Inland Em- 

“ pire trade area continues at a rapid pace. Building in 

al Spokane for the first three months of this year outstripped 

“ the first three months of 1949 by 35%. Real estate trans- 

d fers and mortgages recorded for the same period exceeded 

h last year by 29% and 51% respectively. Postal receipts 

. gained more than 2% and air express shipments showed 

\- a 4% gain. Employment during January, February and 

~ March of 1950 topped the same months of 1949 by 50%. 

ig Spokane Market basic industries of lumbering, mining, 

. agriculture and manufacturing are steady and flourishing 

a and employment in Spokane county's giant aluminum 

- plants is at an all time high. The Columbia Basin Irriga- 

tion Project, Grand Coulee Dam, Chief Joseph Dam, and - 
other giant government projects continue to pour millions 

e, in new wealth into an already wealthy market. 

¥ When it comes to making sales to Spokane and 

4 Inland Empire residents nothing equals the wide-spread 

“ influence of the long established Spokesman-Review 

a and Spokane Daily Chronicle. Are they on your list? 

d 
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‘ of Combined Daily 

Hea Noh, CIRCULATION 

_ 

4 lata — Now Over 

3 150,000 

. 81.84% UN-duplicated © 

1s er a 

e 

e 

nf 

S Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 

ir los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 


.f | REVIEW Comic Sections: Metropolitan Group. x 
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Available Market Data — National 
To secure copies of data listed, use the handy coupons 


NOTE: Most items listed here 
ire available without charge, but 
vot all. Those requesting material 
phich bears a price will be billed 
it the stated price by the publish- 
rs. 


No. 3001. The American Girl Is the 
Best-Dressed Girl in All the 
World. 

Excerpts from The American 
7irl magazine study, conducted by 
he Alan C. Russell Marketing Re- 
yearch Co. last year, show the price 
‘ange in which subscribers shop 
when looking for clothes; the sizes 
f clothing purchased; amount of 
naterial bought for making per- 
onal apparel; number of coupons 
‘lipped, and response to other 


types of appeals contained in mag- 
azine. 


No. 3000. Meet the American Girl. 

This study, published by The 
American Girl, official organ of 
the Girl Scouts, contains a com- 
posite picture of the publication’s 
subscribers, including data on age, 
grade, interests, income, posses- 
sions, hobbies, favorite sports, mo- 
vie and music preferences and pre- 
ferred cosmetics. 


No. 3003. Characteristics of Mag- 
azine Readers. 

The market research department 
of Coronet used basic data from 
the 39th Starch Consumer Maga- 
zine Report to compile this study 
of the characteristics of magazine 
readers. It contains information on 
the number of readers for each 
magazine, and breakdowns by age 


Advertising Age, May 29, 1950 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Please send me the following market dota (insert number of each item wanted): 


SNS dove oc MRMEMEI nob 0s dec cudeds 0490.04 eaneed.osen needs SEBS cane’ ME wtb iWewecercccecvscccsevcese 
PE OPT OPEL ee TTPeTETTTeLTTeTyy Ptr? ot Thee een |. PERREKER e 
CSI, SO, Ln TERT! |. PEDERREEEET ER TELL 
Oi OR 6 ons ct thevr css dddocenras pr nye serecessss caleap cexte i ienks  canegervei kéeha jeeees 


groups, occupation, marital status|supplementary section lists appro- 
and degree of home ownership. A| priate data on the cost of reaching 


| Need Facts to Help You Sel Industry's BIGGEST Market? 


Write for your copy of a 42-page FACTORY book entitled 
“How to Help Your Salesmen Get Business from the Manu- 


facturing Industries.” We'll be glad to send it to you. 


In the meantime, consider these facts: 


1. The manufacturing industries are the largest single market for 


most industrial equipment. 


2. The plant operating group is numerically the largest group of man- 


agement men in the manufacturing industries. 


3. The plant operating group is the most influential group in the 
buying of most industrial materials, tools, equipment and supplies. 


4. FACTORY has more paid circulation, and more readership, among f : 


the plant operating group than any other industrial magazine. 


That’s one reason why FACTORY carried a greater dollar 
volume of advertising in 1949 than any other monthly indus- 
trial magazine, and carried substantially more pages of adver- 
tising than any other magazine in its field. 


| MANAGEMENT AN® MAINT) WANCE 
PO, FO + te tae et 


Member, audit bureau { 
of circulations £ 


Member, associated £ 
business publications £ 


LITE mM 
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A McGraw-Hill Publication * 330 West 42nd Street, New York 18 


New York 


specific markets. 


No. 3004. A Survey of Magazine 
Preferences Among Retailers of 
Mt. Rock Coats, 

Bernard Inc., New York data 
compiling bureau, queried 647 
mens apparel and department 
store clothing buyers on their mag- 
azine preferences. This report on 
the study shows the number of 
subscriptions to individual publica- 
tions, contains a list of the mag- 
azines which have produced the 
greatest number of inquiries and 
sales for respondents, and also 
contains tabulations of the respon- 
dents’ opinions of the publications 
as media for men’s wear advertis- 
ing. Esquire published the report. 


No. 3005. Directory of Research 
Studies Conducted by U.S. 
Daily Newspapers. 

The 1950 directory, issued by the 
Bureau of Advertising, ANPA, is 
divided into three sections. Part 
one contains a list of studies made 
by newspapers which provide a 
measurement of sales of branded 
products. Part two lists studies 
which provide a measurement of 
family preference for branded 
products. Part three contains a list 
of studies which provide a meas- 
ure of the retail distribution of 
branded products. 


No. 3002. Directory of Foreign 
Language Publications in the 
U. S. 


Waxelbaum Advertising Co., for- 
eign language newspaper repre- 
sentative, has published a listing 
of 187 papers in 29 languages, 
which are printed in 21 states. The 
papers are classified both by lan- 
guage and geographically. 


No. 3006. Today’s Health Takes 

Your Product to Market. 

Today’s Health, the American 
Medical Association’s streamlined 
version of Hygeia, outlines the 
newly inaugurated merchandising 
services offered by the publication 
in this new brochure. The ser- 
vices center around the AMA’s 
seal of approval, and provide for 
string tags, emblem stickers, ad 
reprints, display cards, free copies 
of the magazine, color cover fold- 
ers, postcards, etc. 


No. 3007. Growin’ Pains. 


Popular Homecraft recently con- 
ducted a series of reader studies 
to determine the characteristics of 
hobbyists and to collect statistics 
on the people who compose the 
hobby market. The report covers 
age groups, family status, home 
ownership, tool and equipment in- 
vestment, buying habits and also 
contains other information on the 
pulbication’s readers. 

PROT RRP APE Sey 
No. 3009. Marketing Opportunities, 
1950. 


In 1948 and 1949, J. Walter 
Thompson Co.’s Arno H. Johnson 
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YOU discovered the 
— South’s NEW buying power? 


“The agricultural South is making great strides as an increasingly 
important farm market. When a fast-developing area increases 
its cash income nearly seven times in seventeen years, it offers 
a sales potential no manufacturer of farm and home equipment 


_ . can afford to overlook!’’ SHELDON COLEM AN 
: Executive Vice President and General Manager 
- : The Coleman Company, Inc. 


“Our great faith in the South is evidenced by 
the fact that we have long operated a factory in 
Dallas and one of our two newest factories was 
opened in Memphis in 1947. Since the mid-thirties, 
the South has shown a greater percentage increase 
in motor vehicle registrations than any other geo- 
graphic region of comparable size. This indicates 
the tremendous potential market for the automo- 
tive parts industry in this area. The South is the 
new frontier of business opportunity!”’ 


C. E. MURRAY, Executive Vice President 
Willard Storage Battery Company 


“It is significant that an analysis of our sales of 
Ferguson Tractors and Ferguson System Imple- 
ments parallels to a marked degree the increase in 
income and the greater industrialization of the 
rural South. The tempo of distributor and dealer 
merchandising in this area which has resulted from 
a planned intensification of sales activity is already 
proving sound strategy. To us, the South appears 
to be one of today’s great market opportunities.” 


HORACE D’ANGELO 
Executive Vice President, Harry Ferguson, Inc. 


America’s leading business executives recognize the new vigor 
and prosperity of the rural South. That’s why a record-breaking 
volume of advertising is moving into the South’s No. 1 magazine, 
The Progressive Farmer. 


The Progressive Farmer’s January-April gain in adver- 
tising linage and revenue exceeds the total gain of all 
other monthly farm magazines combined. 


Are YOU putting enough SELL into the rural South? More South- 
ern farm families read more advertising in The Progressive Farmer 
than in any other publication. 


The South Subscribes to The Progressive Farmer 


/ wore-THAN 1,100,000 
| ‘SOUTHERN 
FARM FAMILIES 


wie 


OCOCCBOS nn 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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§ ‘foods, but also explains the philo- 


Available Market Data — National 
‘To secure copies of data listed, use the handy coupons 


published critical analyses of con- 
sumer purchasing power and mar- 
keting opportunity. This, the latest 
study in the series, lists informa- 
tion on population, disposable in- 
come, purchasing power, discre- 
tionary spending funds, savings, 
debt, rate of savings, employment 
and other data, upon which Mr. 
Johnson bases his predictions for 
opportunities in 1950. 


‘No. 3010. The Jewish Dietary Laws 
in the Day-to-Day Life of the 
Jew. 

Advertisers who sell their prod- 
ucts in the Jewish market and ad- 
vertisers who seek to expand dis- 
tribution to Jewish areas will find 
this 16-page booklet interesting 
and informative. Prepared by the 

Joseph Jacobs Organization, it not 

only lists permitted and restricted 


sophical (and scientific) argu- 


When it’s 
Pay-day in 
“Times City” 


..81,000 
EMPLOYEES 


get paid and millions of dol- 
lars pour into the cash regis- 
ters of this busy workshop of 
America. 

How much or how little you 
get of this big payroll depends 
solely on the amount of selling 
power of THE HAMMOND 
TIMES you put back of your 
product! 

Not the newspaper of simply 
the city of Hammond, but THE 
ONLY PAPER THAT COV- 
ERS THE 188,600* PEOPLE 
OF 

HAMMOND 

WHITING 

EAST CHICAGO 

and CALUMET CITY 

. - in short, in “Times City” 
this newspaper is vital to mer- 
chandising success. 

ARE YOU USING IT? IS 
IT ON YOUR 1949.50 LIST? 

Scheduling THE HAM- 
MOND TIMES is scheduling 
good business in “Times City”! 


*Source—SRDS 1949-50 Consumer Markets 


The 
HAMMOND 
TIMES 


“Calumet Region’s 
Home Newspaper” 


HAMMOND, INDIANA 


National Representative 
Burke, Kuipers & Mahoney, Inc. 
New York, Chicago, Dallas, Atlanta, 

San Francisco, Los Angeles 


ments for the Kosher diet. 


No. 3011. Facts for Your File on 

the Catholic Market in the U. S. 

R. W. McCarney Co. has com- 
piled, without commentary, a ser- 
ies of statistical data on the Cath- 
olic market, including the percen- 
tage of Catholics in each of the 


48 states, the numbers of Catholics 
in all cities of more than 100,000 
population, and a ranking of such 
cities in terms of the per cent of 
Catholics to total population. 


No. 3012. The Catholic Automotive 
Market. 

Data in this study, prepared by 
the R. W. McCarney Co., is based 
on replies from questionnaires to 
readers of Extension and the Cath- 
olic newspapers. Information on 
ownership and purchase intentions 


is divided in three parts: laity, 
priests and institutions. 


No. 3013. The Three-in-One Mass 
Market. 


The title of this booklet on the 
weekly newspaper market refers 
to village, suburb and farm, mem- 
ber newspapers of which are 
served by the American Press As- 
sociation. The booklet includes in- 
formation on farm assets, savings 
and debts, as well as figures on the 
percentage of the population of 
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each state served by weekly news- 
papers. 


No. 30615. Concentration Hurdles 
Sales Barriers. 

Associated Publishers has is- 
sued an elaborate brochure on a 
“market not penetrated by ‘general 
media.’” America’s 14,000,000 Ne. 
groes “are overwhelmingly con- 
centrated in urban areas,” and the 
book presents market data on the 
Negro population of 21 cities 
served by the newspapers which 
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Associated Publishers represents. 


| 
} No. 3018. Spot Radio Costs Less 
Today. 

Free & Peters compares the val- 
ue of spot radio purchases in 33 
markets in this 48-page brochure. 
Data presented covers the years 
1943, 1946 and 1949. 


No. 3019. Spot Radio Estimator. 
The National Association of Ra- 

dio Station Representatives’ “Spot 

Radio Estimator” is intended to be 


of assistance to admen who wish to 
make quick estimates of the cost 
of proposed spot campaigns. It is 
not a rate book, but lists 178 
metropolitan markets, with number 
of stations, network or non-net- 
work groupings and formulas for 
making fairly accurate rate es- 
timates hastily. 


No. 3020. Fashion Buying Habits 
of Today’s Woman Readers. 
Detailed information on the 

number of purchases made each 


year by Today’s Woman readers) Aiveiiahle Market 
ip-gouteined te this ¥O-sane seudy.| Data — National 
The report covers the prices paid,| To secure copies of data listed, use the handy coupons 


favorite colors and fabrics, where 


the publication’s readers shop and 


the brands of each clothing item |©°"Sumption of distilled spirits by 
most recently purchased, ranging states and types, and magazine au- 
from dresses and accessories to|‘ience data, by markets, for each 
type of liquor is included in this 
new report by Nation’s Business. 


lingerie. 


No. 3021. More Facts on the Liquor 
Market. 

Information on the number of 

drinkers, sex of liquor purchasers, 


No. 3014. The Biggest Mass Mar- 
ket in America. 


“Small town Main Street, where 


pT ae ae Ie 
ee 


<4, through the years has 


markets and changing Puying 
‘ted the Grant Company 
gY before. New 


are re-located — . oe seople—a0d their ways of living and buying: 
remains 2S flexib alert sales 


ditions, loca! @t ten major markets where gore data 
i. income is centered. Total, Is ity 
the nation’s PAYNE gales Operating Se it with him 
compiled on oe pec and. Analyses. Ost © en 

Sucrey pon we way 0 get totliae PS 


New York Journal / exe 
Baltimore News-Post American 


pittsburgh Sun-Telegraph 


959 8th Avenue, 
Offices in PrinctP 


Albany Times a Chicago Herald-American 
San Francisco Examiner Seattle Post-Intelligencet 
Detroit Times 


more than 18,000,000 families gq 
shopping regularly, is the bigges 
of all markets for nationally ad 
vertised products,” says the Amer 
ican Press Association in the intro 
duction to this study of the marke 
places of rural America. The vol 
ume contains appropriate statis 
tical information. 


No. 3017. City Zone Population o 
Daily Newspaper Cities in th 
U.S., Canada, Alaska, Hawai 
& the Philippine Islands. 

Ward-Griffith Co. has prepared 

a handy folder containing cit 

zone populations of cities in whicl 

a daily newspaper is published. In 

formation is based on the Janua 

1949, issue of Standard Rate 

Data Service. 


No. 3016. Consumer Markets, 1949 
50 


Standard Rate & Data Servic 
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THE CANDY 


a 


reach top management in the top 298 cand 
companies doing 85.3% of the business + #. 


reach an additional 537 companies almost 
large, and you're talking to a combined group doi 
97.3%, of the total -.< 


reach the remaining 851 companies doing 2.7 
of the business «2. 


and you get complete coverag 


at the policy-making, action generating level, amo 
these decisive 1686 companies doing more than $7,50 
annually. 

It's this Quality Coverage that makes your space de 
lars work harder, do more in the candy field! 


, 


INTERNATION peer emrecnonse 


SULLIVAN BUSINESS PUBLICATIONS | 
INTERNATIONAL CONFECTIONER 
THE TOBACCO LEAF @ MODERN SUNDRIES 
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Pach year publishes a revised edi- 
tion of “Consumer Markets,” con- 
taining data on all states and coun- 
ties, with county seais and lists of 
all newspapers and radio stations 
jn the county. The volume also in- 
cludes a list of all incorporated 
and urban areas witn a population 
of 5,000 or more, and all Canadian 
provinces and counties. Figures 
pn number of families, retail sales, 
2tc., are included for each political 
subdivision, as are industrial data, 
wage and salary distribution fig- 
ures and other pertinent informa- 
tion. The price is $5. 


No. 3022. The New House Next 
' Door. 

This Better Homes & Gardens 
report on the new homes which 
families are building, furnishing 
4nd equipping for their own occu- 
pancy is based on a survey made 
oy F. W. Dodge Corp. The 66-page, 


comprehensive report is the third 
of a series (the others were made 
in 1941 and 1945). Separate sec- 
tions cover the building process; 
trends in home types; location 
of building sites; building materi- 
als and equipment; furnishings 
and appliances, and family char- 
acteristics of home builders. 


No. 3025. 14th Annual Grit Reader 

Survey. 

Information on the brand pref- 
erences of 18,420 Grit families is 
contained in the  publication’s 
latest reader survey. The class- 
ifications include automotive, drugs 
and cosmetics, grocery products, 
home appliances and tobacco. Dis- 
tribution of the 96-page study is 
limited to national advertisers and 
recognized agencies. 


No. 3026. Leave it to the Girls. 
Fawcett Romance Comic Group 


reader characteristics are covered 
in this new study. The report lists 
data on marital status, size of 
family, age of readers, occupation 
of the head of the household, ap- 
pliance ownership, etc. 


No. 3028. Make-up. 

The 1,556 members of the Faw- 
cett Women’s Group Beauty Reader 
Forum were queried to obtain the 
data on use of make-up base, face 
powder, rouge, lipstick, eye cos- 
metics and make-up accessories. 
In addition to brand preferences 
the report includes the types of 
products most frequently used and 
information on the method of se- 
lection. 


No. 3029. Hair Preparations. 

The Fawcett Women’s Group 
Beauty Reader Forum contributed 
information for this study on 
brands of shampoo used in wash- 
ing hair; types of rinses; frequency 
of use of hair-setting preparations; 
place of purchase; types of pins 
and curlers used; brands of tonics 
and home permanents used, and 


brands of beauty shop permanents 
preferred. 


No. 3030. Skin Care, Cleanliness 
and Fragrances. 

Fawcett Women’s Group readers 
also were asked about their brand 
preferences for soaps, skin creams 
and cleansers, bathing accessories, 
cologne, talcum powders and per- 
fume. Tabulations of their answers 
are contained in this report. 


No. 3031. Personal Daintiness & Leg 
Make-up. 

Fawcett Women’s Group readers 
indicated their choice of perspira- 
tion inhibitors, depilatories, sani- 
tary napkins, analgesics, denti- 
frices, toothbrushes, lingerie clean- 
sers and leg make-up in this study 
conducted by Fawcett Publica- 
tions. 


No. 3032. Nine Years with the 
Fawcett Beauty Reader Forum. 
This summary of surveys con- 
ducted among readers of Fawcett 
Women’s Group publications con- 
tains data regarding readers’ pref- 


Seven oitkof Ton read The 


_ IN CLEVELAND EVERY DAY 


— mas fie 


> 


NEW CA 
SALES 


reports. 


4th Annual 
Analysis of 


Now Ready for You! 


Another of the famous 
research studies of The 
Cleveland Press. Second 
Consumer Panel report 
published in March. 15th 
Annual Analysis of Ohio 
Liquor Sales published 
last month. Watch for 
future Press research 


Fess 


Dail 


Wherever you go in Cleveland—in the affluent “heights,” the industrial 
“flats,” or the prosperous skilled-labor residential areas—you will find 
the same constant loyalty and deep affection of the people for The Press. 
They may be doing today’s living or tomorrow's planning. They may be 
admiring the lines of a new car or studying its mechanical advantages. 
They may be discussing last night's theatre or yesterday's ball game. 
But one thing is certain—7. out of 10 are united in loyalty to 
The Cleveland Press—the people's newspaper. 


In America’s 4th New Car Market 


You will also find Clevelanders well united on the value of the automobile 
in their daily lives. The 60,402 new cars bought by Clevelanders in 1949 
amounted to more than the purchases of any of 22 entire states. Alert 
advertisers recognize both the automotive strength of Cleveland and 
the power of The Cleveland Press. That is why The Press ranked 
sixth in the nation in automotive advertising in 1949. 
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erences for make-up base, face 
powder, rouge, lipstick, mascara, 
eye shadow, eyebrow pencil, eye 
lotion, leg make-up, cleansing 
cream, cream for powder base, 
cleansing tissues, astringents, soap, 
deodorants, depilatories, napkins, 
dentifrices, toothbrushes, nail pol- 
ishes, talcum powders, colognes, 
and other feminine accessories. 


No. 3027. Kid Stuff Is Big Stuff. 

Daniel Starch & Staff conducted 
this survey of the Fawcett Comics 
Group readers. The brochure in- 
cludes figures on average age, on 
sex, income and home ownership, 
and also covers brand identifica- 
tion, readership and influence of 
children on purchases. 


No. 3043. Market Reports Report- 
ing. 

McCall Corp. has compiled the 
titles and dates of issué of more 
than 250 individual market data 
reports in this bibliography. The 
subjects include automobiles, au- 
tomotive accessories, cosmetics and 
toilet goods, drug products, foods 
and beverages, home equipment, 
home furnishings and structural 
materials, household and laundry 
supplies, jewelry, silverware and 
optical goods, musical instruments, 
pet foods and supplies, recreation, 
travel, sports, hobby interests, to- 
bacco products and smoking ac- 
cessories, wearing apparel and 
writing materials and equipment. 


No. 3033. Fawcett Women’s Group 
Reader Characteristics. 

The 1949 study of reader char- 
acteristics parallels studies made 
in previous years. Data includes 
readers’ marital status, geographic 
location, family readership, chil- 
dren, age, education, income, oc- 
cupation, and home and automo- 
bile ownership. 


No. 3034. A Report on Infants & 
Children. 

Today’s Woman readers recorded 
their preferences for baby clothing, 
cameras, baby food, drugs and 
toiletries, nursing bottles, ther- 
mometers, and acessories in a ques- 
tionnaire, results of which are re- 
ported in this 36-page study is- 
sued by Fawcett Publications. 


No. 3035. Hand & Nail Care. 
Members of the Fawcett Pub- 
lications’ Women’s Beauty Reader 
Forum were asked about their 
preferences for nail polish, mani- 
cure sets, cuticle removers, hand 
lotion or cream and frequency of 
use. The replies have been tabu- 
lated and recorded in this report. 


No. 3039. 878 Gold Counties Con- 
taining Places of 10,000 or More 
Population. 

Retail sales, food store sales, 
drug store sales and effective buy- 
ing income, in 878 counties and all 
the cities of 10,000 and more in 
the 878 counties are shown in this 
guide, published by The American 
Weekly. 


No. 3040. Magazine Coverage in 
501 Counties with $4,000,000 or 
More in General Merchandise 
Store Sales. 

This study shows the dollar vol- 
ume of merchandise sales by coun- 
ties, the number of families, and 
circulation and family coverage of 
four weeklies and four women’s 
service magazines, with a map of 
the areas. The report is published 
by The American Weekly. 


No. 3041. The 184 Wholesale Gro- 
cery Trading Areas. 

The American Weekly has is- 
sued this tabulation of the per- 
centage of food store sales (1948) 
by families, number of families, 
circulation and family coverage of 
four weeklies and four women’s 
service magazines. 


No. 3042. The 36 Wholesale Drug 
Trading Areas. 
Tabulations in this report show 
the percentages of drug sales in 
each area, number of families and 
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INVITATION to any national ad- 
vertiser of a worthy product. Buy 
a four-color page in CORONET. 


If it doesn’t produce more inquir- 
ies (or direct sales) per dollar of 
cost than the same ad in Life, 
Look, Saturday Evening Post, or 
Collier’s, then CORONET will re- 
fund the full cost of the page! 


> 
sy 


GUARANTEE 
ADVERTISING RESULTS 


yw.* Biggest media news in years is the national 
study just compiled by Alfred Politz Research, Inc. 
about the unique mass-buying fertility of Coronet’s families. 


+ Coronet households are better educated! 
Coronet households spend more money! 


Circulation 2,619,878 asc....UP 2% 
Advertising first 6-months...UP 49.37% 


Petree ee a eee 3 


This illuminating new analysis reveals, 
for instance, such clues to Coronet’s singular 
selling potency as... 


For all the new facts ...the complete story 
as Politz found it... establishing Coronet’s 
dollar-pulling character...ask your Coronet 
representative, or write direct. Today! 


CORONET MAGAZINE 
488 Madison Avenue, New York 22, N. Y. 
or Coronet Building, 65 East South Water Street, Chicago 1, Ill. 


bf)... Because it's a “trusted 
friend of the family” 
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Mivallable Market Duta—National 


fo secure copies of data listed, use the handy coupons 


joverage of four weeklies and four 
yomen’s service magazines. It is 
published by The American Week- 
yp. 


Wo. 3036. Mechanix Illustrated, a 
| ; Readership Study, 1949. 

ae | The research department of Faw- 
: ett Publications received ques- 
jonnaires from 2,963 Mechanix 
dlustrated readers and based this 
abulation of age, education, oc- 
upation, income, and home owner- 
hip characteristics upon the 
jueries. Data on marital status, 
jumber and ages of children, auto- 


rT 
) 


| Are you acquainted with the mer- 
services offered advertis- 


mobile ownership and spare-time 
interests also are included. 


No. 3045. Magazine Merchandising 

Services, 1950. 

The annual “Rockmore Direc- 
tory of Magazine Merchandising 
Services” lists the merchandising 
aids offered advertisers by 47 con- 
sumer magazines. All listed ad- 
vertising agencies regularly re- 
ceive complimentary copies. Other 
copies are available at $1 each. 


No. 3046. How Much More Do 
Families With Children Spend? 
The research bureau of Parents’ 
Magazine used specially tabulated 
statistics from the Bureau of La- 
bor Statistics as the basis for this 
study. Information included covers 
family expenditures of a represen- 


home furnishings purchases, trans- 
portation, toiletries, recreation, ed- 
ucation and reading material ex- 
penditures. 


No. 3044. Results of Research. 

McCall Needlework has pub- 
lished in this brochure the results 
of a mail questionnaire survey. In- 
cluded in the report are data on 
habits and characteristics of Mc- 
Call Needlework readers, plus their 
handicraft interests, sewing habits, 
use of patterns and basic family 
information. 


No. 3048. Men’s Wear, A Survey 
of the Collier’s Market. 
Results of a comprehensive in- 

vestigation of men’s habits and 

preference with regard to wearing 

apparel are presented in this 97- 

page book, published by Crowell- 

Collier Publishing Co. Data was 

obtained from a long, detailed 

questionnaire covering almost 
everything worn by males. 


Collier tire survey report, data in- 
dicate the makes of tires on the 
road, replacement purchases, re- 
capping, tube purchases, the es- 
timated size of the replacement 
market, makes of tires last. pur- 
chased and brands which will be 
purchased next. 


No. 3050. Automotive Study. 

Trend comparisons between 1948 
and 1949 with regard to owner- 
ship, makes owned, mileage driven 
and age of car are included in this 
13th annual consumer study of the 
automobile market made by Cro- 
well-Collier Publishing Co. A sec- 
tion of the study is devoted to car 
owners’ habits and views on car 
service and repair, and estimates 
are made of prospective buyers in 
1950 and 1951, and makes which 
will be purchased. 


No. 3052. A Study of the Magazine 
Reading Habits of Automotive 
Dealers in Detroit. 


tative group of families in Detroit, 
Houston and Denver. The report 
includes data on appliance and 


No. 3049. Tire Survey. 
In this fourth annual Crowell- 
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THESE VALUABLE 
MARKET DATA BOOKS 
WILL HELP YOU 
INCREASE MIDWEST 
SALES! ... 


In the Rich Farm and Rural Town region of lowa, Nebraska, Kansas, 
Missouri and Colorado, covered intensively by Capper's Weekly . . . 
The Feature News Weekly of the Rural Midwest . . . Famous for its 
Reader Interest. These significant reports are the first two in a con- 
tinuing series of market data studies giving “Facts About Capper's 
Weekly Families." Here are revealed living standards, buying poten- 
tials and scores of other helpful facts regarding Capper's Weekly 
Families . . . Top Ranking income Farm and Rural Town Families in 
this prosperous area. Write for your FREE copies of these invaluable 
reports today! . . . They will help you to plan for increased sales of 
your product in the vital Farm and Rural Town market of the Midwest! 


SEND TODAY FOR YOUR FREE COPIES! 


Capper's Week 


912 Kansas Avenue 


Topeka,Kansas PUBLICAT 


PUBLICATIONS INC. 


Data in this study was acquired 
by the Crossley Inc. research staff, 
through 1,196 personal interviews 
in 379 automobile outlets in the 
city of Detroit. 


No. 3053. Combined Magazine Au- 
diences. 

Tables in this study, made by 
Look, show the net audiences 
reached by all possible combina- 
tions of Collier’s, Life, Look and 
The Saturday Evening Post. The 
data is shown for total audiences, 
and for male and female audiences 
separately, all ten years of age 
and over. 


No. 3047. The American Magazine 
Travelogue. 

The 1949 edition of the “Travel- 
ogue” is the fifth annual study in 
the series, and covers various 
phases of 1949 vacations, such as 
amount of money spent by vaca- 
tions, places visited, length of va- 
cation, etc. The report also in- 
cludes information on advance 
plans for 1950 vacations. 


No. 3056. Reader-Purchase Data 
For Weekly & Service Maga- 
zines. 

Information in this report is 
tailored to show the correlation be- 
tween personal readership and 
personal purchasing. Products cov- 
ered include prepared flour mixes, 
dry cereals, soap powders, frozen 
food, coffee, toilet soap, deodor- 
ants, shampoo, hair preparations, 
hand lotions and creams, and nail 
polish. The study also contains data 
on movie attendance. 


No. 3057. Six Studies of Magazine 
Audiences Among Retailers in 
Selected Cities. 

This pamphlet, published by 
Look, covers surveys made by 
Crossley Inc. in six cities on auto- 
motive, electrical appliance, drug, 
men’s wear, and food retailers and 
their readership of four principal 
weekly magazines. : 


No. 3058. A Study of Magazine 
Reading Habits of Retail Elec- 
trical Appliance Executives and 
Sales Personnel in Canton, O. 

The survey upon which this 
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study is based was conducted in 
Canton in September, 1949, and is 
the fifth in a series of readership 
studies of retailers prepared by 
Crossley Inc. for Look. Break- 
downs show the per cent coverage 
of retailers—by type of outlet— 
and unduplicated audiences of the 
four weekly magazines. 


No. 3059. Let’s Look at Your Side 
of the Counter. 

The series of Look readership 
studies of retailers also includes 
this report on magazine reading 
habits of retail drug store execu- 
tives and sales personnel in Fort 
Wayne, Ind. 


No. 3060. Magazine Audiences in 
594 Local Markets. 

This comprehensive, 24-page 
brochure published by Look pre- 
sents magazine audience figures in 
the 594 local markets, with centers 
of 10,000 population and more, for 
the four weekly magazines (Col- 
lier’s, Life, Look and The Saturday 
Evening Post), which were cov- 
ered in the 1949 Magazine Audi- 
ence Group Study. 


No. 3061. Appliance Retailing in a 

Buyer’s Market. 

McCall’s has issued this 20-page 
report of Albert P. McNamee on 
his 11,000-mile tour through 25 
states. Mr. McNamee talked with 
929 appliance dealers to gather in- 
formation on merchandise avail- 
ability, conditions affecting sales, 
sales practices and problems con- 
fronting retailers at the present 
time. 


No. 3054. 1949 Magazine Audience 
Group Study. 

The magazine audiences covered 
in this report are those of Collier’s, 
Life, Look and The Saturday Eve- 
ning Post, with descriptions of the 
relationships of the four weeklies 
to Good Housekeeping, Ladies’ 
Home Journal, McCall’s and Wom- 
an’s Home Companion. The au- 
diences are broken down by sex, 
age groups, economic factors, ed- 
ucational levels, geographic re- 
gions, etc. 


No. 3055. Magazine Audiences Re- 
lated to Family Ownership. 
Magazine audiences and their re- 
lationships to ownership of homes, 
automobiles, refrigerators, vacuum 
cleaners, electric washing ma- 
chines, pets, radios and other 
household items are covered in 
this report. This booklet is not a 
report of the Magazine Audience 
Group, which limits itself to basic 
audience figures, but has been 
compiled by Look from various 

sources. 


No. 3063. A New Study. of the 

Thrilling Fiction Group Market. 

This elaborate new 24-page 
study of Thrilling Fiction Group 
readers contains data on personal 
characteristics of readers, maga- 
zine reading habits and brand pref- 
erences for tobacco, drug products, 
automobiles, alcoholic beverages, 
appliances, tools, flashlight bat- 
teries, wrist watches, cameras and 
film, hunting and fishing equip- 
ment, bicycles, motorcycles, work 


ZINE 
THE NATIONAL, Mor 20 vEARS 
on mt senenans 


Furniture AGE 


New MARKET DATA on 


Furniture Age’s $3,500,000,000 Market for Home 
Furnishings . . . 29th Annual Data Report just off 
the press. Write for your copy. 


The Leader for 29 years 
BIG-PAGE size—one of America's 
finest business publications. 


©) FURNITURE AGE 


— - PUBLISHED MONTHLY BY THE H O RENO COMPANY 
«4753 N. BROADWAY * CHICAGO 40, ILLINOIS 
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2 Today's Biggest and Best Buy 


in Northwestern Indiana 
is the 


195% INCREASE 
LAFAYETTE RETAIL BUSINESS VOLUME 


(PERIOD 1938-48 — U.S. BUSINESS SURVEY) 


CIRCULATION (Net Paid) 41,079 
SERVES I] COUNTIES 


he 
LAFAYETTE JOURNAL wo COURIER 


LAFAYETTE, INDIANA 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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‘clothes, fountain pens, and candy) No. 3066. Man’s Status Today. 


‘bars. 


The Woman’s Home Companion 
Do men help around the house? |asked readers that question, and 


tabulated the results in this book- 
let. The data suggests that most 
husbands do give their womenfolk 
some assistance. 


No. 3067. Regional Income Indexes. 

This eight-page reprint of an 
article in the Nov. 26, 1949, issue 
of Business Week graphically por- 
trays shifts in income since 1946 
for each of the 12 Federal Reserve 
districts. The leaflet also includes 
suggestions for making the best use 
of the indexes. 


No. 3068. Portrait of an Elk. 

Results of a survey of 1,500 sub- 
scribers of The Elks Magazine are 
included in this brochure. Data in- 
cludes average age, income, marital 
status, home ownership, ownership 
of appliances, pets, cars, trucks, 
and sports and hobby preferences 
of the readers. 


No. 3069. Photography in 1949. 
Popular Photography derived the 
data in this comprehensive report 
on the photography market from 
60,000 questionnaires from sub- 


. ,IN CIRCULATION 


/ 


/ — largest weekday 
/ circulation of any 
Michigan newspaper! 


in Detroit / 


Largest Sunday 


/  girculation in the 


only gone Fé Detroit trading area! 
/ 


@ and 78% of The News’ 


/ 

newspaper / 
/ 

is 


trading area circulation 
is HOME-DELIVERED! 


—carrying nearly as 
much total linage as 


both other Detroit 
papers combined! 


@and first in practically 
every major advertising 


Owners and Operators of Radio Stations WWJ—WWJ-FM—WW)J-TY 
Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH Western Office: JOHN E. LUTZ CO., Tribune Tower, Chicago 


/ 
7 
@ a 
TL ~-f--~ IN ADVERTISING 


Advertising Age, May 29, 1950 


scribers and newsstand readers. In- 
formation includes personal char- 
acteristics, home, auto and insur- 
ance ownership, income and ex- 
penditures for household items as 
well as for photography, plus plans 
for future purchases. 


No. 3070. Facts & Figures on Field 
& Stream. 

This elaborate data book includes 
information on reading prefer- 
ences of sporting goods dealers, 
income of readers of the publica- 
tion, data on home ownership, 
ownership of autos and airplanes, 
ownership of outdoor equipment, 
tobacco and liquor usage, frequency 
of entertainment of friends, and 
sports preferences of readers. 


No. 3071. Ten Tested Salesman-Re- 
cruiting Letters. 

Opportunity, direct selling pub- 
lication, has issued a new 16-page 
booklet, prepared by its merchan- 
dising staff, on the formula for 
writing letters designed to recruit 
salesmen and agents. Ten basic 
letters, which may be adapted eas- 
ily, are included in the booklet. 


No. 3064. Brand Name Products 
Owned & Preferred by the 
Spanish-Speaking Audience of 
Mecanica Popular. 

Popular Mechanics recently con- 
ducted a survey of its Spanish 
edition readers and reports on the 
results in this new study. Data in- 
clude information on automobile 
ownership, occupation, personal 
characteristics, and ownership of 
appliances and other household 
possessions, with ‘brand prefer- 
ences. 


No. 3065. $2.8 Billion in Extra 
Purchasing Power. 

American Legion Magazine quer- 
ied veterans to discover what they 
planned to purchase with their GI 
insurance refunds. Results are con- 
tained in this booklet issued by the 
publication. 


No. 3072. Ask P.I.O., He Knows. 

A P.I.O. is an Army public in- 
formation officer, and Army Times 
asked 184 of them for their opin- 
ion of the publication. This booklet 
is a compilation of the replies to 
the query, plus additional informa- 
tion on the characteristics of the 
market reached by Army Times 
and Air Force Times. 


No. 3073. Food Consumption by 
Households with Children vs. 
Households Without Children. 
Parents’ Magazine used data 

provided by the Department of Ag- 
riculture as the basis for this re- 
port on the relative food expendi- 
tures of families with children and 
families without children. Infor- 
mation covers dairy products, 
baked goods, meat, poultry, fish, 
fruit, vegetables, sugar and bev- 
erages. 


No. 3074. Reader-Consumer Panel 
Report No. 23. 

This report is based upon the re- 
plies received to a question- 
naire sent to 2,124 members 
of the American Home Read- 
er-Consumer Panel. Subjects cov- 
ered include: Frozen orange juice, 
plumbing fixtures, paints and 
painting, dishwashers, kitchen cab- 
inets, clotheslines, insurance and 
dinnerware. 


No. 3075. How Different Is Amer- 
ica’s Youngest Married Market? 
A comparison of average U.S. 
families and families of subscribers 
to Modern Romances are com- 
pared in this report by National 
Family Opinion Inc. and published 
by Dell Publishing Co. The study 
includes data on family character- 
istics and ownership of household 
items, plus purchase intentions. 


No. 3076. Specific Interest Adver- 
tising. 

Dell Men’s Group has published 

this discussion of the various com- 
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Now you can see and understand the com- 
plex Metropolitan Boston Market at a glance. 
Every vital factor affecting the market is clearly 
presented in a set of four maps, each 38” by 
48” in size. These maps show distribution and 
size, location and importance of the 418 shop- 
ping centers within the Metropolitan Boston 
Area. They show the U.S. Census and A.B.C. 
circulation zones and are the only accurate and 
up-to-date maps of Metropolitan Boston in 
existence. 

Additionally, each of the 418 principal 
shopping areas are plotted in greatest detail on 
individual maps drawn to exact scale. These 
show the location, size and type of every retail 
outlet in the area! With these maps is a complete 
tabulation and cross-index of each retail outlet 
by type and location. 


Here’s how it works 


Select any of the 418 shopping centers from 


the Combination Population Distribution and 
Shopping Center Map. A key will refer you to 
an individual, large-scale map of this center on 
which you will find its layout drawn to exact 
scale complete to the floor areas of all buildings 


and their uses. 
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How you can get The Boston Globe’s Metropolitan Market Analysis Maps 


The 4 basic maps are available to agency executives, manufacturers, distributors and wholesalers 
who advertise in the Metropolitan Boston Market. Just write Research Department, The Boston 
Globe, Boston 7, Mass., requesting your copies. They will be mailed to you promptly without 
charge or obligation. 

he 418 maps of the individual shopping centers are available for planning and study only at 
the Research Department of The Boston Clobe. We will be pleased to help you get the most out of 
these detailed maps and other market data from this study. 


The Components of The Boston Globe 
Maps of Metropolitan Boston 


1. Base Map 9 

2. Population Density and Distribution Ma 

3. Shopping Center Map 

4. Combined Population Distribution and Shopping Center Map 


5. 418 Detail Maps showing individual shopping centers in the Metros 
politan Boston Area 


6. Summaries of retail outlets by type of store 


A few of the important marketing questions which 
The Boston Globe Market Maps will answer for you 


1. How is Metropolitan Boston’s popula- 4. What are the total number and locations 
tion distribution related to the distribu- of possible outlets for any particular 
tion of shopping centers and retail roduct? 
outlets? 5. Where are corporate chain outlets 

located? 

. Where are competitive branch outlets 

located? 

. Where are the retail outlets for a product 

which the sales force is not contacting 
at present? 


2. What are the best shopping centers and 6 
the best locations within these shopping 
centers for new sales outlets? - 


3. Where should point-of-sale and mer- 
chandising efforts be concentrated? 


The Boston Globe 


MORNING - EVENING - SUNDAY <@m@y 


Cresmer & Woodward, Inc., New York, San Francisco, Los Angeles. Osborn, Scolaro, 
Meeker & Scott, Chicago, Detroit. 
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Available Market Data — National 
Zo secure copies of data listed. use the handy coupons 


binations of men’s magazines 
which may be used to reach the 
tale market in mass, and the cost 
bf reaching readers through such 
package” plans. 


No. 3077. How to Sell America’s 
Unsold Market. 

+ The “unsold market,” according 
to Modern Romances, is the 17,- 
200,000 new families that have 
#tarted since 1940, the young peo- 
ble who, “because of their youth, 
have no long-established brand 
yreferences and have never been 
kubjected to real aggresive sell- 
ing. The booklet compares charac- 
veristics of Modern Romance read- 
hrs with those of the new group of 
,amilies. 


B (vo. 3078. Growin’ Pains. 
, This report on the home work- 


Jhop market and the individuals 
vho compose it is the third in a 


series of progressively expanded 
presentations prepared by Popular 
Homecraft. Buying plan data is in- 
cluded for such items as power 
tools, hand tools, woodworking 
tools, metal working tools, electric 
motors and other home workshop 
equipment. 


No. 3079. Facts on Business & Com- 
munity Leaders Who Read The 
Kiwanis Magazine. 

Included in this fourth report 
of Kiwanis Magazine’s continuing 
survey is data on the location of 
Kiwanis clubs, classification of 
subscribers, buying power, travel 
milage, home ownership, vehicle 
ownership, community service and 
number of persons employed by 
readers. 


No. 3080. The Time Automotive 
After-Market. 
This report is based on a ques- 


tionnaire mailed to 5,000 Time 
subscribers and covers autos owned 
and those which readers plan to 
buy, mileage driven, gasoline pur- 
chased, service facilities used, mo- 
tor oil purchased, tires owned and 
purchase plans and anti-freeze 
bought. 


No. 3081. A Report on U.S. Air 

Travel Card Holders. 

Information in this report by 
Time Inc. includes the industries 
represented by travel card holders, 
their positions, incomes, frequency 
of travel, distance traveled, trans- 
portation used, merits of various 
transportation media and maga- 
zines read and preferred. 


No. 3082. Woman’s Day Studies 
Women Who Buy It. 

Elmo Roper prepared this bro- 
cnure for Woman’s Day on reader 
characteristics and attitudes. Mat- 
erial included in the report covers 
income, age, education, occupation, 
and ownership information. Also 
tabulated are data on out-of-home 
activities, hobbies, cosmetic use 


and attitude toward magazines. 


No. 3083. Second Annual Popular 

Mechanics Automotive Study. 

The second report in the series 
of Popular Mechanics automotive 
studies was published in the fall 
of 1949, and contains detailed tab- 
ulations of automotive and acces- 
sory ownership, buying habits and 
preferences. 


No. 3084. Pet Foods. 

Information concerning the own- 
ership of cats and dogs by House- 
hold subscribers, the use of pre- 
pared pet foods and brand pref- 
erences for such foods are included 
in this report issued by Capper 
Publications. 


No. 3085. Laundry Equipment & 
Cleaning Supplies. 

This 38-page report contains 
data on characteristics of laundry 
equipment owned by Household 
subscribers and future buying 
preferences of these families. Data 
includes water heating equipment 
ownership, soap brand preferences 
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Sales are not caged when you use the Pittsburgh 
Post-Gazette—It sells the entire Pittsburgh Market! 


Three million people live within a 50- 
mile radius of Pittsburgh—two million 
of them surround Pittsburgh’s ABC 
city zone—only one million live inside 
Your sales manager gears his sales 
plans to this pattern. You can gear 
your advertising plans to the same pat- 
tern by using the Post-Gazette. It alone 


REPRESENTED 


NATIONALLY BY 


gives effective coverage both inside and 
outside Pittsburgh’s ABC city It per- 
mits you to route your advertising as 
your sales manager routes his salesmen. 


Lttbungh— 


“ POST-GAZETTE 


MOLONEY REGAN 


SCHMITT 
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and cleaners and laundry supplies 
used in subscriber homes. 


No. 3086. A Study of Incomes of 
Subscribers to U.S. News & 
World Report. 

Results of three separate studies 
are included in this report. First 
is an analysis of income tax returns 
in Wisconsin and the second is an 
analysis of reports from Retail 
Credit Co. on subscribers’ incomes 
in four cities. The third study is 
based on results of a mail ques- 
tionnaire to every tenth name on 
the U.S. News & World Report 
subscription list. 


No. 3087. A Study of a $5 Billion 
Market for Class Consumer 
Goods. 

Included in this report are break- 
downs of subscriber expenditures 
for food, clothing, shelter, automo- 
biles, other transportation, recrea- 
ion, alcoholic beverages, household 
operations, etc. The expenditures 
for various items also are compared 
to the expenditures of average 
families in the U.S. Published by 
U.S. News & World Report. 


No. 3088. New High for Business 
News. 

More than 400 manufacturing 
executives were interviewed in a 
project of U.S. News & World Re- 
port, conducted by Benson & Ben- 
son Inc. Purpose of the study was 
to determine how much importance 
major executives attach to the 
news of things that take place out- 
side their plants and offices, and 
to what extent such news today 
makes an impact upon operations. 


No. 3091. How Much More Do 

Families With Children Spend? 

Parents’ Magazine has compiled 
retabulated U.S. Department of 
Labor data on families in four 
cities to illustrate the differences 
in money spent for home equip- 
ment, furniture, household sup- 
plies, automobiles, radios and mu- 
sical instruments, toiletries, mov- 
ies, education, books, etc. 


No. 3092. All About Permanent 
Waves. 

Senior Prom, formerly Calling 
All Girls, compiled the information 
in this report from about 1,000 
questionnaires returned by sub- 
scribers. Data included covers fre- 
quency of permanents, brand, cost, 
what brand will be purchased next 
time, why changes are made and 
reasons for never having tried a 
home permanent. 


No. 3093. All About Permanent 
Waves. 

This study, prepared by Parents’ 
Magazine, covers subscribers’ pref- 
erences and attitudes in the same 
way that No. 3092 covered the 
younger age group. Also included 
are data on hair waving capsules, 
bleach and rinse usage, success or 
failure of home permanents, and 
types and brands of shampoos 
used. 


No. 3096, 1950-1960 Will Be the 
Children’s Decade. 

Census Bureau forecasts of the 
number of children in various age 
groups during each of the next ten 
years, government estimates of 
the amount of money which will be 
spent on children under 18 during 
each of the next ten years, and a 
reprint of an article which ap- 
peared in Parents’ Magazine on the 
implications of an expanded youth 
population are included in this 
folder, issued by the magazine. 


No. 3097. Wines, Spirits, Liqueurs 
—A Study of Their Use by the 
Atlantic Audience. 

The Atlantic Monthly has pre- 

pared this report from question- 

naires returned by subscribers on 
usage of spirits. Brand preferences, 
types of drinks served, family 
characteristics, frequency of use 
of the beverages and similar data 


are included. Distribution is limited 
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to liquor advertisers and their 
agencies. 


No. 3098. Personal Grooming Ha- 
bits of the Good Housekeeping 
Consumer Panel—1950. 

Results of a questionnaire re- 

turned by 1,800 subscribers to 
Good Housekeeping are included 
in this elaborate 115-page report 
on beauty care of the publication’s 
consumer panel. Data includes tab- 
ulation of answers to questions on 
soaps, creams, facial tissues, pow- 
ders, lipsticks, rouges, shampoos, 
skin lotions and other products 
designed for personal grooming. 


No. 3099. Hope Chest Survey. 

Seventeen’s 1950 consumer panel 
survey no. 14 was undertaken to 
determine the possesions, buying 
habits, buying plans and prefer- 
ences of Seventeen’s teen-age sub- 
scribers in regard to major trous- 
seau items, such as silver flat- 
ware, silver hollow ware, hope 
chests, chinaware, glassware, tow- 
els and linens, and engagement 
and wedding rings. 


No. 3090. The Teen Market. 

This study by Senior Prom, for- 
merly Calling All Girls, covers au- 
dience characteristics and attitudes 
and preferences regarding beauty 
aids, food and housekeeping, needle 
work, home entertainment and 
sports. 


No. 3100. A Survey Covering the 
Ownership, Operation & Main- 
tenance of All the Trucks in 
Kalamazoo, Mich. 

This 60-page review by the re- 
search department of Time is de- 
signed to disclose details on truck 
ownership, use and maintenance, 
purchase and purchase intentions 
in a typical commercial American 
city. It covers size of fleets, types 
of business, body types and makes, 
mileage, uses to which trucks are 


put, servicing and retirement pol-|- 


icies and tractor and trailer own- 
ership. 


No. 3101. Top Income Families 
Spend More than Twice as 
Much as Average U.S. Fam- 
ilies Do for Apparel. 

Time’s research department 
graphically portrays data on the 
amount spent for apparel by fam- 
ilies in various income brackets. 
Figures were compiled by the U. S. 
Chamber of Commerce from a 
variety of sources. 


No. 3102. A Report on Urban Buy- 
ers of 1949 Pontiacs. 

Time has based this report cov- 
ering income, occupation, multi- 
ple car ownership and magazine 
preferences of Pontiac buyers on 
an R. L. Polk & Co. study of 3,910 
persons who bought Pontiacs in 
June, 1949, 


No. 3103. A Report on 36,020 Best 

Customers & Prospects of 60 

American Industrial Companies. 

Time’s market research depart- 
ment invited advertising managers 
of 60 industrial companies to list 
executives upon whom salesmen 
call regularly and a list of man- 
agement men in customer and 
prospect companies whom sales- 
men cannot see. The men listed 
were then queried regarding their 
positions and magazine prefer- 
ences. Results are included in this 
report. 


No. 3104. Top Income Families 
Will Buy More than One-Half 
the Housefurnishings Purchased 
by All U.S. Families in 1950. 

Figures prepared by the domes- 
tic distribution department of the 

Chamber of Commerce of the U. S. 

are included in this research re- 

port prepared by the Time research 
department. 


No. 3105. America’s Most Impor- 
tant Magazine. 
Business, financial, educational, 


asked, “what do you consider the 
most important magazine published 
in the U.S. today?” Their answers, 
as compiled by Time’s research 
department, are tabulated in this 
report. 


No. 3107. How Do They Buy? 
How much influence do manage- 
ment men exercise on corporate 
purchases? This report, prepared 
by U.S. News & World Report, is 
designed to suggest the answer to 
that question, and contains data 


on the type of corporate expendi- 
tures requiring executive approval, 
details of executive participation, 
and degrees of influence of vari- 
ous types of executives. 


No. 3109. City Markets-—Pitts- 
burgh. 

“The map of the city of Pitts- 
burgh, which comprises the pri- 
mary portion of this report, shows 
the economic levels of various 
neighborhoods in different colors. 
The study also includes data on 


Available Market Data — National 
To secure copies of data listed, use the handy coupons 


the distribution of Curtis maga- 
zines in the city. 


No. 3110. Marketing Trends in the 
Food Industry. 

Though dealing primarily with 
sales trends and consumption of 
butter and margarine, this Curtis 
Publishing Co. report also contains 
data on shifts in American eating 


habits, disposable income and pop 
ulation growth as they relate td 
the food market. 


No. 3108. Market Trends for Lu 
bricants. 
Curtis Publishing Co. offers 
copies of a speech originally de 
livered before a meeting of the 
Pennsylvania Grade Crude Oil As 


USE ANY ONE 
OR ALL FIVE! 


COVERAGE: Check ABC fig- 

ures in Standard Rate & Data. 

et the breakdown of actual farm 
coverage throughout lowa. 


QUALITY OF READER: See 

study titled “Measuring the 
World's Biggest Farmer” based on 
special U.S. Census Bureau tabula- 
tions. Compares subscribers with 
other farmers. 


READER TRAFFIC: Check your 
Continuing Study of Farm Pub- 
lications No. 4. See readership page 
by page and cover to cover for 
both lowa farm men and women. 


READER PREFERENCE: Send 

for study titled “InFARMation 
Please” based on lowa State College 
survey to determine the information 
sources of lowa farmers. 


DEALER PREFERENCE: Tell us 
the kind of dealer in which you 
are interested and we'll give you 
the dealers’ own answer on the type 
of advertising he prefers. 


and professional leaders were 


a a ae 


Beck your Va rdstick y 


AND LET’S GET DOWN TO BUSINESS*”.. 


for Sales -Building 
in the lowa farm Market 


HERES THE PAPER THATS TOPS! 


Want a yardstick for measuring sales opportunities in Iowa? 
Wallaces’ Farmer and Iowa Homestead offers not just one but 
five specific ways to measure the Iowa farm market, its papers 
and its people! 

These yardsticks can be used in many different ways not only 
to appraise the Iowa farmer as a prospect but actually to check 
his reading habits and his reading preferences—to get to know 
him better as a person and as a customer. 

They provide an audit of both the tangible and the intangible 
factors that affect your advertising and your sales. 

Many thousands of dollars have been invested to bring you 
these important facts. They’re yours for the asking—just tell us 
what you'd like to know. 
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Available Market Data— National 


{To secure copies of data listed, use the handy coupons 


sociation Convention by Donald M. 

obart, director of Curtis research. 
The booklet with his speech con- 
ains data on oil production and 
consumption, motor vehicle regis- 
“rations, increased tractor usage 
and other items which help define 
she trends discussed by Mr. Hobart. 


No. 3111. The Vacation Travel Mar- 
ket of the U.S. 

| The Curtis Publishing Co. in 
February published this compre- 
hensive report on the vacation 
market in the U.S. Data is drawn 
rom several sources, but much of 
it was obtained from a panel of 
44,000 families (not related to the 
‘audience of any media), who re- 
ported to an independent research 
organization monthly for one year 
myn their vacation trips. 


0. 3112. Tourist & Vacation Ad- 

vertising Expenditures by 

% States, Areas & Communities 
in 1949. 

More than $8,700,000 was spent 
last year by 266 city, state and area 
groups to attract tourists and pro- 
mote industry and agriculture. The 
si2xpenditures for each of the 266 
zroups is shown in this Curtis Pub- 
lishing Co. study, with a brief de- 
scription of the purpose of the pro- 
motion. 


No. 3113. New & Larger Market for 
Family Purchases. 

This Curtis Publishing Co. study 
shows the growth of dwelling units 
and households in the U.S. during 
the past 28 years; shows detailed 
tigures on households, families and 
individuals in 1947 and 1948, and 
contains data on market units and 
marriages. 


No. 3114. Joint Marketing Study. 

The Saturday Evening Post and 
he National Food Brokers Associa- 
tion cooperated in preparing this 
study of the food broker’s role in 
food distribution. It includes in- 
formation on the number of sales- 
men employed by brokers, types of 
food stores served, attitude toward 
various types of food manufac- 
turers’ advertising material, pro- 
motion services rendered, pricing 
policies and attitude of brokers 
toward discounts, and their views 
gn various ad media. 


You Beat 

The Averages in 

The Huronite & 
DAILY PLAINSMAN 


@ Plainsman readers have an aver- 
uge per capita disposable income 
of $1578. 


® Plainsman readers are “one daily” 
readers. 


®@ Plainsman readers are in Central 
South Dakota — and in the center of 
a vast Missouri River Basin Develop- 
ment Program. 


Reaching the 

Heart of the 
Responsive South 
Dakota Market— 
The Huronite & 
DAILY PLAINSMAN 


‘HURON, SOUTH DAKOTA 


No. 3116. Pathfinder Men’s Shirt 
Survey. 

This Pathfinder study contains 
data on men’s work, dress and 
sport shirts, which were purchased 
in 1949 by subscribers to the pub- 
lication, with information on 
brands purchased and prices paid. 


No. 3117. Pathfinder Women’s 
Shoe Survey. 

Information on women’s shoes 
and bedroom slippers which were 
purchased by Pathfinder women 
subscribers in 1949 is included in 
this study. Data on brands pur- 
chased, the months in which pur- 
chases were made and prices paid 
also are listed. 


No. 3118. Pathfinder Insurance 
Survey. 
Pathfinder based this report on 
a survey made among fire and 
casualty insurance agents in towns 


of 25,000 population or less. Data 
in the report includes information 
on selling aids and selling prac- 
tices in the small town and rural 
market, with some discussion of 
the reactions of the respondents 
to national advertising and socia- 
lized insurance. 


No. 3119. Pathfinder Tool Survey. 

This Pathfinder report shows 
the ownership of various brands of 
hand and power tools among sub- 
scribers to the publication. It also 
includes information on hunting 
and fishing activities of respond- 
ents. 


No. 3115. Selling the National Mar- 
ket. 

Curtis Publishing Co.’s research 
department defines, discusses and 
offers pointers for selling the na- 
tional market in this brochure. 
The report contains maps showing 
counties with cities of 25,000 and 
over; counties in which the largest 
city has from 10,000-25,000 per- 
sons; counties in which the largest 


city has a population of 5,000-10,- 


000, and counties with no city of 
5,000 or more. 


No. 3120. Pathfinder Automotive 

Accessories Survey. 

Data in this Pathfinder report 
covers car ownership among sub- 
scribers, make and mileage of cars 
owned at the present time, pur- 
chase habits of subscribers with 
regard to gasoline, motor oil, tires 
and anti-freeze preparations, and 
plans for buying new automobiles, 
with brand preferences. 


No. 3121. American Home Reader- 
Consumer Panel Reports Nos. 
21 & 22. 

American Home mailed two sets 
of questionnaires to the 2,100 
members of its reader-consumer 
panel, and published this summary 
to report the results. Material in- 
cluded reflects attitudes and pre- 
ferences for such items as coffee, 
evaporated milk, fluorescent light- 
ing, glue, home movies, home per- 
manents, moth killers, musical in- 
struments, paper draperies, radios 
and other appliances, and venetian 
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blinds. 


No. 3123. First National Survey 
of the U. S. Ski Market. 

Ski Magazine has just issued 
this analysis of the U. S. ski mar- 
ket, covering the characteristics of 
skiers, their income, ski experi- 
ence, spending habits, transporta- 
tion, interest in European travel, 
percentage of time spent on winter 
vacations as compared with time 
spent on summer vacations, and 
beverage, smoking and reading 
habits. 


No. 3124. The Apparel & Accesso- 
ries Market. 

Results of an exhaustive survey 
of all phases of the apparel in- 
dustry and the problems it faces 
at mid-century are included in 
this new 126-page book published 
by Macfadden Publications. Chap- 
ters in the volume are devoted to 
disturbances in the apparel econo- 
my; how people decide what clothes 
to buy; influence of style; na- 
tional brands and advertising; the 
‘wage earner teen market; infants’ 


ce 


TESSEN and DAIRY 


COFFEE ’ 


were handed a printed card which listed New York 
and local daily newspapers, and asked which they 


Along with their spinach, spuds and sardines, the 
adding machine tape totals, the change from their 
legally tendered legal tender, and cheery chatter from 
the checker... How’s the baby...Special on dog biscuits 
today—two for two bits... No mam, the manager ain’t 
married ...No charge for free parking... 


chain. In the suburbs, local newspapers were listed 
with the eight New York dailies. 

In the 87 stores, 76,842 customers (more than 
90% of them women!) filled in cards, put down 
168,421 check marks for the eight New York City 


papers, and 26 local dailies. 


The customers in 87 supermarkets and chains 


read regularly. 


Checkers gave out cards on eight different days 
last fall, between the hours of 8 a.m. and 6 P.M.... 
in the A & P, Einhorn’s, Food Fair, Grand Union, 


The tabulations showed that The News was read 
by 41,826 (54.4%) of grocery chain customers— 


29,477 (60.5%) of New York City customers...and 
by 12,349 (43.9%) of suburban customers . . . No 


King Kullen, Kollner’s, Roulstons, and Safeway. 


A total of 56 stores in the five boroughs of New 
York, and 31 stores in nine suburban counties were 
covered. Special interview cards were printed for each 


other newspaper even came close! 
The box score of 76,842 customers in the city 


and suburbs: 
Total % 
Mentions Coverage 
News 41,826 54.4 
Herald-Tribune 11,535 15.0 
Mirror 16,082 20.9 
Times 16,779 21.8 
Journal American 20,660 26.9 
Post Home News 7,385 9.6 
Sun 7,554 9.8 
World Telegram _ 10,289 13.4 
W.-T plus Sun 16,494 21.5 
26 Local Papers 36,311 47.3 


As every buyer of advertising knows, 1 morning 
newspaper reader plus the same reader of 1 evening 
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and children’s wear, and men’s ap- 
parel. Copies for apparel adver- 
tisers and their agencies are gratis. 


No. 3167. More Sales for Your 
Products in a Lucrative $15 
Billion Market. 

Ebony has prepared this bro- 
chure on the Negro market, and 
has included data on employment, 
income, education, brand con- 
sciousness, newsstand sales of 
magazines in Negro areas and 
coverage of ABC Negro newspa- 
pers and Ebony in important mar- 
kets. 


No. 3168. How to Corral the West- 
ern Market. 

This brochure, issued by West- 
ern Family, contains data on the 
size and buying power of the mar- 
ket areas in California and Wash- 
ington served by Western Fam- 
ily. 


No. 3169. Dollar Volume of Mar- 
ket. 


Western Family has prepared 


this leaflet with information on the 
wholesale volume of West Coast 
cooperatives whose members dis- 
tribute the publication, plus gross 
sales volume of all members of 
each cooperative. 


No. 3170. Merchandise Movement, 
in Cases, Through Major Co- 
operative Warehouses. 

Western Family reports quarter- 
ly on the actual case movement 
figures of merchandise which goes 
through Certified and Spartan 
warehouses. The figures are listed 
by product classifications, and 
each brand is shown separately, 
under a code number. Distribu- 
tion of the reports is confined to 
advertisers and agencies specifi- 
cally requesting the information. 


No. 3125. Report to Management 

from the Wage Earner Forum. 

Macfadden Publications issues 
reports on surveys of its panel of 
1,500 families periodically. Each 
report is separate. Titles still 
available include: “Wage earners 


are tax conscious”; “Baking habits 
in wage earner homes”; “Some 
current attitudes toward industry”; 
“Wage spending plans”; “Wage 
earner attitude toward British 
goods.” 


No. 3126. Macfadden Publications’ 
Marketing Memos. 

Issues of “Marketing Memos” 
are released periodically by Mac- 
fadden Publications. Recent issues 
still available discuss such sub- 
jects as the rise in loose money; 
TV now and later, and estimates 
of family distribution by income 
groups. 


No. 3175. Your Best Customers in 
South Africa. 

The Atlantic edition of Time In- 
ternational has issued this study of 
the market reached in Johannes- 
burg and Capetown. Data included 
in the study covers economic levels 
of readers and the general public, 
education, travel habits, occupa- 
tions, ownership and brand pref- 
erences for appliances and auto- 


mobiles, home ownership and sim- 
ilar information. 


No. 3176. Your Best Customers in 
the Pacific & Far East. 


This report on a survey con- 
ducted among readers of the Pa- 
cific edition of Time International 
covers occupations, buying plans, 
auto and truck ownership, appli- 
ances and other consumer goods 
purchased, mail order buying plans, 
and detailed information on reader 
characteristics. 


No. 3172. The Wall Street Journal 
Market. 

This folder, issued by the Wall 
Street Journal, contains a break- 
down of the market served by the 
publication. Included are data on 
the types of businesses and busi- 
ness men who subscribe, the posi- 
tions occupied by subscribers and 
their functions. 


No. 3173. It’s Time to Take a Look. 
The Wall Street Journal has pre- 
pared this 52-page booklet con- 
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BRIEF 
FACTS 


to help you appraise 
this Catholic home market | 


— 


in Supermarkets! 


=< 


| FRUITS 


and VEGETABLES 


newspaper doesn’t mean two grocery buyers—but 
one. He’s naturally interested in the unduplicated 
circulation, the net rather than the gross coverage. 

From experience he knows that he can buy a lot 
of small newspapers and get a lot of duplication with 
city papers, attain market coverage at high cost. 


Or he can choose The News as the base paper, 
get the maximum number of unduplicated customers, 
reach most of the market in one medium at one time 
and for one low cost. Adding other papers to The 
News adds comparatively little net coverage—as the 
chain grocery study of 76,842 customers shows... 


. Net FJNet %Net 
Readership Coverage Added 
News 41,826 54.4 
Newst+Herald Tribune 49,142 64.0 9.6 
News+ Mirror 45,294 589 4.5 
News+Times 52,012 67.7 13.3 
News+Journal American 47,692 62.1 7.7 
News+Post Home News 46,436 60.4 6.0 
News+Sun 46,770 60.9 6.5 
News+ World Telegram 47,487 61.8 7.4 
News+W-T plus Sun 51,719 67.3 12.9 
News+26 Local Papers 59,485 77.4 23.0 


The News alone gave 54.4% coverage. Adding 


any other NYC paper ups coverage only 4.5 to 13.3%! 


The moral of the story—is that The News sells ° 


more spinach...and more of any other merchandise 
... because it has more customers who buy! 


With more than 2,225,000 circulation daily, 
4,250,000 on Sunday, The News is by far the largest 
newspaper selling force in America...read by seven 
New York City families in ten, more than half of the 
suburban families ... merits the top place on any 
advertising schedule in the country’s largest market. 
For maximum sales at minimum cost, call or write for 
full data and details. Any representative will be glad 
to tell you more about the world’s best opportunity 
to do more business! 


Q 


Lr 
(cn, Titre 


art 


THE (4 NEWS, New York’ s Picture Newspaper 
220 E. 42d St., New York... Tribune Tower, Chicago 
155 Montgomery St., San Francisco 


19.4% of the population of the 
United States are members of 
the Catholic Church. 41.3% of the 
church membership of all denomi- 
nations in the United States are 
Catholics. 24.5% of these Cath- 
olic people are reached every week 
by Our Sunday Visitor-Register Unit. 

This “‘unit"’ is the combination of 
the ‘‘Visitor’’ and “Register,” thel 
two largest religious papers, with 
an ABC circulation of 1,292,698 
net paid weekly. 

For over 37 years, Catholics 
have turned to these papers fo 
news, information, inspiration anc 
guidance in the practice of their 
Faith. Reader confidence is at its 
highest when the readers are view: 
ing the editoriai features in these 
religious publications. 

68% of these Catholics live ir 
the 13 states where 67% of all re- 
tail sales are made. 46% live ir 
cities of 100,000 population anc 
over. 73 % live in their own homes 
51% are in the $3000-$5000 an: 
nual income bracket. 


These families average 5.0 per; 
sons as compared with 3.8 person 
in the average family in the Unite 
States. They buy more and bu 
more often. 

The advertising rate for thi 
“unit” with 1,292,698 circulation i 
$3.60 an agate line; contract rate 
as low as $2.80. It’s a bargain. 


1,292,698 


CIRCULATION WEEKLY 


Boa Seunax Warres 
~ Recister Unit 
@ 


ADVERTISING REPRESENTATIV 


C. D. Bertolet & Co., Inc 
30 N. Dearborn St., Chicago 2, Il 
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Ihe Damndest Cha 


PROVE CONCLUSIVELY THAT THE AMERICAN 


@ Research and Media Dir 
Richard Manvillt’s re 
our editors are iivail: 


your personal exémina 
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Remember This 


3,000,000 MEN RE! 


age ane” cai ee ee ae ee eg oe eee eee) ee eee ee ee re ee ee eee ee eee ee, el © =i be Sr Ret N Ri acy Nahe eta, il ia Sulla peter ae ee ee 
: oe 
’ 
eS a | 
a 
; 
a fy ’ 
4 e 
} 
J 
“ . * 4 
| : o, 
, . 
af ’ 
: 1 = 
i ; 
AI - ; 
io 
“ . a’ 4 
| ' . 
; : ae 
; | 3 
: | 4 F ‘ 
: - - 
| A , 
| & 
/ ts oe og 7 
4 a 
| * ~~ . Mi 
: eo : * 4: v4 eee a. ae « 
| : oe: vs a See AVN a P 
: 2 i Py " . ' 
| “3 es my, | 
ae P oe : 
a a SRN i ae ie ade 
he " ie ae ae ae pega. ee olay ; Mes 
e *. ; é : : a $f 
f : ca Jp ; Pe. 
' ns f: 4 % t ; : a : . jure “ ‘ete See é f + 
- | ae ; Pr re ei a % 
s- ; Pe 3 f . : ; , bis. _ 
ste Ys " ‘ he ; P . 
me, aT * < a i L ; eh, 
: a : ad ‘ : : F ee" a. 
| . : a Le 
i = - 5 es t ah: 
i ol # ; : ‘ j sss es 4 | 
| . : coe : ole ’ 
' "Sah! * % eae a — : 4 : 
: CR ee Be ee : rT? ae ae Pat aloe 
| = ; . BN ee ce RN ae ; a oe j a al 
F y mri ty ‘a si N a A 
' . ieee er ; - / 
P z ‘ PT ga ge! eae rang “f Pag Phy: 7 gah 
cercasenamnmernmn oa . ee ae ae Be ra am ee : me i 
. ia . hee a ae a a ae ae pect: ate : . 
’ oF a; i eS 7 7 tJ ‘- & ¥ F pe ee ee aes P ? 
yy ee ne ose. ‘ he ae a 3 
4 ye d iS oe ee Pa S. sae = s 
Ls Sue te a I a ca 2 ele Sd fede * ‘ 
of Tac Oe aga vied aa ee eC pty rie £ 2 
4. Hc es Re itn ek a aS. ee ms ee 
i ag zs ae oS a ra 2 Rad oe 2 
~ oe Ese iy 2S A ia 7 “A 
ee oe ht i gs 
eS ‘ $s oo ee zy 
i . he dees na 
e Nhe ” “4 
| ea hea a 
2 . i ee 
bs 5 
! Cpe. xy 
i a _ ‘ 
5; fs es e 
<4 ‘iad 2 A 
e Meets Ripendcin: : 2 Gee emo | 
ee h 
| 
i ’ 
! 
| 
ee ose ; oS Ae Be oe ee A ee ee Rae ie Se shoe it = SS AL CT: Oy 1k aes eee en ae e tee Mn < ee gee Reaih e nye FCS As sie Ries cue ene AD ae Ee ee sas at : ary er aes 3 = ae Rete ee ee 
RRS co Seep aegg? Pa te 2 ae REE a Br etee i ne Pee eR et ei. ls Me a a ee rN ah ah = Oe ig Boner mih er = 7 pide Pet SA Ae en ap oer ieee ee MS 5 
la AG ene! ir RE A fons ae ‘ se ce, aes 4 ee lt, Been. ae Some sees Saris =~ Pde ts es c. qa oes a rf = 4 Wipes irs a Mey ae al 
OD Rn ae eee ee RENE AUP OCW eo ee, ee gage ce ne Se me a Mate ey en ene mee Re eee oy PES CL ine Mie. 9c, Soy eye sti {ot i le Naas ne eae Ri oe eid be LS a 
ala, RIES Stee pale ame ei Cememepene 8 Rem Or Be aaa ce iit en ammmame a et (mae = ge A Nib i BSCE ESI eT Age RR TOs oc oc Mea) eo? =), Se SER gs an URRY ine re icc 9 oe Ee eee 


, . 
‘ 


ts Youve Ever Seen! 


EGION MAGAZINE IS READ BY 3 MILLION MEN 
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TOP AGENCY RESEARCH DIRECTORS 
CALL THIS ONE OF THE MOST EXACT- 
ING READERSHIP STUDIES EVER MADE 


THESE FACTS MEAN EXTRA VALUE FOR YOUR CLIENTS’ 
ADVERTISING DOLLARS — BETTER RESULTS FOR YOU 


Eighty-nine percent increase in readership in 3 years— 
proved conclusively by one of the most exacting studies 
ever made! That’s why The American Legion Magazine 
is breaking records in producing sales among men. 


_ Read What Happened 


By 1947, two million new subscribers were reading the 
Legion—men whose common interest in America and in 
their own communities had inspired them to join the 
American Legion. Our editors wanted to know how to 
make these men not only read but actually depend on the 
Legion Magazine and its special services. 

Thus began the most rigid and thorough reader prefer- 
ence study ever undertaken. No time was spent with “hit 
and run” readers. The only men interviewed who quali- 


Source: Richard Manville’s Editorial Reports 


THE AMERICAN 


fied as readers of an issue were those who had read a min- 
imum of 25% of two or more major editorial features. 


On the opinion and the needs of these men we rebuilt 
the Legion Magazine. Editors made sweeping changes, 
revamped entire issues, threw out low-preference fea- 
tures. They accepted only articles with the highest prefer- _ 
ence quotas. 


‘The present Legion editorial formula took shape. Today 
it rigidly determines the selection of everything that’s 
published. 


That’s why the charts above tell such a powerful story. 
We believe you will agree, they answer once and for all 
the query “How well read is The American Legion Mag- 
azine P” 
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* | Available Market Data — National 
f To secure copies of data listed. use the handy coupons 


f taining tabulations of the types of 
? business it reaches and the occupa- 
} tions of readers. Included in the 
§ brochure are reprints of the vari- 

ous advertisers’ advertisements, in- 
} dicating the types of appeals used 
#to reach Wall Street Journal 
; readers. 


,CHARLESTON 


WEST VIRGINIA 
Charleston, The Largest City in West 
Virginia Is Blanketed By 
HE CHARLESTON DAILY MAIL 
The Daily Mail, Charleston's only evening 
newspaper. 
The Daily Mail leads in city circulation. 
The L ng Mail leads in retail food ad- 
ve ng. 
¥ ASK FOR ADDITIONAL MARKET FACTS 
: Nationally Represented By 


}WARD-GRIFFITH CO., INC. 


* Park Leuineten Bullding........... 
\ Wrigley Bulldi 
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; SEND FOR OUR CITY ZONE POPULATION FOLDER 


No. 3174. New York TV Set Own- 
ers. 

TV Guide, New York metropoli- 
tan program magazine, has pub- 
lished the results of a new survey 
of TV set owners in the area, cov- 
ering viewing habits, preferences 
regarding cigarets, liquor, beer, 
candy and other information about 
set owner families. The study was 
conducted by Fact Finders Asso- 
ciates Inc. 


No. 3180. Audience Study of 11 
Magazines in Canada. 

A 36-page report of the Can- 
adian Advertising Research Foun- 
dation on the audience of Can- 
adian Home Journal, Chatelaine, 
La Revue Moderne, La Revue Pop- 
ulaire, Le Samedi, Maclean’s, Na- 
tional Home Monthly, New Liber- 


TROIT|ty, Reader’s Digest, Selection du 


Reader’s Digest, and Time. Covers 
penetration, distribution of readers 


by sex, age, community size, ur- 
ban and rural, geographic regions, 
economic. status, etc. Available 
through Time International. 


SOON TO BE PUBLISHED 


No. 3127. American Home Silver- 
ware Survey. 

The American Home will re- 
lease this study in early August. 
Data in the report will include in- 
formation on silverware owner- 
ship ‘among subscribers, knowl- 
edge of brand names, date of last 
purchase and future purchasing 
plans, with cross tabulations by 
age and marital status. 


No. 3128. American Home Read- 
er-Consumer Panel Report No. 
24. 

Building and remodeling plans 
of the American Home panel, 
family savings and vacation plans, 
data on home ownership, gift pre- 
ferences, and preferences for fur- 
niture and other home furnishings 
will be included in Report No. 24, 
scheduled for release early in 


—~ 


June. 


No. 3129. America Today. 


Early in June, Macfadden Pub- 
lications will release this summa- 
ry of the American market at mid- 
century. The volume includes data 
on changes in population, income 
distribution, employment, occupa- 
tions and spending patterns of 
white collar and wage earner 
groups. Almost all of the material 
included will be presented in gra- 
phie and tabular form. 


No. 3131. Fawcett Women’s Group 
Food Survey. 

This study of food brand pre- 
ferences and buying habits of 
Fawcett Women’s Group readers 
is expected to be ready for distri- 
bution early in June. 


No. 3132. Today’s Woman Reader 

Characteristics, 1950. 

This study of the readers of 
Today’s Woman will be published 
late in June. Information will in- 
clude personal statistics and buy- 
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ARMOUR & COMPANY 
GIPPS BREWING CO. 
' BEMIS BROS. BAG CO. 
PRINCESS PEGGY 
STANDARD BRANDS. 
HART-CARTER CO. 
HERSCHEL MFG. SS 
HYSTERCOMPANY ~~ 
: NATIONAL DISTILLERS 
: ALTORFER BROTHERS 
| COMMERCIAL SOLVENTS 
i AMERICAN DISTILLING 
PABST BREWING CO. LAA, 


| KEYSTONE STEEL 


METROPOLITAN PEORIA . . . 


ALLIED MILLS 


COMMONWEALTH EDISON 
PEORIA MALLEABLE 
CORN PRODUCTS 


———— 


HIRAM WALKER INC. 
! R.G. LeTOURNEAU INC. 
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M@HIONOL ALUMING.- 


W. A. LAIDLAW CO. 
HUMITUBE MFG. CO. 
BOSS MFG. COMPANY 
CORP. 
QUAKER OATS COMPANY 
MUIRSON LABEL CO. INC. 


at ALL-TIME HIGH 


iin. 


\\ 


These well-known Metropolitan Peo- 
ria Industries distribute their products 
world-wide. Payrolls range from 75 
employees in the smallest company 
to 23,531 in the largest. 


Advertising Age, May 29, 1950 ’ 
ing attitudes. 


No. 3133. True Reader Character- 
istics, 1950: 
Also set for completion in June 
or July is this report on the char- 
acteristics of the readers of True. 


No. 3134. Mechanix Illustrated 

Automotive Survey. 

Fawcett Research will issue this 
report in June or July. Data in 
the study is based on 2,406 per- 
sonal interviews in 71 cities and 
towns. Purpose of the project is 
to study the extent of the do-it- 
yourself trend in automotive main- 
tenance; to measure relative brand 
consciousness of readers and non- 
readers; to determine ownership of 
cars and reasons for purchasing 
specific makes. 


No. 3135. Mechanix Illustrated 
Special Products Survey. 
Fawcett research department of 

Fawcett Publications will have 

this report ready early in June. 


No. 3136, There Are Millions in the 
Model Railroad Market. 

Kalmbach Publishing Co., pub- 
lisher of The Model Railroader 
and Trains, has scheduled publica- 
tion of this study for June 1. The 
report contains data on age groups, 
marital status, average income, oc- 
cupations, home ownership, maga- 
zines read, radio and TV listening 
and other characteristics of model 
railroad hobbyists. 


No. 3137. Target of Opportunity. 

Market report No. 203 will be 
issued by Puck—the Comic Week- 
ly about July 1. The booklet is de- 
signed to show the 878 “target” 
counties—those containing cities 
of 10,000 population or more. Mar- 
ket potential and other factors de- 
signed to help advertisers evaluate 
the usefulness of such counties are 
included, along with circulation 
figures of six leading national 
publications, 


No. 3138. The Key to Expanding 

Retail Profits. 

This booklet is designed to de- 
monstrate to retailers how full 
cooperation with national adver- 
tisers will expand profits. The 
booklet lists all U. S. cities with a 
population of 1,000 or more in 
which Puck—the Comic Weekly 
has merchandiseable circulation. 


No. 3130. Annual Grit Reader Sur- 
vey for 1950. 

Grit will bring information on 
the brand preferences of its read- 
ers up to date with the 15th annual 
survey, scheduled for publication 
in August. Classifications include 
automotive, drugs and cosmetics, 
grocery products, home appliances, 
and tobaccos. Distribution will be 
limited to national advertisers and 
recognized agencies. 


No. 3139. The Elks Club in a Typ- 
ical Community. 

Elks Magazine is preparing a 
detailed brochure on the commun- 
ity of Belleville, Ill., and the place 


CATERPILLAR TRACTOR 


Metropolitan Peoria Employees .. NOW 101,972 
At Today’s HIGH Payroll Figures... 


A MIGHTY MARKET for Your ‘‘A”’ Schedule! 


Daily Net Paid Sy 


National Representatives - WARD-GRIFFITH CO. INC. 


PEORIA NEWSPAPERS. INC 


OURNAL: STAR 


TEST CITY U.S.A. 


Now » « « 99,000 


. Agent. 


Offices in Principal Citles > > 


of the Belleville Elks Club in the 
city. The lodge was selected as 
typical of the 1,540 Elk lodges 
and data will include members’ 
reading preferences, family data, 
ages, recreational interests, occu- 


DAYTONA BEACH 


Florida’s Year "Round Resort Reached By 

THE DAYTONA BEACH NEWS -JOURNAL 

1. Daytona Beach is an unusual test market; 
its thousands of visitors come from all 
over the U.S., Canada, Cuba and S. 
America. 

- Over $46,000,000 effective buying income. 

. Over $36,000,000 retail sales. 

. A quality market index of 121. 

- 1949 total advertising 10,066,667 lines. 

. National advertising gain 20.58%, com- 


Qa m corm 


pared to Nation’s average 14.80%. 
SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 
Represented By Vv. J. Ob Jr. In 1 
And Nationally Represented By 


WARD-GRIFFITH CO., INC. 


Park Lexington Bullding........... NEW YORE 
«+++. CHICAGO 


meral Motors Building os OIT 
Statler Office Building................. BOSTON 
23 Marietta Strect...........scccceee: ATLANTA 


DUNSING................- SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 
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Advertising Age, May 29, 1950 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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pations, incomes and other per- 
sonal characteristics. 


compiling a comprehensive new|000 subscribers. The report, sched- 
study, based on a sample of 10,-|uled for publication in June, will 


Available Market Data — National 
To secure copies of data listed, use the handy coupons 


contain data on future auto pur- 
chases, plans for switching brands, 
beverage habits, insurance carried, 
hobbies, brand preferences for 
toilet goods, tobacco use, home 
furnishing plans and information 
on watches, photographic material 
use, apparel purchases and vaca- 
tion plans. 


No. 3146. Kiwanis Magazine Auto- 
motive Survey. 

Kiwanis Magazine plans to pub- 
lish this survey on car and truck 
ownership, age and make of cars, 
new car purchase plans and first 
four brand preferences some time 
in June. 


No. 3147. Third Annual Popular 
Mechanics Automotive Study. 
The 1950 edition of Popular 
Mechanics’ annual automotive re- 
port will be off the press by Sept. 
1. It contains detailed tabulations 


of automobile and automotive ac- 
cessory ownership, buying habits 
and preferences of PM readers. 
Data also included covers yearly 
mileage, and batteries, oils, heaters 
and servicing required annually. 


No, 3148. Tool & Hardware Brand 
Names Most Frequently Re- 


HAVERHILL 


MASSACHUSETTS 
A Key City Of 50,696 City Zone 
Population Reached By The 
HAVERHILL GAZETTE 


. World shoe making center. 
. Western Electric Co. manufacturing 


nue 


center. 
* Effective merchandising help. 
Business ie in Haverhil 


good hill. | 
Request MORE FACTS—ADVERTISE 4 HAVERHILL| 


WARD-GRIFFITH CO., INC. 


Park Lexington Building........... NEW YORE 


Wrigley Building..............seeeee: CHICAGO 
General Motors Building... DETROIT 
Statier Office Building.............++. BOST 

22 MasieS BOTOSS. occ cccdcvcccccccce ATLANTA 
Russ Building................ AN FRANCISCO 


Building 
SEND FOR ouR CITY ZONE POPULATION FOLDER 


No. 3140. 1950 Facts & Figures on 
Field & Stream. 

Readership data on_ sporting 
goods dealers, information cn read- 
er income, home ownership, auto- 
mobile and airplane ownership, 
outdoor equipment ownership and 
similar subjects will be included 
in the new Field & Stream market 
brochure, which is scheduled for 
release in June. The study is sim- 
ilar to previous reports issued by 
the magazine. 


You eat 


3 Ibs. corn 


every day! 


No. 3141. What You Should Know 
About Young Women. 

A portrait of the young women’s 
market, as exemplified by the Dell 
Modern Group reader, is contained 
in this new market data re- 
port, which will be published in 
June. Information in the study 
will cover age, income, home life, 
education and reading habits. 


No. 3142. Children, Measure of the 
Family Market. 

Some time in June, Dell Modern 
Group will release this study— 
the third in a series prepared by 
the National Family opinion organ- 
ization. Comparative figures will 
be presented to cover the average 
American home with children and 
the homes of Modern Romances’ 
readers who have children. Data 
on baby product preferences, brand 
preferences and buying habits of 


both groups will be included. 


No. 3143. The Market Everybody 
Wants. 

Dell Publishing Co. in June will 
issue this detailed study of the 
young women’s market, with par- 
ticular reference to single girls 
between the ages of 18 and 30. 


No. 3144. Brand Buying of the 

American Family. 

This report details a study of 
brand consciousness, brand loyal- 
ty, brand preferences and multi- 
brand purchasing of typical Amer- 
ican families and young married 
families, with particular emphasis 
on economic, geographic and age 
differentials. Dell Publishing Co. 
will release the study in July. 


No. 3145. The Legionnaire Market. 
American Legion Magazine is 


ELIZABETH 


NEW JERSEY 
A Wealthy Market For Your Product 
Covered By The 
‘ELIZABETH DAILY JOURNAL 


1. Metropolitan high spot of New Jersey. 
> Union County market index 110. 
4. 


Net buying income $500,876,000. 
Retail sales $253,677,000. 
ASK FOR ADDITIONAL MARKET FACTS 


lly ad By 
WARD- GRIFFITH co., INC. 
Park Lexington Building......---- NEW YORE 
Wrigiey Building Sake apes .CHICAGO 
General Motors “putiding. DETROIT 
a eee 

arietta Street.........--.+s--+5. 
Russ Building FRANCISCO 


Whether you chow at the Waldorf, 
Pump Room, or Antoine’s, or take 
potluck athome... youand theaverage 


Pea every meal.. 
nt bone, pork choge, milk, cheese, 
ee hot dogs, hamburger, or even 


muffins and corn flakes! 

Corn is the great staple in US 
diet, chief concern of a vast region, 
a major industry of this country. 

The big business of growing corn 
takes resources and resourcefulness, 
the skillful application of soil sciences, 
careful cultivation, developing of new 
species, research, modern machinery, 
for maximum production and profits. 


The work manual handbook of 
new ideas and improved methods, the 
guide to better business and better 
living on the nation’s best farms in the 
cornbelt is SuccEssFUL FARMING... 
with a forty year record of service. 

SuccessFUL FarminG families are 
the nation’s best farmers...have the 


best land, and the largest investmentin 
buildings, machinery, equipment and 
livestock . . . get the largest crops and 
highest cash returns. The million SF 
farm subscribers in the fifteen Heart 
statesalone, earneasily 50% more than 
the average US farmer. 


Ten years of unparalleled prices 
and prosperity have piled up billions 
ofsavings, made a vast new market for 
all kinds of better merchandise and 
goods that better farm 
business and living. 

Your advertising in 
general media doesn’t 
reach most of today’s best 
farmers—needs SUCCESSFUL 
FARMING to open doors, minds, and 
opportunities. You’re not getting full 
potential sales, if you overlook this 
major market and medium. For data 
and detail on both, call any SF office. 
SuccessFUL FarminG DesMoines, New 
York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles, 
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| Available Market Data — National 
eee Rane ane NeD 


quested at Hardware Dealers 
—1950 Edition. 

Questionnaires were sent to 30,- 
000 retail hardware dealers by 
| Popular Mechanics to provide the 
i basis for this report, which will 
; be ready some time this summer. 


LYNCHBURG 


VIRGINIA 


An indonetal Center, A Virginia Key 
City Reached Through 
; A LYNCHBURG NEWS & ADVANCE 
Effective buying income $67,085,000. 
iH uality of market index 115. 
4 3. ity zone population 47,241. 
) 4. rr cannot be sold from the out- 
+ ADVERTISE IN LYNCHBURG-GET OUR MARKET FOLDER 
4 Nationally Represented By 
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\WARD- GRIFFITH CO., INC. 
Lexington Building........... NEW YORK 
Weisles > ¢ctbocceccceccescaed CHICAGO 
+ Genera! peotere auneins pdevondecgedad DETROIT 
‘Statler Ly RE rr 8ST 
122 Mari DNs so cvddedeccascsn can ATLANTA 
Russ Building bab eeecvesvaeced SAN FRANCISCO 


‘ SEND FOR OUR CITY ZONE POPULATION FOLDER 


The study will contain informa- 
tion on brand names most fre- 
quently requested by customers 
for more than 30 tool and hard- 
ware products, tallied in a manner 
designed to permit examination 
of regional brand preferences and 
the effectiveness of local promo- 
tions. 


No. 3151. Life International Ten 
Country Ownership Survey. 

Upper income groups and the 
general public in Norway, Sweden, 
France, Belgium, Switzerland, 
South Africa, Cuba, Mexico, In- 
dia and The Philippines were ques- 
tioned about ownership of high 
price durable goods and were ask- 
ed whether or not such items were 
imported from the U. S. Data on 
these inquiries and information on 
the attitude of foreign business men 
toward American office equipment 


are included in the Life Interna- 
tional report scheduled for release 
in July. 


No. 3152. Those Glorious Years. 

Screenland Unit’s new 12-page, 
two-color booklet with information 
on age, income, home ownership, 
occupation, marital status and 
other characteristics of Screenland 
Unit readers will be available 
after June 1. 


No. 3153. The Time Market for 
Electrical Appliances. 

This report, to be issued by Time 
about June 15th, is a study of a 
selected sample of U. S. homes, 
both rented and owned, and is de- 
signed to present a statistical pic- 
ture of the U. S. family home— 
the type of dwelling, type of heat- 
ing plant, and equipment and ap- 
pliances which are installed. 


No. 3154. The Dun & Bradstreet 
Census of Time Families. 
Time will issue in June this re- 

port on a sample census of Time 


subscriber families by Dun & Brad- 
street. The booklet will include 
data on the composition, income, 
type of home and assets of Time 
families, including an analysis of 
the age, education, occupation, po- 
sition and community activity of 
each member of the family. 


No. 3155. A Report on the Engin- 
eers Listed in “Who’s Who in 
Engineering.” 

The U. S. engineer, the busi- 
nesses and industries in which he 
works, the titles or positions he 
holds, the functions and job re- 
sponsibilities of his position, the 
size of his plant or company and 
his reading habits all are covered 
in detail in this new report, sched- 
uled for publication in June, oy 
Time. 


No. 3149. Influence on Industrial 
Purchases of Engineers, Re- 
search & Management Person- 
nel, 

Scientific American will have 
its report on a mail survey of ex- 
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for Rhode Island 


The Providence Journal-Bulletin is tailored to fit 


your marketing pattern, and provides intensive coverage 


of New England's second largest market. 


For full impact on the 217,200* able-to-buy fami- 


lies in this stable city-state market, whose effective buy- 


ing income nets $1,018,469,000*, put your advertising 


story in the Providence Journal-Bulletin, the unques- 


tioned preference of Rhode Islanders. 


Let the news, editorial and advertising prestige of 


the Providence Journal-Bulletin provide a powerful 


sounding board for your advertising. 


*1949 Estimates, Sales Management 


Represented Nationally by WARD- GRIFFITH CO., Inc. 


PROVIDENCE JOURNAL- BULLETIN 
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ecutives, chief engineers, direc- 
tors of research, plant superin- 
tendents and engineers ready for 
distribution in June. Tabulations 
will show the part played in in- 
dustrial purchasing by persons in 
each of the occupational groups 
and by others in purchasing, sales, 
finance, etc. 


No. 3150. Beauty & Personal Care 
Survey. 

Seventeen’s new beauty report 
(no. 15) will compare data in the 
four beauty reports issued between 
1946 and 1950. All four surveys 
were accomplished through mail 
questionnaires to Seventeen sub- 
scribers and contain data on use, 
ownership, buying habits and 
brand preferences for toiletries, 
cosmetics and many other products 
in the field. 


No. 3156. The Time Auto Market. 

This study, which Time will re- 
lease about June 15th, lists the 
make and model of cars owned by 
Time families, with information as 
to whether they were purchased 
new or used. Also included are data 
on purchase plans—year and mod- 
el—and body styles. 


No. 3157. Characteristics of the 
Nation’s Business Market. 
Nation’s Business early in June 
will release this study covering 
estimates of business firms in 
operation by type of industry, and 
the number of Nation’s Business 
subscribers in each group. 


No. 3158. What Are They Look- 
ing For? 

Nation’s Business subscribers 
were asked what type of informa- 
tion they would like to see in ad- 
vertisements. Results of the in- 
quiries are included in this new 
study, which will be published in 
June. 


No, 3159. The Roles They Play in 

Purchasing. 

This study will contain infor- 
mation on the parts played by 
Nation’s Business subscribers in 
the purchase of equipment, mate- 
rial and supplies by corporations. 


No. 3160. Facts on the Liquor Mar- 
ket. 

Consumption data and liquor 
brand preferences are shown in 
this Nation’s Business study. The 
price is $1. 


No. 3161. Business Activity by 
Population Groups. 

Figures on business activity by 
population groups form the sub- 
stance of this Nation’s Business 
booklet, which is scheduled for 
publication in July. Data include 
income, wholesale and retail sales, 
value added by manufacture, in- 
vestment in plant equipment, etc. 


No. 3162. Tourist & Vacation Ad- 
vertising Expenditures by 
States, Areas & Communities 
in 1950. 

Curtis Publishing Co. will have 
its 1950 tourist advertising re- 
port ready in mid-June. Included 
are the expenditures of various 
political and civic units and the 
purpose for which the money is 
spent (to attract tourists, or to 
attract industry, etc.). 


No. 3163. 1950 Automotive Study. 
Meredith Publishing Co.’s re- 


NORTH CAROLINA 
A Self Contained, Isolated Market 
Reached Through The 
NEW BERN SUN-JOURNAL 


We will help you merchandise your campaign 
in the Sun-Journal to reach the $21,000,000 
effective buying income of New Bern. Test 
your campaign in the New Bern market. 


REQUEST MORE FACTS—ADVERTISE IN WEW BERN 
WARD- GRIFFITH CO., INC. 


trati 
rious 
mark 


ee 
, , k 
| a 
ee | i 
| sear 
| pies 
| surv 
| | of J 
' 
| No. 
) Cc 
| | ps. 
} ing: 
Bt ber 
yYsovari 
whe 
| oper 
pani 
& C 
Woo 
| J.J. 
| _ Cory 
| Gree 
Zn & 
ger, 
ning 
ial i ee ae a I I RE RN) So OT Ge gl a aD i LEN Re Aa m8: No. 
| Phe & ee \ : 
~ mde > Moi y \ Se revi: 
SAAN Se _ te 
> i 
OO this 
- No. 
4 oe AR - 
ERAN will 
a ’ . , | rece’ 
; SE, 5 elry, 
GS Vg le, . SIT tions 
eg gd (— ‘, leg port: 
nd OD iy | publ 
Ay gD te iS - Q g 
SI FI IT SS Voy Fy < ys C7 S 
J : KS YX SNS KS <! SOS sy ye | Et 
4h FS , { <> y a : 
” / by | 
clud 
| ( such 
hom 
a 
; 
| ee se 
! T 
) / Ti 
f, wom 
| avail 
| ee cludi 
femi 
/ chasi 
& 
y ee 
! Z No. 3 
¥ °1 
| ee i 
Th 
| Inter 
ee Sync 
zine 
| habit 
No. 3 
ee A 
e7 
E 
| Int 
i ee sear 
5 num! 
' ee. i in W 
P ee and 
Jo vey 
whic 
ee a 
) catio 
| Ek or eee a 
: ee NEW BERN 
f Buyin 
PEC 
7 So THE 
- 1. Firs 
—_ ee 
3. “Bes 
surv 
4. Per 
| - Gente Motors Buliding..........DErmoIt «© | Wigley 
| Te elton RARER RIN 2 9 OR RDA RED ee OMIA ARR SERPENTINE S IR COSA ERIE EA Statler Office Building................. BOSTOR Station. 
22 Marietta Street.................-.. ATLANTA 22 Mar 
(eer oR eR NR RET ORNATE A RS ASE SET OE SSL CEASE ES TETRIS Russ Building ...............8AN FRANCISCO 2 Mar 
SEND FOR OUR CITY ZONE POPULATION FOLDER SEND | 
Da esa 5) 0 a al gn 3 Od ae ee i a OR RN eT a eS ws faa rh Ss OR at) i ac ee aaah Ci rd i. eile ora ee to te a | i pe eR NC Bet oa gg ee a lg Se 


<2} - mrhniahininnieieeepaspeemmstite 


Advertising Age, May 29, 1950 


Use The Coupons 
in Requesting Data 


search department will have co- 
pies of a detailed new automotive 
survey available about the middle 
of June. 


No. 3164. Data on Cities in Which 

Chain Retailers Are Located. 

The American Weekly is prepar- 
ing a series of reports on the num- 
ber of families and circulation of 
various publications in cities 
where chain retail establishments 
operate local outlets. The com- 
panies include Montgomery Ward 
& Co., J. C. Penney Co., F. W. 
Woolworth Co., G. C. Murphy Co., 
J. J. Newberry Co., McCrory Stores 
Corp., the McLellan Co., H. L. 
Green Co., S. S. Kresge Co., W. 
T. Grant Co., Neisner Bros., Kro- 
ger, Walgreen, Rexall and Cun- 
ningham. 


No. 3165. 1946, 1947, 1948 & 1949 

Cosmetic Sales. 

This American Weekly report, 
revised to include 1949 data on 
cosmetic sales, will be available 
this summer. 


No. 3166. Internal Revenue Re- 

ceipts, 1949. 

This American Weekly study 
will show total internal revenue 
receipts and receipts on furs, jew- 
elry, luggage and toilet prepara- 
tions for each of the 20 most im- 
portant states. It is scheduled for 
publication this summer. 


No, 3171. The 1950 Daniel Starch 

Study of Ebony. 

Ebony will publish in early fall 
the complete details of a study of 
a sample of 1,800 readers made 
by Starch. Information will in- 
clude readership characteristics, 
such as age, TV set ownership, 
home ownership, car ownership, 
brand preferences, and the pene- 
tration of major brands and va- 
rious publications in the Negro 
market. 


No. 3177. The Women Readers of 
Time Canadian. 

Time International will have this 
report on a survey of Time-reading 
women and their brand preferences 
available in June. Information in- 
cludes data on buying habits and 
feminine influence on family pur- 
chasing. 


No. 3178. Magazine Reading Habits 
of Leading Business Men in 
India. 

This report, conducted for Time 
International by the India Press 
Syndicate, Calcutta, covers maga- 
zine and trade publication reading 
habits, import buying, etc. 


No. 3179. Magazine Reading Habits 
Among Leading Business & Gov- 
ernment Executives in Western 
Europe. 

International Public Opinion Re- 
search Inc., Dr. Eric Stern, and a 
number of local research concerns 
in Western Europe, the Middle East 
and South Africa conducted a sur- 
vey for Time International upon 
which this report is based. Data 
includes magazine and trade publi- 


Note: Most items listed here are 


_|available without charge, but not 


all, Those requesting material 
which bears a price will be billed 
by the publishers. 


No. 1. Power and Fuel for Appli- 
ances and Heating. 

Capper Publications has issued 
this booklet, which gives informa- 
tion on the types of power and fuel 
used in major appliances by Cap- 
per’s Weekly subscribers and the 
availability of electricity in their 
homes. 


To. 2. Facts About Capper’s Weekly 
Families. 

Characteristics of Capper’s 

Weekly families and their homes 


are reported in this booklet, issued 
by Capper Publications. Data in- 
clude number and type of auto- 
motive units owned and farm and 
non-farm residence of subscriber 
families. 


No. 3. Homes, Household Equip- 
ment, Farm Buildings, A Study 
of Capper’s Farmer Subscribers. 

The kind of homes in which Cap- 
per’s Farmer subscribers live, the 
basic appliances and furnishings 
now in these homes, and the num- 
ber of other farm buildings owned 
are reported in this Capper Pub- 
lications folder. 


No. 4. Ownership of Hand and 
Power Tools, a Study of Cap- 
per’s Farmer Subscribers. 
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Available Market Data — Farm 
To secure copies of data listed, use the handy coupons 


In this folder, Capper Publica- 
tions reports on the number and 
types of hand and power tools 
owned by Capper’s Farmer sub- 
scribers. 


No. 5. Farm Purchase Practices, 
Automobile and Tractor Fuel, 
A Study of Capper’s Farmer 
Subscribers. 

Kinds of automobile and tractor 
fuels used by Capper’s Farmer sub- 
scribers and places where these 
fuels are purchased are reported 
in this booklet, published by Cap- 
per Publications. 


PATERSON 


NEW JERSEY 
3rd City In New Jersey Covered With 


THE PATERSON CALL 

In 1949 the Morning Call carried more than 
7,000,000 lines of local advertising. Depart- 
ment Stores and national chain food com- 
panies know, from long experience, the 
people of Paterson read and are influenced 
by their advertising in the Call. 

REQUEST MORE FACTS—ADVERTISE A THE CALL J 


WARD- GRIFFITH co. sf 
Park Lexington Bullding........... 
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General Motors Building 
Statler Office Building 
22 Marietta Street 
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Lib 
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Philadelphia.* 


ev cant cover California's Bonanza Beeline 
without on-the-spot radio 


Visualize a big inland market, larger in area than Pennsyl- 
vania plus Michigan. Give it 3 billion in buying power... 
more people than Los Angeles . . . greater food sales than 
Place it across California’s great central 
valleys and western Nevada. You have the Bonanza Beeline! 

But den’t expect to cover it with outside radio. Beeliners, 
remember, live remote from coastal influence — they're in- 
dependent inlanders. So the way to reach them is on their 
own stations ... the five BEELINE stations. 

Each BEELINE station gives you top coverage in its 
own rich radius. With all five, you blanket the whole market. 
Choose best availabilities on each station without line costs 
or clearance problems. Combination rates. 


Here's what you should know about 
KM) Fresno 


Bess 


OrPZHon 


cation reading, import buying, etc. 


PEORIA 


ILLINOIS 
Buying Center For The Rich 13 County 
PEORIArea Market Blanketed With 


THE PEORIA JOURNAL STAR 
1. First metropolitan market in Illinois (ex- 
2. Metropolitan, count 

etropolitan county area pop. 

“Best TEST newspaper in U. S. are. 

survey. 
4. Per capita income—51% above Nat’! Ave. 
SEND FOR peentane’ anes 52 a preenss FOLDER 

tionally 


WARD-GRIFFITH CO., | INC. 


BMB home-county weekly audience of 93% daytime, 93% at 
night. (And Fresno County is notion’s 2nd wealthiest farm 
county.) Hoopers twice as high as next closest station for 
‘ Mon. thru Fri. 12 Noon -6 P.M. period. 351,000 radio families 
in its 16<ounty 1%-billion-dollar erbit. 


McClaty iy Broadcasting Company 


SACRAMENTO, C ORNIA = 6@ ~=— PAUL HH. RAYMER CO., Notional Representative 


RN KWG KMJ 


—— eersfield (CBS) 
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Available Market Data—Farm 
To secure copies of data listed, use the handy coupons 


) No. 6. Capper’s Farmer Market 
Data Folders. 

This is a continuing series, issued 
by Capper Publications as data be- 
comes available. Each folder con- 
tains detailed agricultural informa- 
tion by states and summarizes data 
by nine geographic sections and 


‘Port HURON 


MICHIGAN 

A Wealthy Market For Your Product 
Blanketed By The 

“PORT HURON TIMES HERALD 

ie Port Huron is one of Michigan's Key 

Cities over 58,000 population. 

} eaten f center for the Thumb and River 

tri 
Diversified Industry and Farming. 
SEND FOR OUR PORT HURON mnanet FOLDER 


warp- GRIFFITH CO., INC. 
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,) 22 Marietta Street...............-.5. ATLANTA 
\ Russ Building .......---++++: SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


four major regions. The same for- 
mat is followed throughout the 
series, facilitating cross reference 
from folder to folder. The series 
now contains 87 folders. 


No. 8. Implement & Tractor Market 
Data and Media File. 


This loose-leaf market and 
media file, published by Implement 
& Tractor, contains a report on the 
publication’s continuing market 
survey covering merchandising, 
service and general business opera- 
tions of farm equipment dealers; 
statistical data on tractors and 
farm equipment; and data on the 
publication itself—coverage, spe- 
cial issues, etc. 


No. 9. Directory of Jobbers & Man- 
ufacturers’ Agents Serving the 
Farm Equipment Industry. 

Implement & Tractor makes this 
directory available free to adver- 


tising executives and agency per- 
sonnel. It contains an analysis of 
the distribution services and facil- 
ities offered by more than 1,800 
manufacturers’ agents, automotive 
and farm equipment jobbers serv- 
ing the farm equipment field, based 
on a nationwide survey. 


No. 7. Cranberries, Fresh and 
Canned. 

This Capper Publication booklet 
contains information on the use of 
cranberries by Capper’s Farmer 
subscribers. Supplementary data 
include brands, ways to serve and 
preference for fresh and canned 
cranberries. 


No. 44. Some of the Things Mon- 
tana Farm Families Plan to Buy 
in 1950. 

Farm, household equipment and 
supplies are tabulated in this re- 
port, with the per cent and esti- 
mated number of farm families 
plannipg to purchase them. Pub- 
lished by Montana Farmer-Stock- 
man. 


No. 10. Dakota Buying Power Sur- 
vey. 

The Dakota Farmer has issued a 
brochure containing a study of 
North and South Dakota wealth, 
buying power, cash farm income 
and bank savings, including a com- 
parison of the area’s rank with all 
of the West North Central states. 
The brochure contains a summary 
illustrating the Missouri Valley de- 
velopment and how it will affect 
the Dakotas. 


No. 11. Facts on Livestock Ranch- 

ing on the Pacific Slope. 

Twenty thousand leading beef 
cattle ranchers in the seven west- 
ern states furnished the data for 
this survey covering ownership 
and use of farm machinery, feed 
and concentrates, building mate- 
rials, ranch supplies, automotive 
equipment and other items. The 
survey was made by Western Live- 
stock Journal. 


No. 12. Prairie Farmer Market 
Data. 
Prairie Farmer has available a 


| AUTOMOTIVE NEWS 


You get more news of America's No. | Industry faster in 
Automotive News than in any other automotive publication. 
Weekly, the largest staff of any automotive trade publication 
assembles complete, terse reports of everything that affects 
the interest of anyone allied with automotive production, en- 


gineering, sales and service. Industry leaders depend on 


Jf you read an automotive 


publication for News- 


you ll always find 


more Hews 


Automotive News FIRST. 


The Newspaper of the Industry 
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couple of dozen bulletins covering 
livestock and poultry production; 
acreage; income; farm electrifica- 
tion; ownership of tractors, autos 
and trucks; buying requirements; 
and a survey of agricultural chem- 
icals. The area covered is “Prairie 
Farmer Land’’—Illinois, Indiana, 
southern Wisconsin and southwest- 
ern Michigan. 


No. 13. 1949 Farm Income in the 

Ten Highest States. 

Wallaces’ Farmer & Iowa Home- 
stead has issued a bulletin tabu- 
lating cash receipts from farm 
marketing plus government pay- 
ments; number of farms in each 
state and average income by farm. 
Further, it lists Iowa and Wiscon- 
sin farm income by months; cash 
farm income for both states by 
counties; and cash farm income 
plus government payments for 
both states, 1936-1949, inclusive, 


No. 14. Progress Bulletins on West- 
ern Canada. 

The Country Guide, Winnipeg, 
Can., issues from time to time bul- 
letins covering current data on 
such details as number of farms, 
cash farm income, livestock and 
poultry production, etc. 


No. 15. New England Agricultural 

Data. 

Figures on production and in- 
come, farm ownership and elec- 
trification and many other details 
showing New ‘England’s place in 
the agricultural picture are given 
in this study, issued by the New 
England Homestead. A section of 
the book deals with New England 
farmers’ plans to build, remodel, 
paint and make other changes, and 
shows what they expect to spend. 


No. 16. 1,390,000 Southern Rural 

Families. 

Composition of families, what 
these families have now in the way 
of household and farm equipment, 
and what they say they will buy 
within the next year are reported 
in this folder, issued by Farm & 
Ranch with Southern Agriculturist. 
Farm income for the 15 southern 
states is shown. 

No. 17. Agricultural Reference 
Book for the ‘Sure Crop Area.’ 

Western Farm Life, publisher 
of this study, designates, as the 
“sure crop area,” Colorado, Wyo- 
ming, Utah, southeastern Idaho, 
southern Montana, western Neb- 
raska and New Mexico, the area 
in which about half of all irrigated 
land in the U. S. is located. The 
booklet reports on acreage, pro- 
duction and value of crops, value 
of livestock and livestock products 
and the number of poultry and 
poultry products. 


No. 18. Farm Building Activity. 

Farm Journal has published this 
report from county agents serving 
1,425 counties throughout the 
country, listing a state-by-state 
record of farm homes being built; 
number being remodeled; barns 
and other service buildings being 
built; and the number of smaller 
service buildings being built and 
remodeled. 


No. 19. The 4-H Movement and 
How to Reach It. 
The National 4-H News has pub- 
lished some material on its mar- 


PORTSMOUTH 


VIRGINIA 
A Rich Industrial Center Of 66,270 
Population Reached Only By 


THE PORTSMOUTH STAR 


Per family buying power $4,310 
Effective buying income $105,170,000 
City circulation coverage 112% 

An ideal test market for your product 
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WARS - GRIFFITH co., INC. 
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ket, reporting that there are ap- 
proximately 80,000 4-H clubs ex- 
tending into each of the 3,070 ag- 
ricultural counties of the U. S. 


No. 20. The South Looks Ahead, 

1950-60. 

The ten most important factors 
pointing toward continuance of 
boom times in the South are set 
forth in this booklet, which re- 
produces an address by Dr. Paul 
W. Chapman, Associate Dean, Col- 
lege of Agriculture, University of 
Georgia, and offered by The Pro- 
gressive Farmer. The study pre- 
sents a wealth of economic data of 
fundamental marketing §signifi- 
cance. 


No. 21. Take the Choice Cut. 

The relationship between the 
farmer’s production power and his 
buying power is shown in this 
folder, issued by Breeder’s Gazette. 
A comparison is shown between 
readers’ acreage in leading crops 
and numbers of livestock, and 
those of the average U. S. farmer, 
with comparative figures on total 
farm acreage, crops, livestock, 
poultry and equipment. 


No. 22. Farm Income Quality 

Groups. 

Capper Publications has issued 
this study containing a series of 
U. S. maps showing income per 
farm (average) and the number of 
automotive units per 1,000 farms, 
by counties. The study uses $3,000 
income as the level, and the maps 
show all counties in which 30% 
or more o: the farms have income 
of $3,000 or more. 


No. 23. 1950 Buying Requirements 

of Wisconsin Farm Families. 

This report, based on answers to 
a mail questionnaire sent to 1,500 
Wisconsin farmers, shows, in per- 
centages, what they intend to buy 
for building, remodeling and re- 
pairing; what plumbing, heating 
and cooking equipment and house- 
hold furnishings; and what their 
vacation plans are. Published by 
Wallaces’ Farmer and Iowa Home- 
stead. 


No. 24. 1950 Buying Requirements 

of Iowa Farm Families. 

What Iowa farmers plan to do in 
the way of building, repairing and 
remodeling, what plumbing, heat- 
ing and cooking equipment and 
household furnishings they plan to 
buy and their vacation plans, are 
reported in this folder, issued by 
Wallaces’ Farmer and Iowa Home- 
stead. 


No. 25. Survey of Garden Tractors, 
Barn Equipment, Silos. 

Capper-Harman-Slocum Inc., 
publisher of Michigan Farmer, The 
Ohio Farmer and Pennsylvania 
Farmer, has published this survey, 
which shows farm acreage and 
ownership of farms and livestock, 
as well as ownership, intention to 
buy and brand preference of gar- 
den tractors, barn equipment and 
Silos. Tabulations cover the states 
represented by the three publica- 
tions. 


No. 26. What’s Happening in the 
Nation’s Top Farm Family 
Homes? 

In this brochure, Successful 
Farming reports on recent pur- 
chases and future plans in farm 
home construction, remodeling and 
redecorating, and gives details on 
34 product classifications, from sid- 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market In Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 


$112,455,000 Effective buying income 
$94,083,000 Retail Sales 

Quality of market index 108 
Advertise and sell in Quincy 


ASK FOR OUR RETAIL DISTRIBUTION SURVEY 
WARD-GRIFFITH CO., INC. 


Park Lexington Building........... NEW YORK 
SE MEE oc ccstcscccdceececeed CHICAGO 
General Motors aeens. - 

Statler Office Building s 


22 Marietta Street...........s0++0++:: 
Russ Buil 
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and sewing machines. 


No. 27. Iowa Sales Facts. 

Iowa Farm and Home Register 
offers this folder, which contains 
breakdowns of figures of farm 
homes, cash farm income, livestock, 
value of farm equipment, etc. Com- 
parisons with six other leading 
agricultural states show lIowa’s 
relative economic position. 


No. 28. Take a Look At the Three 

Billion Dollar Poultry Industry. 

The American Poultry Journal’s 
booklet on the poultry industry 
contains a wealth of material, in- 
cluding its rank among other farm 
activities; state rank of gross in- 
come from eggs and chickens; how 
eggs are distributed; and many 
other details. 


No. 29. Fountain Pens. 

Ownership of fountain pens by 
farm and rural families is re- 
ported in this bulletin, published 
by Country Gentleman. The study, 
based on questionnaires sent to 
rural women’s clubs, tabulates age 


ing and roofing to silverware, sinks 


of pens owned; cost and method of 
obtaining pens; ownership by 
others in family; practice of giving 
pens as gifts; and plans to buy. 


No. 30. Your Best Rural Customers. 


Country Gentleman includes in 
this study, along with readership 
figures, regional maps and tabula- 
tions showing market centers, 
number of counties in the market 
area, per cent of sales in stores in 
the market center and surround- 
ing area, and per cent of purchases 
by residents of the market center 
and surrounding area. 


No. 31. The Rural Vacation Market. 


Curtis Research made this study 
for Country Gentleman to learn 
the number of families who take 
vacation trips; when trips are 
taken; where; means of trans- 
portation used; and distance trav- 
eled by each mode of transporta- 
tion; type of accommodations used 
on the trip and at destination; and 
the amount of money spent for 
food, beverages and lodging. A va- 


cation trip was defined as “any 
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pleasure trip of three or more days’; This study, made by Curtis Re- 
duration by any member or group|search for Country Gentleman, 
of members of the family.” reports on the fuels used for cook- 
ing, house heating and water heat- 

No. 32. A Study on Appliance|ing, and the types of refrigerators 
Fuels. used by a selected group of farm 


WE WILL HELP YOU 


make sales in a few wealthy selected markets. Ask us for informa- 


tion about those markets and their newspa which we represent 
in the following states: _ 


FLORIDA MASSACHUSETTS NORTH CAROLINA VIRGINIA 
GEORGIA MICHIGAN OREGON WEST VIRGINIA 
IDAHO MINNESOTA PENNSYLVANIA WISCONSIN 
ILLINOIS NEBRASKA RHODE ISLAND CANADA 
INDIANA NEW JERSEY SOUTH CAROLINA 


We maintain a well balanced, efficient sales organization offering a 
top flight, nationwide national advertising selling service. 


WARD-GRIFFITH co., INC. 


Park Lexington Building 
Wrigley But) 
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area. 


Broadcasting 8 hours a day, 5 days a week, 
it would take nearly 17 months to air the 
11,337 non-network quarter-hours WNAX has 
carried for Procter & Gamble since June, 1939. 
Nearly 2,000 of these were for Ivory alone 
- « . 3,000 for Oxydol. 


Procter & Gamble is just one of the major 
national selective advertisers who use WNAX 
year after year to reach a Major Market 
which can be covered in no other way. 
ty-seven per cent of WNAX non-network ac- 
counts have used the station for ten years or 
more. Blue chip business, this 27% accounts 
for 39% of total WNAX billings. 

Big Aggie Land, served only by WNAX, is 
one united Major Market, embracing 267 
counties of Minnesota, the Dakotas, Nebraska 
and Iowa . . . the world’s richest agricultural 


Twen- 


In 1948 folks in Big Aggie Land enjoyed a 
buying income of over $41, billion—greater 


than Los Angeles, Washington, D. C., or St. 


Louis. They accounted for nearly $3% 
billion in retail sales—greater than San Fran- 
cisco, Philadelphia or Detroit.* 


Convert your Sales Potential into Sales 
Results. Ask your Katz man to show you 
how WNAX can produce good will, increase 
sales of your product or service. 

*Compiled from 1949 Sales Management Survey of 


Buying Power. 


1949 BMB DATA: 405,210 Daytime families; 
327,620 Nighttime. PENETRATION: 80% listen 
to WNAX three to seven times every week. 
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Kentucky farm market. Handled 
interestingly in editorial style, the 
material covers such news as dairy 
show dates, home appliance sur- 
veys, crop reports, dairy industry 


trends, etc. 


No. 49. Livestock Analysis of the 
Southeastern U. S. 

The Kentucky Farmer offers this 
data sheet which contains live- 
stock population figures, by major 
classifications, for every state south 
of the Ohio and east of the Missis- 
sippi Rivers, and includes numbers 
of chickens on farms in these states. 


50. Consumer Survey of the 
Pacific Northwest Farm Market. 

Pacific Northwest Farm Trio 
(Washington Farmer, Oregon 
Farmer and Idaho Farmer) has 
published the 1950 edition of its 
survey, titled ““What’s Being Bought 
for the Farms and Farm House- 
holds of Washington, Idaho and 
Oregon in 1950.” It presents buying 
intentions and brand preferences 
for 149 different items in 12 classi- 
fications. 


No. 51. Pulse of the Farm Equip- 
ment Industry. 

Implement & Tractor issues this 
two-page monthly report on cur- 
rent tractor and crop production, 
sales and trends in the farm equip- 
ment industry. 


No. 52. Cross the Street for Tractor 
Dealer Sales. 

This is a reprint, issued by Im- 
plement & Tractor, of an article by 
the publication’s advertising direc- 
tor, which appeared in “The Sell- 
ing Job,” published by Motor and 
Equipment Wholesalers Associa- 
tion for automotive salesmen. The 
article points out that automotive 
jobbers and their salesmen are 
missing an important contact if 
they fail to call on tractor dealers 
in rural communities. The story is 
packed with data on this service 
market. 


No. 53. Do You Know the Farm 
Equipment Dealer? 

This booklet contains Imple- 
ment & Tractor’s 1949 report on a 
continuing market survey covering 
the merchandising, service and 
general business operations of farm 
equipment dealers. 

No. 54. Statistical Data, Tractors 


No. 


and Farm Equipment. 

Implement & Tractor has re- 
prints available of data published 
in its 12th annual statistical num- 
ber, July 9, 1949. Forty-eight pages 
are filled with tables and sum- 
maries on the farm market. There 
are state-county reports on the 
tractor population; production and 
shipments of various farm equip- 
ment; and many other data. 


No. 57. Brand Survey of Nebraska 
Farms. 

Brands in use in homes of Ne- 
braska Farmer subscribers are re- 
ported in six separate releases is- 
sued by the publication. They 
cover coffee, flour, baking powder, 
; ae geaae food, yeast and pancake 

our. 


No. 58. A Survey of the Use of 
Floor Wax and Furniture Pol- 
ish in Upper Midwest Homes. 

All the details of the use of floor 
wax and furniture polish—kind of 
floors, frequency of purchase and 


SHEBOYGAN 


WISCONSIN 


A Wealthy Market For Your Product 
Blanketed With The 


SHEBOYGAN PRESS 


1. Sheboygan is one of Wisconsin’s key cities 
over 50,000 population. 

2. Home of Prange’s, world’s largest de- 
onl store in a city the size of 
Sheboyga 

3. Diversified Industry. 

SEND FOR OUR SHEBOYGAN maneet FOLDER 


Nationally Represented 
INC. 
ORK 


WARD-GRIFFITH co., 
w 


Park Lexington Building.......... 
Wrigley Building 


use and brands used—are reported 
in this summary issued by The 
Farmer. Questionnaires went to 
farm homes in Minnesota, North 
Dakota and South Dakota. 


No. 55. What’s Happening in the 
Nation’s Top Farm Family 
Homes? 

Successful Farming queried 1,000 
subscribers on plans for remodel- 
ing, repairing, painting, decorating 
and for buying furnishings and 
equipment. A single mailing pro- 
duced a 76% return (a $1 bill was 
enclosed) and the resulting infor- 
mation has been compiled and 
graphically reproduced in this re- 
port. 


No. 56. Ownership of Hunting & 


Fishing Equipment Among Suc- 

cessful Farming Subscribers. 

Data in this report is based upon 
a 12-page printed questionnaire 
sent to 654 subscribers, of whom 
511 replied. Information covers the 
number of hunters per home, fre- 
quency of hunting trips, types of 
firearms used, number of persons 
who fish and the type of equip- 
ment they own. Figures on the 
number of dogs, and types of dog 
care products purchased also are 
included. 


No. 59. Brands of Coffee Used and 
Preferred by Upper Midwest 
Farm Families. 

Brands of coffee in use, brand 
preferences, quantity purchased, 
and choice of pack are reported by 


The Farmer in this survey of Min- 
nesota, North Dakota and South 
Dakota farm homes. 


No. 60. A Survey on the Use of 

Tuna Fish in the Farm Home. 

A questionnaire sent to 139 mem- 
bers of The Farmer’s Consumer 
Panel, from whom 113 replies were 
received, provided the material for 
this report, which covers use of 
tuna fish in farm homes, favorite 
ways of using it, favorite recipe, 
and reasons for non-use. 


No. 61. Major Home Conveniences 
on Midwest Farms. 

Midwest Farm Paper Unit has 
published this study, which reports 
on ownership of home conveniences 
of farm families of the Midwest, 
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showing the future potential buy- 
ing as of May, 1949; influence of 
electrification and of tenancy on 
the ownership and rate of buying 


TORONTO, CANADA 


Capital City of Ontario—Canada’s Richest 

Province— Having One-Third of Canada’s 

Total Population and 42% of Retail Sales — 
Blanketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest in Canada) 

— 80% coverage of Toronto 

— 50% coverage of 45 prosperous Ontario 
centers 
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SALES CLUE FOR YOU 


IN SAN FRANCISCO’S “BEST CIRCLES” 


The Chronicle carries almost five times as much bookstore advertising... 


almost five times as much book publisher advertising ...as all other San Francisco 


newspapers combined* 


Irs BEEN building’up for years —The Chronicle’s lead in book 


advertising. Like, for example, our lead in department store, 


OUR MARKET'S HEART 
1S OUTSIDE “THE CITY” 


Sales Management's 1950 copyrighted 


survey shows the 8-County trading zone 
part of San Francisco’s 9-County Bay 
Area market with: 


69% of food sales 

60.8% of drug sales 

59.8% of retail sales 

52.9% of house furnishings, 
furniture and radio sales 


Consider what this survey reveals about 
population (69.9% in trading zone)... 
and buying power (59.7% trading zone). 
Then you'll see our market MORE like 
Pittsburgh, LESS like Chicago — and 
schedule The Chronicle first! 


ee eee Pod 


the higher-income suburbs. The Chronicle—judged by sales power 
—comes first on any San Francisco list! 


*The 1949 record, exclusi 


, : Se - 
women’s specialty shop and amusement advertising. The reason’s in 
the character and distribution of Chronicle circulation. Chronicle- 
reading families peak up in the better city neighborhoods and in 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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report on Minnesota farm buying 
requirements as indicated by re- 
plies to a survey asking about 
plans to build, repair and remodel; 
plans for plumbing, heating and 
cooking equipment; household fur- 
nishings; electrical equipment; au- 
tomotive, tractor and general farm 
equipment; and spraying equip- 
ment. 


No. 63. 1950 Buying Requirements 
of Dakota Farm Families. 

The Farmer offers this report, 
which covers the same questions as 
those in the preceding item, and is 
based on a survey of farm families 
in North and South Dakota. 


No. 64. 1950 Buying Requirements 
of Nebraska Farm Families. 
Buying plans for buildings, fur- 
nishings, electrical and farm equip- 
ment and spraying equipment are 
reported by Nebraska Farmer. 


No. 65. Livestock Mineral and 


Trace Mineral Salt Survey. 


each of the conveniences; and|the eight Midwest states. | 
home conveniences by states for! No. 62. 1950 Buying Requirements 


of Minnesota Farm Families. 
The Farmer has published this 


Prairie Farmer reports on a sur- 
vey conducted by mail among 
2,394 feed dealers throughout IIli- 
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WONDROUS TWINS: pd BUYING POWER AND Tucewacoe NEWSPAPER COVERAGE 


(~The Worcester Market... 


— 4 ry i4\% 
HAMAR OS YY 


a 
e. 


if . 
~ = 


Tae Worcester Market's economic pulse — as taken by Sales Management's 
1950 Survey of Buying Power* — continues to beat actively and strongly 

as befits the major Central New England Market. An effective buying income 

of $677,940,000, ample proof of Worcester’s wealth, boosts the average 
income per family in the city of Worcester alone, to $5,253 — 17% over 

; the national average. With money to spend, folks in the Worcester Market 

§ spend $423,296,000 in retail sales and $133,812,000 in food sales. 

Corner your share of sales in this active and prosperous market through 

” the newspapers that blanket the area, the Worcester Telegram-Gazette. 


Daily circulation in excess of 140,000. Sunday over 100,000. 


*Source: Copyright 1950 Sales Management Survey 
of Buying Power; further reproduction not licensed. 
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nois and Indiana. Tabulations cover 
brands of livestock minerals and 
trace mineral salt stocked; the best 
sellers; and estimates of the per- 
centage of farmers who use the 
two items. 


No. 66. Livestock Minerals Survey. 
This survey, conducted by Wis- 
consin Agriculturist & Farmer 
among Wisconsin feed and grain 
dealers, reports on brands of live- 
stock minerals and trace mineral 
salt stocks; best sellers; brand rec- 
ommended by county agent; and 
estimate as to percentage of use. 


No. 67. Commercial Fertilizer Sur- 
vey of Iowa Farmers. 

Use of commercial fertilizer, 
place of purchase, crops for which 
it is used, brands bought and other 
questions are answered in this re- 
port of a mail survey made by 
Wallaces’ Farmer and Iowa Home- 
stead among Iowa farm _ sub- 
scribers. : 


No. 68. Commercial Fertilizer Sur- 
vey of Wisconsin Farmers. 
Wisconsin Agriculturist and 
Farmer made this survey among 
Wisconsin farm subscribers to 
learn about their use and choice 
of brands of commercial fertilizer. 


No. 69. Farm Fertilizer Survey of 
Nebraska Farmers. 

Nebraska Farmer covers use, 
purchase (brand and quantity) 
and other details in this survey of 
Nebraska rural route subscribers. 


No. 70. Farm Roofing Survey, Wis- 
consin Farm Families. 
Wisconsin Agriculturist and 
Farmer offers this survey made 
among Wisconsin farm subcribers 
to learn who does their roofing 
work; where supplies are pur- 
chased; type of roofing preferred; 
number of buildings operated; ex- 
tent of roofing work planned, etc. 


No. 71. Farm Roofing Survey, Iowa 
Farm Families. 

Questions on roofing—who does 
it, types preferred, place of pur- 
chase, number of buildings, future 
plans—are answered in this report 
on a survey made by Wallaces’ 
Farmer and Iowa Homestead 
among Iowa farm subscribers. 


No. 72. Farm Roofing Survey. 

The Farmer, St. Paul, has issued 
this report on a mail survey con- 
ducted by its Farmer Consumer 
Panel on use, place of purchase, 
type preferred, etc., of roofing sup- 
plies. 


No. 73. A Four Weeks Record of 
Summer Baking. 

Nebraska Farmer has issued this 
report on summer baking by 100 
Nebraska farm families, showing 
items baked, type of flour used and 
flour purchased. 


No. 74. A Four Weeks Record of 
Summer Baking on 94 Upper 
Midwest Farms. 

The Farmer reports on 1949 
summer baking on Upper Midwest 
farms, tabulating types of items 
baked, type of flour and flour pur- 
chased. 


No. 75. Calf Feeding Survey. 

Data on type of herd, number of 
cows being milked, feeds used for 
calves, use of vitamins and reme- 
dies and other questions are an- 
swered in this report on a survey 
made by Wallaces’ Farmer and 
Iowa Homestead among Iowa 
dairymen. 


No. 76. Farm Equipment and Heat- 
ing Survey. 

Questions about corn cribs and 
storage bins, silos, manure spread- 
ers, fencing, air compressors, port- 
able welding machines, basement 
furnaces, oil burners and oil burn- 
ing furnaces are answered in this 
survey made by Wallaces’ Farmer 
and Iowa Homestead among Iowa 
farm subscribers. 
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i ortant differences 
sub- 
Sur that make SRDS G good medium 
and 
to 
oice 
izer. 
ca SRDS does not just reach the buyers of space and time. Buyers 
ee reach for it — out of habit; out of necessity. 
mt SRDS is used constantly. Not just read for an hour then passed along, 
ers. but used constantly whenever buyers of media are checking advertising 
Vis- opportunities in your field and in your medium .. . working on media presentations 
. planning media proposals . . . building lists . . . preparing estimates .. . 
= allocating appropriations . . . making final decisions that include or 
bers exclude your medium. 
fing 
ur- 
ee f In SRDS you do not seek to interest buyers in your media 
ete. information. Here, buyers seek information about your medium. 
wa They rely on its accuracy, its up-to-dateness. SRDS concentrates strictly 
— | on their market and media buying interests. It gives space to nothing else. 
jur- : 
ure 
nt SRDS covers no counter display specialists; few retail store 
ow advertising people. Only national buyers of space and time are the 
regular users of SRDS... 
ned . Space buyers, time buyers, advertising managers, account executives — 
on- whoever is most concerned with market selection and media buying. 
ner 
se, 
- In SRDS you need not divert promotion dollars to costly artwork; 
nor waste space on attention-getting devices. Buyers want useful 
of information in SRDS, arranged in simple, orderly fashion, to help 
ie them buy wisely, without wasting time. 
= You can put all your space in SRDS to work on the essential facts 
about your market, your audience, how you serve that market and audience, 
of | and why your medium can help sell the products that market and audience buys. 
es And you can let your best story stand — repeat it month after month, 
949 so long as it’s your best story. No monthly copywriting chore; no monthly 
= bills for production. The kind of information buyers of media want 


when they’re using SRDS remains the same — so long as it’s reliable, 
accurate, up-to-date, complete. 


Those are four reasons why SRDS carried 7,596 media Service-Ads* in 1949 
— an average of 633 every month. Ask the SRDS man what they can mean 
for you in terms of more effective, lower cost sales contacts. 
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*Service-Ads are advertisements that supplement 
and expand market or media listings in SRDS with 
useful information that sells by helping buyers buy. 
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No. 77. Farm Tarpaulin Survey. 


Wallaces’ Farmer and Iowa 
Homestead surveyed Iowa hard- 
ware and implement dealers to 
learn about seasonal sales; pur- 
poses for which tarpaulins are 


used; brands most popular with 
customers; three most popular 
sizes, etc. 


No. 78. Filter Disc Survey. 
Number of cows being milked; 


| Drug & Cosmetic 


INDUSTRY. 


Covers a tich and 
forward looking industry 


Also Publishers of Beauty Fashion 


number of gallons daily; use of fii- 
ter discs for straining milk (num- 
ber, size, type); and place of 
purchase are some of the ques- 
tions answered in this survey made 
by Wisconsin Agriculturist and 
Farmer among Wisconsin farm 
subscribers. 


No. 79. A Survey on Farm Use of 
2,4-D. 

The Farmer has issued this sur- 
vey of county agents to learn about 
the use of 2,4-D on farms in Min- 
nesota, North Dakota and South 
Dakota. Answers report an esti- 
mate of percentage who use it; 
most important crops on which it 
has been used; percentage of farm~ 
ers who use it on pastures; and ex- 
pected changes in its use. 


No. 80. Power Tool Survey. 

Prairie Farmer has issued this 
report on a mail survey of its sub- 
scribers to learn what power tools 
they now have, what four they 
would buy first if they were start- 


ing to equip a farm shop, and 
brand preference. 


No. 81. Agricultural Chemical Sur- 
vey. 

Extent of use of chemical weed 
killers and insecticides is reported 
in this bulletin covering a survey 
made by Prairie Farmer among 
county agents and farm advisers 
in each county of Illinois, Indiana, 
Wisconsin and Michigan. 


No. 82. A New and Better Guide to 
Sales in America’s Multi-Billion 
Dollar Farm Market. 

This is Farm Journal’s second 
edition of its farm market guide— 
a 52-page study containing a four- 
color map which shows a county 
index of farm family retail buying 
power. The study uses actual re- 
tail expenditures of farm families 
with cénsus figures and other data 
to present a state-by-state, county- 
by-county method for establishing 
sales quotas nationally and region- 
ally in today’s farm market. 


Like one 


white pea 


in 


Though on the surface your 


a pod 


product and competing ones 
may be ‘‘as like as two peas,’’ yet there is a way 
to make your product stand out from all the rest. 


IN YOUR PRODUCT or in its use, just as in 
you yourself, there is genuine individuality. 

This lies, not in any superficial differences that 
others may match next season, not in any trick 
presentation, but in the creation of a unique and 
distinctive personality that belongs to you alone. 


Determined, consistent association can fasten 
this individuality more and more firmly, until it is 


your product. 


Then, every unit of your promotional effort— 
from the package and shipping carton themselves 
to publication advertising, outdoor, radio, tele- 


gk I Ra ln tg Day NG 


vision, film—becomes increasingly effective as it 


ee paee | erst et. 
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Somewhere, in every product or business, there 


is a vital difference —genuine individuality. 


identifies and isolates your product from those of 


your competition. 


In many different fields the J. Walter Thompson 
Company has assisted clients to achieve this indi- 
viduality . . . helped make their products stand out 


like the one white pea in a pod. 


There are 22 J. Walter Thompson offices strategically 


located throughout the world . 


. . In North America: 


New York, Chicago, Detroit, San Francisco, Seattle, Los 
Angeles, Hollywood, Mexico City, Montreal, Toronto 
and the Latin-American Division in New York... 
In South America: Buenos Aires, S40 Paulo, Rio de 
Janeiro, Santiago...In: London, Antwerp, Johannesburg, 
Capetown, Bombay, Calcutta, Sydney and Melbourne. 
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No. 83. Survey of Scouring Pads 
and Cleaners. 

Brand names of scourers and 
cleaners used and items scoured 
or cleaned with each brand are 
shown in this survey of Farm Jour- 
nal families. 


No. 84. Spark Plug Purchases. 

This survey of Farm Journal 
subscribers reports on where they 
live; ownership of automobiles, 
trucks, tractors and other equip- 
ment using spark plugs; number 
of spark plugs purchased annu- 
ally, and brands bought. 


No. 85. Silver Flatware Survey. 

This survey, issued by Farm 
Journal, is based on a 23.2% re- 
sponse to a questionnaire mailed to 
jewelry stores in places of 15,000 
population or less. It tabulates an- 
swers about brands sold; per cent 
of sterling and silverplate of total 
dollar volume; quality chosen; most 
popular size; and others, including 
rating of farm and rural families 
as prospective customers for ster- 
ling and plated flatware. 


No. 86. Tile (Or Pipe) Survey. 

Farm Journal based this study 
on a questionnaire mailed to 2,000 
men in proportion to total circu- 
lation. Tabulations cover owner- 
ship of tile or pipe, brand, pur- 
poses for which it is used, type of 
dealer from whom respondents 
would buy drain or sewer pipe, 
and plans for replacement. 


No. 87. Automobile Survey. 


Ownership of automobiles, num- 
ber, make and year, and plans to 
purchase (first, second and third 
choices of make) are reported by 
Farm Journal in this survey of 
subscribers. 


No. 88. Packaged Food Products. 


In this survey, Farm Journal 
subscribers report on their use and 
frequency of use of a list of food 
products, including canned juices, 
fruits, soups and meats, flour and 
flour mixes, dog food, and numer- 
ous other items. 


No. 89. Portable Electric Tool Sur- 
vey. 

This study, issued by Farm Jour- 
nal, shows ownership of electric 
facilities, number of buildings 
wired, ownership, brand and use 
of portable electric tools and plans 
to buy such equipment. 


No. 95. Urban County—Farm Coun- 
ty Study. 

A year’s work went into this 
extensive study of the farm mar- 
ket, published by Western Asso- 
ciated Farm Papers. The analy- 
sis uses Census Bureau groupings 
of counties based on density of 
population — metropolitan, small 
urban and rural—for tabulations 
of market factors on a national, 
regional, state and county basis. 


SOON TO BE PUBLISHED 


No. 90. Livestock — Major Farm 
Asset. 

In June, Breeder’s Gazette will 
publish Data Sheet A-3, which will 
show the relationship of livestock 
to other farm assets, and the num- 
ber and value of the major kinds 
of livestock. The location of vari- 
ous kinds of stock will be shown 
in U. S. maps. 


No. 91. The Livestock Farm. 

Being readied for August publi- 
cation by Breeder’s Gazette is Data 
Sheet B-1, which will show char- 
acteristics of farms specializing in 
livestock and indicate ways’ in 
which they differ from field crop 
farms and describe the kind of op- 
eration carried on by the livestock 
farmer; acreage, farm values, num- 
ber of livestock, etc. 


No. 92. Intention-to-Buy Survey. 


Farm & Garden will have ready, 
about July 15, a survey of a sample 
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of its subscribers, which will show | 


the answers to questions about 
their present ownership, replace- 
ment or new purchase of such 
items as trucks, tractors, appli- 
ances, homes, etc. 


No. 93. Facts and Figures. 

A pamphlet reprinting material 
from Farm Implement News’ July 
10 Facts and Figures issue, cover- 
ing production and sales figures 
and estimates relating to the farm 
equipment industry, will be pub- 
lished Aug. 1. 


No. 94. Farm & Ranch World Mar- 
ket Data. 

Farm & Ranch World, monthly 
color magazine distributed with the 
Tulsa Sunday World, has issued 
this folder, which tabulates data 
for its market of 122,420 families. 
A county breakdown includes fig- 
ures for population, families, farm 
income, etc. 


Note: Most items listed here are 
available without charge, but not 
all, Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


REGIONAL 


No. 1100. National and Regional 
Economic Tendencies. 


Bulletin published by Bureau of 
Business and Economic Research, 
College of Business and Public Ad- 
ministration, University of Mary- 
land, in March, 1950, giving basic 
economic data on Maryland, Wash- 
ington, D. C., and nearby areas. 


No. 1101. Want Your Share? 


Data on 11 southern states in 
which “Outdoor Tips,” editorialized 
advertising column, appears. Spe- 
cial information on the winter 
market. Published by Outdoor Tips 
Inc. 


No. 1102. 1949 Annual Survey of 
the Retail Distribution of Beer, 
Ale and Wine in New England. 


Second annual survey by New 
England Newspaper Advertising 
Bureau which shows the retail dis- 
tribution pattern of 43 brands of 
malt beverages and 34 domestic 
wine brands. Material is based on 
personal interviews within the city 
limits of 48 individual newspaper 
markets in New England. 


No. 1103. Grocery Product Distri- 
bution in 13 Scripps Howard 
Markets, 1949. 

Complete classification showing 
per cent of retail grocery distribu- 
tion by brands in each of the cities 
—Birmingham, Cincinnati, Cleve- 
land, Columbus, Denver, El Paso, 
Fort Worth, Houston, Indianapolis, 
Knoxville, Memphis, Pittsburgh, 
San Francisco. Also includes gen- 
eral market data and corporate 
chains and number of stores for 
each city. Published by Scripps- 
Howard Newspapers. 


No. 1104. Maps Evaluating the Pa- 
cific Coast. 

A series of large-scale maps, 
some in full color, showing topo- 
graphy, population density, sales 
response, and Pacific Coast net- 
works, with additional basic data 
on Pacific Coast markets. Pub- 
lished by the Don Lee Network. 


No. 1105. Retail Credit Survey for 
1949, 

A detailed report by the re- 
search department of the Federal 
Reserve Bank of Chicago, cover- 
ing sales and credit transactions of 
more than 1,800 credit-granting re- 
tail establishments in the seventh 
Federal Reserve district. 


No. 1106. Analysis of 56 Cities. 
First 3 Markets Group has pub- 
lished this analysis of all 56 cities 


that can be reached directly by any 
or all of the five major supple- 
ment groups. Retail, food store and 
drug store sales are shown, as 
well as analysis of costs to reach 
the markets. 


No. 1486. Directory of Research 
Studies Conducted by U. S. 
Daily Newspapers, Part 1. 

A directory of all known studies 
by newspapers which provide a 
measurement of sales of branded 
products. Tells who conducts the 
studies, how long they have been 
made, etc. Published by Bureau 
of Advertising, American Newspa- 
per Publishers Association. 


No. 1487. Directory of Research 
Studies Conducted by U. S. 
Daily Newspapers, Part 2. 

A directory of all known studies 
by newspapers which provide a 
measurement of family preference 
of branded products. Tells who 
conducts the studies, how long 
they have been made, etc. Pub- 
lished by the Bureau of Advertis- 
ing, American Newspaper Pub- 


lishers Association. 


No. 1488. Directory of Research 
Studies Conducted by U. S. 
Daily Newspapers, Part 3. 

A directory of all known studies 
by newspapers which provide a 
measure of the retail distribution 
of branded products. Tells who 
conducts the studies, how long they 
have been made, etc. Published by 
the Bureau of Advertising, Amer- 
ican Newspaper Publishers Asso- 
ciation. 


No. 1409. Burgoyne Grocery and 
Drug Index. 

A brochure explaining the serv- 
ice rendered in a dozen cities by 
the Burgoyne Grocery and Drug 
Index, and including basic data 
on the cities in which the index 


‘operates, as well as information on 


how it operates and its applica- 
tion to the solution of marketing 
problems. 


ALABAMA 


No. 1107. No. 1 Test Market. 


79 


Available Market Data — Local 
To secure copies of data listed, use the handy coupons 


Data on population, family in- 
come, employment, agriculture and 
industry in Birmingham and other 
southern cities is included in this 
booklet, issued by the Birmingham 
News and Age-Herald. 


No. 1417. Your Share of $42 Mil- 
lion. 

A complete analysis of Alabama 
liquor sales by counties, showing 
case sales by brands for 1949, as 
well as consumption statistics and 
gallonage. The figures are compiled 
from state alcoholic beverage con- 
trol board reports by the Birming- 
ham Post, and are available to 
distillers and their advertising 
agencies. 


No. 1471. Tuscaloosa Market In- 
formation, — 
Basic data on population, retail 
sales and income for the Tuscaloosa 
market, published by the Tusca- 


loosa News. 


No. 1108. Circulation. 

Market data on Birmingham as 
well as the state is included in this 
booklet, compiled by the Birming- 
ham News and Age-Herald. 


No. 1109. Second Annual Con- 
sumer Analysis. 

Two-year trends on the number 
of users of a variety of products, 
brand preference and store distri- 
bution of each brand are included 
in this second annual consumer 
analysis report on the Birmingham 
market. Published by the Birming- 
ham News and Age-Herald. 


No. 1110. Market Statistics and 
BMB Station Audience. 

Basic market and sales data on 
the Birmingham and surrounding 
area, published by WBRC in con- 
nection with station audience fig- 


...like California without the 


Billion DollarNaller of the Bees 


19-county trading area. 


THE SACRAMENTO BEE 
Media Records for all 1949 
rank it 2nd in the West in 
total daily advertising lin- 
age. Reaches 9 out of 10 
families in ABC city zone 
... half of all families in 


Don't lie down on the job in California's Billion 
Dollar Valley —don’t depend on coast papers. If 


THE MODESTO BEE 


Reaches 9 out of 10 families 
in Modesto, where per capita 
food sales are 323% above 
U.S. average! Has 714 times 
more circulation in Stanislaus 
County than any other daily. 


THE FRESNO BEE 


THE 
BILLION,’ 


Reaches 9 out of 10 families 
in ABC city zone. . . half 
of all families in 4-county 
ABC trading area. Largest 
newspaper between S.F. and 
L.A. Located in nation’s #2 
test market. 


newspapers. Each of them 


you do, you miss a market with higher food sales 
than Philadelphia . . . greater total retail sales than 
all Maryland.* Because the Valley is in imland 
California. And San Francisco and Los Angeles 
papers don’t get around there, any more than 
Philadelphia papers do in Pittsburgh. 

You cover the Valley omly when you schedule 
its own leading papers — the three McClatchy 


is the favorite in its 


own rich area. Together, The Sacramento Bee, 
The Modesto Bee and The Fresno Bee cover the 
whole Billion Dollar Valley as does no other 
newspaper combination — local or West Coast. 


*Sales Management's 1949 Copyrighted Survey 


MClatchy Newspapers 


National Representatives ... O'MARA & ORMSBEE, INC. 
New York + Los Angeles * Detroit * Chicago * Sam Francisco 
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Available Market Data — Local 
To secure copies of data listed, use the handy coupons 


ures from the BMB Study No. 2. 
Also available is statistical data 
on Birmingham, 1900 through 1949, 
compiled by the Birmingham 
Chamber of Commerce. 


ALASKA 


No. 1111. Alaska, A Major Market. 
Analysis of the Alaska market, 


with income figures, number of 
retail outlets, etc., and data on the 
Alaska Broadcasting System, pub- 
lished by Pan American Broad- 
casting Co. 


No. 1112. Alaskan Market Distri- 
bution Survey. 


A series of 57 product classifi- 


cation surveys of the distribution 
of commodities in Alaska. Pub- 
lished by Pan American Broad- 
casting Co. 


ARIZONA 


No. 1115. “Juan Tucson” Rides 

Again. 

Liberally illustrated brochure 
with complete data on population, 
sales, income, utility connections, 
tourist trade, etc., of the Tucson 
area. Published by Tucson News- 


papers Inc., Arizona Daily Star 
and Tucson Daily Citizen. 


No. 1113. Arizona Market Data. 


A file folder containing data on 
population and income, employ- 
ment, taxes, motor vehicles, sales 
data, agricultural data, etc., com- 
piled by KOOL, Phoenix. 


No. 1114. Arizona Progress. 

A monthly compilation of Ariz- 
ona trends and statistics published 
by Valley National Bank. Also 


MOTOR AGE 
“OMMERCIAL 


AR JOURNA 
\UTOMOTIV 
INDUSTRIES. 


CHILTON Automotive 


‘BUYER'S GUIDE 


Cc HHfon’s MOTOR A E 


~ FLAT RATE and 
ERVICE MANUAL 


Chilton’s MOTOR AGE 


SODY and FRAME 
MANUAL |. 


: AUTOMOTIVE — 
MARKETING FACTS 


AUTOMOTIVE 
EWS LETTERS 


AUTOMOTIVE RESEAR 


“WHO'S WHO 


Chilton’s AUTOMOTIVE 


Headquarters 


Automotive Headquarters — the Automotive Division of Chilton Com- 
pany—represents by far the largest editorial, research and merchandising 
force in the automotive publishing field. 
It provides manufacturers and advertising agencies a place to go 

when they need help. 
‘ It also produces the finest publications and services in the automotive 
eld 
MOTOR AGE—Chilton’s publication for the automotive service indus- 
try, according to current ABC reports— 

Has more total circulation in the USA . . . 

Covers more car dealers . . . 

Reaches more independent repair shops . 

Has a higher subscription renewal percentage . . . 

and a lower advertising rate. . . 

. than its leading competitor. 

MOTOR AGE also provides more and better maintenance material for 
its readers, and it delivers more traceable inquiries—over 14,000 from 
its January “Profit Opportunites” issue alone. MOTOR AGE has prestige 
where prestige counts—with its 67,000 readers who are buyers and pros- 
pective buyers of what you have to sell. This prestige is proven by the 
fact that MOTOR AGE has the highest subscription renewal percentage 
of any comparable publication. 
COMMERCIAL CAR JOURNAL—for truck and bus fleet operators— 
is far and away the leader in its field from every standpoint, including 
advertising volume. It is the only publication that gives complete 
coverage of the truck and bus fleet maintenance field. 


AUTOMOTIVE INDUSTRIES—is the automotive industrial news mag- 
azine. It is the only ABC publication in its field that has a subscription 
renewal percentage of 82.15%—or anywhere near it—-without benefit 
of a single subscription salesman. It’s all done by mail. It also pene- 
trates automotive plants to a depth which cannot be matched by any 
competitors—which are not usually exclusively in its field, in any event 
—and it reaches the people who buy or influence the buying of 
billions of dollars’ worth of automotive products every year. 
CHILTON Automotive BUYER'S GUIDE is the only directory exclu- 
sively reaching automotive industrial plants manufacturing automobiles, 
aircraft, trucks, buses, parts, accessories, equipment and supplies—and 
also truck and bus fleet operators and automotive wholesalers. Also it 
appears to be the only publication which has a number of advertisers 
who have not missed an issue for over 40 years. It is a valuable adver- 
tising medium, referred to at buying time. 

Chilton’s other automotive services, as you can see by consulting the 
panel at the left, are widespread and basic. The FLAT RATE and 
SERVICE MANUAL has sold over 700,000 copies—41,000 in 1949 
alone. It leads in sales and usefulness. Carries no advertising. 

Complete information is available on all CHILTON Automotive 
SERVICES— including its outstanding Direct Mail Division, the mail- 
ing department for most of the most important companies in the auto- 
motive field. 

You will find that you get better help or better advertising (which is 
what we sell) in the automotive field if you “Come to Automotive 
Headquarters’ — 


* Automotive Division 


CHILTON COMPANY 


Chestnut & 56th Streets, Philadelphia 39, Pa. 
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available through Station KOOL, 
Phoenix. 


ARKANSAS 


No. 1470. Little Rock Market In- 
formation. 

Basic data on population, retail 
sales and income for the Little 
Rock market, published by the 
Arkansas Democrat. 


No. 1404. BMB Report No. 2 for 
KARK, Little Rock. 


Contains data on radio families 
as well as listening in the station’s 
area. 


CALIFORNIA 


No. 1116. Current Los Angeles 
County Material. 


A collection of material, includ- 
ing a map defining the market, 
population and dwelling unit 
growth and distribution; home 
values, rentals compared with 1947 
incomes, etc. Published by Los 
Angeles Times. 


No. 1402. Market Data for Oak- 
land, Cal. 

A 24-page printed booklet giv- 
ing basic marketing data on the 
market covered by Station KLX, 
Oakland, along with Hooper stud- 
ies, typical advertiser case histor- 
ies, etc. 


No. 1403. Television Set Distribu- 
tion and Saturation Report of 
the Los Angeles Primary Area 
for the First Quarter of 1950. 

Results of a random area sample 
study of television set ownership 
of 10 marketing divisions of the 

Los Angeles area, by economic 

grouping, percent of home satura- 

tion, and make of set. Published 
by Coffin, Cooper & Clay Inc. 


No. 1118. Point of Sale Traffic for 
Ready-to-Wear Items. 


Report on relative importance 
of each of 16 major economic areas. 
Such items as women’s dresses, 
suits, hats, shoes, bras, girdles, 
hosiery; men’s shoes, hats, socks, 
shirts, suits, sportswear; boys’ 
wear, girls’ wear and yard goods. 
Based on findings of Los Angeles 
Times continuing home audit. 


No. 1119. Point of Sale Traffic 
for Home Appliances and Home 
Furnishings Items. 

Same type of data as above, 
covering appliances, furniture, fur- 
nishings, radio, television, etc. 
Published by Los Angeles Times. 


No. 1120. Distribution of Los An- 
geles County’s Food Store Sales. 
Analysis of relative importance 
of 16 major economic areas to the 
Los Angeles County market’s food 


store sales. Published by Los An- | 


geles Times. 


—— 


No. 1121. Distribution of Los An- © 


geles County’s Drug Store Sales. 


Same type of material as above, | 


analyzing drug store sales. Pub- 
lished by Los Angeles Times. 


No. 1122. Relative Usage of Gro- 
cery Store Items and Toiletry 
and Cosmetic Items in Los An- 
geles County. 

Report from the Los Angeles 
Times Continuing Home Audit 
covering 10 months of 1946, and 
all of 1947, 1948 and 1949. 


No. 1123. Index of the Los Angeles 
Times Market and Circulation 
Analyses of the Los Angeles 
County Market. 

An index of market and media 
data available from this news- 
paper. 


No. 1124. Los Angeles Times Con- ' 


tinuing Home Audit. 
Reports from this study of the 
movement of branded merchandise 
are available on a restricted basis 
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to manufacturers and agencies pro- 
ducing or handling a specific prod- 
uct or brand included in the study. 


No. 1125. How You Can Sell More 
Television Sets in the Los An- 
geles Market. 

A Los Angeles Times study of 
home ownership of TV sets, show- 
ing economic levels, area of resi- 
dence, type of occupancy, family 
composition, etc. Also available 
from Station KTTV. 


No. 1126. Food Outlet Map of the 

Los Angeles Market. 

A map of the area showing loca- 
tion of the greater percentage of 
important chain and supermarket 
outlets in relation to transit ad- 
vertising coverage. Published by 
California Transit Advertising Inc. 


No. 1127. Outdoor Display Cover- 
age Map. 

A map showing coverage of an 
intensive showing of 500 displays 
in a traveling outdoor display ef- 
fort. Published by California Tran- 
sit Advertising Inc. 


No. 1128. 1950, What Will It Bring? 

A 32-page printed brochure con- 
taining a wealth of data on the 
Southern California marxet, its 
economic status and sales poten 
tials. Profusely illustrated with 
charts and graphs. Published by 
the Los Angeles Examiner. 


No. 1129. Characteristics of KSMO 

Audience. 

Results of a questionnaire to 
listeners of KSMO, San Mateo, 
giving occupations, TV set owner- 
ship, home ownership, automobile 
ownership, and other pertinent 
data. 


No. 1117. Los Angeles Department 
Store Sales. 
Monthly reports on department 
store sales (by merchandise de- 


| partment), available separately for 
| downtown and westside stores. Fig- 


ures for years since 1946 are also 
available. Published by the Los 
Angeles Times. 


No. 1130. The Story of Alhambra. 

Folding giving population, in- 
come, retail sales and other figures 
on Alhambra and_ surrounding 
area. Published by Alhambra Post- 
Advocate. 


No. 1131. Monthly Market Chart. 

Published by the San Diego 
Journal, this monthly chart gives 
basic economic and sales data on 
the San Diego market. 


No. 1132. Annual Business Survey 
for 1949. 

Complete review of commerce, 
industry and trade in San Diego 
for the year 1949, published by the 
San Diego Chamber of Commerce, 
and available through the San 
Diego Journal. 


No. 1133. Central California’s In- 
dependent, Isolated Market. 


A brochure presenting food data 
on the Stockton market, and repro- 
ducing in full an issue of the 
Stockton Record, which published 
the brochure. 


No. 1134. Distilled Spirits Excise 
Tax Payments—Northern Cali- 
fornia Counties. 

A 12-page booklet providing a 
guide to liquor distribution in 
northern California for the year 
1949. Lists monthly distilled spirits 
excise tax payments by companies, 
tabulated by city and county 
breakdowns. Published by the San 
Francisco Call-Bulletin. 


No. 1135. California’s Distilled 
Spirits Excise Tax Payments. 
A four-page folder listing 

monthly payments of distilled spir- 

its excise taxes and additional 
levies by 14 California board of 

equalization districts: during 1949. 


Also provides a comparison of 
monthly totals for the past seven 
years. Published by the San Fran- 
cisco Call-Bulletin. 


No. 1136. KROW Primary Area 
Population Estimates by Coun- 


homes, retail sales, individual in- 
comes, and private and public traf- 
fic flow. Published by KROW, 
Oakland. 


No. 1137. Reach Three Rich Cali- 
fornia Counties. 
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Available Market Data — Local 
To secure copies of data listed, use the handy coupons 


No. 1138. Information About Re- 


ty. Eight-page brochure published| gina, Saskatchewan. 

Estimates for Jan. 1, 1950, and| by Santa Rosa Press Democrat and| Folder published by the Regina 
census figures for 1940 covering|Evening Press, giving essential Leader-Post, giving basic data on 
population of nine Bay area coun-| market and buying data on Sono- population, income, industries, etc., 
ties. Also contains data on radio|ma, Lake and Mendocino counties. | revised to May 1, 1950. Also avail- 


able is data on total farm income 
for the past three years. 


No. 1139. CHAB’s Market Bulle- 
tins. 
A group of continuously pub- 
lished market bulletins, usually 
a single sheet, giving latest infor- 


2800000 
... that’s why the-favorite reading 


of more than of them is American Home. 
Cover to cover, it’s edited for ardent homemakers— 
and nobody else. It talks about exciting, practical 
home ideas—and nothing else. So if you want a 
congenial place to tell your advertising story 
of foods or furnishings, drugs, building materials 
or home equipment, you can’t match American Home! 
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Available Market Data —Local 
To secure copies of data listed, use the handy coupons 


mation on sales, agricultural yields, 
bank deposits, and similar statis- 
tics. Published by Station CHAB, 
Moose Jaw, Sask. 

No. 1140. Moose Jaw City and 
Area Facts. 

Loose-leaf compilation of popu- 
lation, retail sales, retail outlets, 
main industries, etc., published by 
the Times-Herald, Moose Jaw, 
Sask. 


No. 1141. Chatham City and Area 
Facts. 


Loose-leaf compilation of popu- 
lation, retail sales, retail outlets, 
main industries, etc., published by 
the Daily News, Chatham, Ont. 


No. 1421. A Basic Marketing Guide 
to Canada. 
Single-sheet oversize chart giv- 


ing basic data on population, num- 
ber of households, income, 1949 
retail sales, life insurance sales 
and other data, with breakdowns 
for each Canadian province. Pub- 
lished by Canadian Opinion Co. 
Costs 50¢. 


No. 1422. Home Ownership Sur- 
vey. 

A study of the home ownership 
status of readers of Chatelaine, 
based on 1,464 cases. Shows type 
of living accommodations occupied, 
mortgage status, plans for buying 
or building. 


No. 1423. Survey on Smoking Ac- 
cessories. 

A study of the smoking habits 
and preferences of Canadian 
households, including who smokes, 
what they smoke most, and the use 


of pocket and table lighters, for 


both home use and gift purposes. 
Published by Chatelaine. 


No. 1424. Canadian Women An- 
swer Some Questions on Life 
Insurance. 

A questionnaire study on the 
factors influencing purchase of 
life insurance, published by Cha- 
telaine. 

No. 1425. Nobody Here But Us 

Cooks 
Reports of a survey of cooking 

and baking practices of 1,500 
readers of Chatelaine, covering 
the entire field in great detail, 
and broken down by income, geo- 
graphic area, city size, family 
size, etc. 


No. 1426. A Survey of Food—Part 

Two. 

This is Study No. 10 of the 
Reader Advisory Board of Cana- 
dian Home Journal, dealing with 
food and grocery product pref- 
erences ranging over a wide var- 


‘ety of product classifications. Con- 


New «+ 


tains data on use of products and 
brand preference. 


No. 1427. A Survey of Clothing and 
Textiles. 

Published in two parts, as Stud- 
ies No. 11 and 12 of the Reader 
Advisory Board of Canadian Home 
Journal, these studies analyze 
use of various types of clothing and 
textiles, amount of annual pur- 
chases, brand preferences if any, 
etc. 


No. 1484. Reader Advisory Board 
Continuing Brand Study by 
Canadian Home Journal, a Sur- 
vey of Clothing & Textiles, Part 
One. 

The Canadian Home Journal’s 
consumer panel was queried to 
obtain the information on clothing 
and textiles contained in this study. 
Data cover number of shoes pur- 
chased per year, brand preferences, 
children’s shoe purchases; and pur- 
chase information on bath towels, 
dish towels, fabrics for home made 
clothes, zippers, hose, panties, slips 


IMPORTANT 


INFORMATION FOR ADVERTISERS IN WASHINGTON, D. C.! 


Want to reach the people 


who are spending the big money= 
in Washington. D. C.? 


Just released—an analysis of all 
new passenger car sales in the Dis- 
trict of Columbia from 1946 to 1949— 
revealing a dramatic change’in the 
kind of people who are doing the 
big buying today. 


It means that preconceived notions 
about who is spending the big 
money must be tossed in the ash 


can. 


This new 100%-saturation 


study 


throws the spotlight on a major 
shift in real buying power among 
the’ people of Washington. 


It shows that the daily Times-Herald 


NATIONAL REPRESENTATIVE: 


reaches by far the greatest number 
of families in the segment of the 
market that accounts for the great- 
est sales of all new cars... in every 


price line. 


In addition—and this is astonishing 
—the study shows that the daily 
Times- Herald reaches as, many 
families in this most important buy- 
ing group as the next 2 newspapers 
combined ... and at a far lower 


advertising cost. 


Get the facts. Write the Times-Herald 


—and get set for the 


biggest bus- 


iness results from your advertising 
in Washington during 1950. 


WASHINGTON, D. C. 


GEO. A.McDEVITT CO. 
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and baby clothing, with brand 
preferences. 


No. 1485, Reader Advisory Board 
Continuing Brand Study by 
Canadian Home Journal. A sur- 
vey of Clothing & Textiles, Part 
II, 

This latest Canadian Home Jour- 
nal report covers accessories, suits 
and coats, bedding, foundation 
garments, sweaters and dresses, 
Data include frequency of pur- 
chase and brand preferences. 


No. 1142. Torontario. 

Combined visual presentation 
and recorded commentary by The 
Globe and Mail, Toronto, which 
presents market information on the 
importance of the Toronto market 
and gives data on newspaper cov- 
erage of “three markets in one— 
the Toronto metropolitan area, 
over 2,000 other cities and towns, 
and village and rural areas.” 


No. 1143. Canadians As Consumers. 
A handsome 56-page booklet 
published by the Foreign Trade 
Service, Department of Trade and 
Commerce, Ottawa, which con- 
tains explanatory material and 
copious statistics on merchandis- 
ing factors, communities, dwell- 
ings, retail outlets, density of pop- 
ulation, consumer goods, etc. 


No. 1144, What Is the French-Can- 
adian Market? 

Fact-sheets on the French-Can- 
adian market, its size, composition 
and characteristics, published by 
Ralph R. Mulligan, New York. 


No. 1145. The Globe and Mail Cir- 

culation and Market Data. 

Basic data book on the Toronto 
Globe and Mail, including a mar- 
ket data section embracing sta- 
tistics on department store sales 
and total retail trade by provinces, 
breakdowns by types of outlets, 
and especially complete detail on 
the province of Ontario. 


No. 1146. Planning for Profits in 
Windsor. 

Complete market and merchan- 
dising data on Windsor, Ont., in- 
cluding statistics on per capita an- 
nual earnings and income tax re- 
turns. Published by the Windsor 
Daily Star. 


No. 1147. Market Growth of Cal- 
gary. 

A reprint of a score or more of 

business and _ statistical stories 

which have appeared within recent 

months in the Herald, Calgary, Al- 

berta. 


CONNECTICUT 


No. 1148. Market Data Sheet. 
A fact sheet on Winsted, Conn., 
published for the Winsted Even- 
ing Citizen by Ralph R. Mulligan, 
New York. 


DISTRICT OF COLUMBIA 


No. 1412. Monthly Grocery Inven- 
tory. 

Monthly reports on 524 national- 
ly known brands in a panel of 60 
stores in the Washington trading 
zone, showing stock on hand, aver- 
age sales per store, and distribu- 
tion. Reports are available only 
to advertisers and agencies for 
the classifications in which they 
have products. Published by the 
Washington Times-Herald. 


No. 1413. Analysis of New Pas- 
senger Car Registrations. 

Shows sales of each make in 
each of the 96 census tracts in the 
District of Columbia, Montgomery 
and Prince Georges Counties, Md.; 
Alexandria City, Arlington and 
Fairfax Counties, Va. Published 
by the Washington Times-Herald. 


FLORIDA 


No. 1149. Going Places in Business 
and Industry. 


A full-color brochure review- 
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ing industrial and economic pro- 
gress in Miami, produced by Miami 
Manufacturers’ Exposition, and 
available through WTVJ-TV, Mi- 
ami. 


No. 1150. The Rich South Florida 
Market. 

Folder containing large-scale 
maps of south Florida and popu- 
lation and retail sales figures on 
the area. Published by WTVJ and 
WTVJ-TV, Miami. 


No. 1151. Florida’s Second Major 

Market. 

A 78-page data book on the St. 
Petersburg market, published by 
the St. Petersburg Times. Replete 
with photographs, charts, graphs 
and statistics on the market and 
the newspaper’s place in the mar- 
ket. 


No. 1152. Miami’s Summer Busi- 
ness Is Increasing More Rapidly 
Than Her Winter Business. 

Brochure prepared by the sta- 
tistical department of Florida 

Power & Light Co., containing per- 

tinent information on comparisons 

of summer and winter business 
growth in the Miami area. Avail- 
able through the Miami Herald. 


No. 1153. Lakeland Fact Sheet. 

Coverage and statistical data on 
the Lakeland market. Published 
by Station WLAK. 


No. 1154. Jacksonville, Florida. 

A full-color file folder prepared 
by the Florida Times-Union, which 
contains a great deal of data on 
Jacksonville, its industries, resi- 
dents, sales, etc., gathered from the 
Jacksonville Chamber of Com- 
merce, University of Florida, and 
other sources. ™ 


GEORGIA 


No. 1472. Augusta Market Infor- 
mation. 

Basic data on population, retail 
sales and income for the Augusta 
market, published by the Augusta 
Chronicle and Herald. 


No. 1473. Columbus Market Infor- 
mation. 

Basic data on population, retail 
sales and income for the Columbus 
market, published by the Colum- 
bus Ledger and Enquirer. 


No. 1474. Macon Market Informa- 
tion. 

Basic data on population, retail 
sales and income for the Macon 
market, published by the Macon 
News and Telegraph. 


No. 1415. Marketing Data for Ma- 
con, Ga. 

A double file sheet containing 
population, retail and wholesale 
sales, car ownership and other fig- 
ures for the Macon area, includ- 
ing a count of leading retail and 
wholesale outlets, and the names 
of principal chain and independent 
drug, food and other outlets. Pub- 
lished by the Macon Telegraph & 
News. 


ILLINOIS 


No. 1155. How to Make This WLS- 
Chicago Market Your Market 
on Grocery-Store-Sold Mer- 
chandise. 

Statistics on the food store bus- 
iness in the area served by WLS, 
Chicago, including total food sales, 
figures on chains and independ- 
ents, etc., with a detailed descrip- 
tion of how the WLS food service 
operates. 


No. 1156. How Rock Island -Moline 

Consumers Buy. 

Fourth annual consumer anal- 
ysis of the Rock Island-Moline 
market, published in September, 
1949, by the Moline Dispatch and 
Rock Island Argus. This analysis 
Presents information regarding 
buying habits and brand prefer- 
ences of products in these class- 
ifications: grocery products, beer 


> 


and wine, toiletries, home equip- 
ment, gasoline, motor oil and tires. 


No. 1157. Grocery Business is Good. 

Four-page folder outlining im- 
information 
the retail grocery business in Mo- 
line and Rock Island, published 
by the Moline Dispatch and the No. 1159. How Rockford Consumers 


Rock Island Argus. 


portant 


No. 1158. Facts About Decatur, IIl. 
Mimeographed folder with maps 


83 


and tables giving basic industrial 
and commercial data on the De- 
catur market, compiled by the De-- 
eatur Association of Commerce, 
and available through Station 
WDZ, Decatur. 


Available Market Data —Local 
To secure copies of data listed, use the handy coupons 


No. 1160. Peoriarea...A Mighty 
Market for Your “A” Schedule. 
Single-sheet reprint showing Pe- 


formation on buying habits and 
brand preferences of food prod- 
ucts, soaps and cleansers, soft 
drinks, beer and wines, toiletries,|oria’s standing in population, ef- 
home equipment, gasoline, motor | fective buying income, retail sales, 
oil and tires. Issued by the Rock-| per capita sales and per capita in- 
ford Morning Star & Register Re-|come. Published by Peoria Jour- 
public. nal-Star. 


concerning 


Buy. 

Fourth annual consumer anal- 
ysis of the Rockford market, pub- 
lished in July, 1949. Presents in- 
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72 in Dallas 


all Summer ? 


se Pe 


ye 


LLAS 1S MOST THOROUGHLY 
TIONED CITY IN: AMERICA 


ago .. when most ciff€s we s 
neering with refrigerated air-conditioning. 
Texas and stays late! This is one of the 
most lush in America for air-conditioning of all types 
. . refrigerated units, washed-air systems, attic fans 
and fans in general! The current building boom means 
a terrific extra demand! Put your product's ads 
before readers of The Dallas News .. your best prospects! 


tl [oi 


More people buy 


The Dallas News. . 
0g 


more people read <a> 


The Dallas News 


than any other Dallas paper 


_ CRESMER & WOODWARD, INC., Representatives: 
New York, Chicago, Detroit, San Francisco, Los Angele 


RADIO STATIONS WFAA and WFAA-FM * 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


COCR OSHS EEHH SHEESH SEE SEHHEHE ESE EESEHOHEEH SE HTEHOHHESE HHSC H ECS ESOS EE MES 


COOH CHEE EHEHEEHS HEHEHE S COTE HET HTH SEE HEEEESESS OHHH STESOSETEEOE® 


ee 


No. 1161. Peoriarea...Facts and 
Figures... 1949. 


Maps and statistics on the Peoria|with complete circulation break- 
market and its surrounding area,|down of the Peoria Journal-Star, 


which published the folder. 


No. 1162. Data on the 14-County 
Market. 


Data sheets giving families, re- 
tail sales, effective buying income, 
etc., for the city of Peoria, its 
county, and 14 additional counties 
for 1949. Published by WMBD and 
WMBD-FM, Peoria. 


No. 1163. Who Is Mrs. Chicago De- 
fenderland? What Is She Like? 
A survey made among women 
attending the Chicago Defender 
home service exposition. Contains 
general characteristics of the Chi- 
cago Negro market, including oc- 
cupation, home ownership, auto- 
mobile ownership, clothing bought, 
household appliances, brand pref- 
erences On grocery products. 


No. 1164. Quad-City Market Fact 

Sheet. 

Data on population, retail sales, 
effective buying income, etc., of 
the “quad city” area, embracing 
Rock Island, Moline and East Mo- 


makes. 
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line, Ill., and Davenport, Ia. Pub- 
lished by WHBF and WHBF-FM, 
Rock Island. 


No. 1165. BMB Station Audience 
Report. 

Report No. 2 of BMB, covering 
the spring of 1949, and including 
data on the number of radio fam- 
ilies in the “quad city” listening 
area. Published by WHBF, Rock 
Island. 


No. 1166. BMB Station Audience 
. Report. 

Report No. 2 of BMB, covering 
the spring of 1949, with compari- 
sons for 1946, and including data 
on the number of radio families in 
the WGN listening area. Published 
by WGN, Chicago. 


No. 1167. Fact Sheet on WCFL. 
Data sheet giving population, 
radio homes, total retail sales, and 
breakdowns for food, apparel and 
drugs in the primary and secondary 
listening area of WCFL, Chicago. 


No. 1168. A Neglected Market Place, 
Folder giving basic data on the 
Decatur and Champaign-Urbana 
markets, including population and 
retail sales, together with circu- 
lation figures. Published by De- 
catur Herald & Review and the 
Champaign-Urbana Courier, Lind- 
say-Schaub newspapers. 


No. 1411. Springfield—Illinois’ 
Capital City, In Facts and Fig- 
ures. 


Broadside giving all sorts of 
basic data on the city, and includ- 
ing information on the city’s his- 
tory, climate, major industries, etc., 
together with a huge coverage map 
of the market. Published by the 
Illinois State Journal and Illinois 
State Register. 


No. 1490. Facts. 

A folder published by the East 
St. Louis Journal which includes 
market information as well as data 
on the paper’s coverage. 


No. 1420. A New Link Between 
Your Product and 42,000,000 
Monthly Consumer Audience. 

A folder explaining new service 
of Chicago Car Advertising Co. and 
also including a map of the Chi- 
cago elevated stations and lines. 


| INDIANA 

No. 1170. A Study of the Distribu- 
tion of Grocery Products in In- 
dianapolis. 

A 35-page mimeographed re- 
port giving detailed results of a 
personal check of distribution of 
a tremendous variety of grocery 
store products and hundreds of 
brands, showing percentage of dis- 
tribution in independent stores and 
whether or not they are stocked by 
one or more of the three principal 
chains. Published by the Indian- 
apolis Times. 

No. 1169. Journal-Gazette Sales 
Trails to Fort Wayne. 

Folder giving basic marketing 
data, business indices, etc., to Fort 
Wayne and its metropolitan dis- 
trict, along with detailed popula- 
tion and circulation figures for a 
50-mile zone. Published by Fort 
Wayne Journal-Gazette. 


No. 1171. Current Market Data on 
Test Town, U.S.A. 

A 42-page book, with current 
supplements, giving complete data 
on population, income, employ- 
ment, retail sales, number of re- 
tail outlets, etc., as well as maga- 
zine and newspaper circulation, for 
the area surrounding South Bend. 
Published by the South Bend Trib- 
une. 


No. 1469. 1950 Consumer Analysis 
of the Indianapolis Metropoli- 
tan Market. 

A 120-page printed report, just 
issued by the Indianapolis Star and 


News, giving the results of the 
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fifth annual consumer analysis of 
the Indianapolis market. In addi- 
tion to the usual data on use of 
scores of product classifications 
and brand preferences within the 
classification, the study shows tele- 
vision set ownership in Marion 
County. 


IOWA 


No. 1172. The Case of the Missing 
Millions. 

An 86-page spiral-bound book 
published by Iowa Daily Press As- 
sociation replete with statistics on 
the Iowa market and the story of 
the 38 Iowa Daily Press newspa- 
pers. Includes breakdowns on ur- 
ban small town and farm markets, 
sales and income figures, etc. 


No. 1173. Brand Distribution Sur- 
vey, Food and Grocery Store 
Products, 1949. 

A 53-page mimeographed report 
of a survey made by the KMA 
merchandising staff, checking in- 
ventories of 75 grocery stores in 
35 towns in Iowa, Nebraska, Mis- 
souri and Kansas. Includes data on 
population for each town, number 
of wholesalers, etc., and detailed 
data on distribution of hundreds 
of brands. Published by KMA, 
Shenandoah, Ia. 


No. 1174. Brand Distribution Sur- 
vey, Drug Products, 1949. 


A similar study to the one de- 
scribed above, covering 50 drug 
stores in 40 towns in the same area, 
reporting on distribution of drug 
lines and brands. Published by 
KMA, Shenandoah, Ia. 


No. 1175. The 1949 Iowa Radio Au- 
dience Survey. 

Twelfth consecutive annual 
study of radio listening habits in 
the state of lowa made by Dr. For- 
est L. Whan, University of Wichita, 
and published by WHO, Des 
Moines. This 80-page printed book 
contains a wealth of data on Iowa 
listening, including set ownership, 
etc., and is comparable with pre- 
vious studies. 


No. 1176. They’re Really Rolling 
in Siouxland. 

Folder giving population, fam- 
ilies, retail sales, and a variety of 
other data for the Sioux City met- 
ropolitan area and for the A. B.C. 
retail trading zone, together with 
a map of the territory and detailed 
circulation breakdown by towns 
and cities. Published by the Jour- 
nal-Tribune Publishing Co. 


KANSAS 


No. 1177. Rates—Coverage—Mar- 
ket Data for Radio Station 
KFBI. 

Four-page folder giving basic 
market data, as well as a coverage 
map of the area served by KFBI, 
Wichita. 


No. 1178. Wichita Story. 
Five-page summary tracing the 
history and growth of Wichita, 
with factual data and information 
on its business and economic life. 
Published by KFBI, Wichita. 


No. 1179. WIBW Market Data. 
A set of data sheets giving pop- 
ulation, families, radio homes, re- 
tail sales for half a dozen categor- 
ies, and farm income for the pri- 
mary, secondary and tertiary areas 
served by WIBW, Topeka, Kan. 


No. 1180. The Kansas Radio Au- 
dience of 1949. 

Thirteenth consecutive annual 
study of radio listening habits and 
preferences of the adult people of 
Kansas, made by Dr. Forest L. 
Whan, University of Wichita, and 
issued by Radio Station WIBW, 
Topeka. This 84-page printed book 
contains a wealth of data on Kan- 
Sas listening, including set owner- 


KENTUCKY 


No. 1181. Kentuckiana, Its Poten- 
tialities. 

A 24-page printed book issued 
by the Courier-Journal and Louis- 
ville Times, consisting of a factual 
survey of the Louisville trade ter- 
ritory. Includes data on bank clear- 
ings, gas and electric consump- 
tion, income tax collections, build- 
ing permits, retail and wholesale 
sales, and detailed statistical data 
by counties. Also a full-color rental 
value map of Louisville with an 


overlay showing location of prin- 
cipal shopping centers. 


*| No. 1182. Lexington Is Bigger Than 
That. 

Four-page folder issued by Lex- 
ington Herald & Leader, analyzing 
reasons why Lexington is larger 
than census figures make it appear. 


No. 1183. Market Data for Lexing- 
ton, Ky. 
Nine-page mimeographed report 
giving essential market data on 
the Lexington market, including 


Available Market Data — Local 
To secure copies of data listed. use the handy coupons 


names of leading industries and in- 
stitutions, manufacturing, trade 
and agricultural characteristics. 
Published by Lexington Herald & 
Leader. 


No. 1184. Ashland, Ky., Fact Sheet. 
A four-page folder giving basic 
data on the Ashland market, pub- 


lished for the Ashland Independent 
by Ralph R. Mulligan. 


No. 1185. Bourbon County Busi- 
ness. 

Single sheet report giving pre- 
liminary results of the 1948 Cen- 
sus of Business for Bourbon Coun- 
ty, Ky. Published for the Daily 


ship, etc. 


THE FIRST in DISPLAY linage! 

BLY Figures speak more eloquently than 
words, in telling a success story! The 

WORLD-TELEGRAM AND SUN gained 1,381,866 lines 

of full-run Display Advertising during the first 4 

months of 1950. This was over a million lines 


greater than the gain of any other New York 
weekday newspaper. 


@ 263 new Retail and General advertisers joined the 
fast-growing roster of the WORLD-TELEGRAM anv SUN 
during the first 4 months of 1950. 


TT FIRST in RETAIL linage! 


Let’s look at the facts and figures again! 
During the first 4 months of 1950, the 
WORLD-TELEGRAM AND SUN carried full-run Retail 
Advertising totalling 3,558,766 lines. This was a 
gain of 987,222 lines—more than twice the com- 
bined net gain of all other N. Y. weekday papers. 


BUY 


THE FIRST in DEPT. STORE linage! 


Here’s arithmetic that makes selling sense! 
The WORLD-TELEGRAM AND SUN carried 
1,942,485 lines of full-run Department Store Ad- 
vertising during the first 4 months of 1950. This 
was a gain of 665,915 lines...a gain ten times 


BUY 


- bigger than the combined net gain of all 6 other 


New York weekday newspapers during this same 
period. No wonder they call it—THE BUY! 


612,468... 


home-going New Yorkers are now buying the 
WORLD-TELEGRAM AND SUN — first-class evidence 
that it should be the top buy for selling New York! 


f 


Source— Media Records. All figures 


— 


are for full-run advertising. The 
circulation figure of 612,468 is the 
5-day average (Monday through 
Friday) for the period January 5 to 


March 31 inclusive. 


The ie FOR SELLING NEW YORK! 


A SCRIPPS-HOWARD NEWSPAPER 


125 BARCLAY STREET, 


— = = 
no ee. ee ee 


NEW YORK 15, N. Y. 
Or contact the nearest Scripps-Howard General Advertising Office in Chicago » San Francisco + Detroit + Cincinnati + Philadelphia « Fort Worth 
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Available Market Data — Local 
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Enterprise, Paris, Ky., by Ralph R. 
Mulligan. 


No. 1186. The Private Life of B. G. 

Four-page data file on Bowling 
Green, Ky., published for the Park 
City Daily News, Bowling Green, 
by Mid-South Dailies. ° 


LOUISIANA 
No. 1187. Daytime Coverage Map 
and Market Data. 
Three-color four-page folder 
published by Station KTBS, 
Shreveport, containing market 
data and coverage information on 
the area served by the station. 


No. 1475. Monroe Market Infor- 
mation. 
Basic data on population, retail 


sales and income for the Monroe 
market, published by the Monroe 
News-Star and World. 


No. 1476, Shreveport Market In- 
formation. 

Basic data on population, retail 
sales and income for the Shreve- 
port market, published by the 
Shreveport Times. 


MAINE 
No. 1188. Market Folder. 

Newly revised folder of market 
and media information on its mar- 
ket, published by the Bangor Daily 
News. 


No. 1189. Maine Liquor Sales. 
Ten-page folder giving detailed 
information on the distribution by 


brands and Maine liquor market 
data for the fiscal year ended June 
30, 1948. Published by the Bangor 
Daily News. 


MASSACHUSETTS 


No. 1190. Gear Your Advertising 
Dollar to Meet a Great Sales 
Opportunity in Worcester. 


A 12-page pictorial review of 
business, industry and trade in 
Worcester and its trading area, 
giving essential data on the mar- 
ket, as well as cultural and popu- 
lation characteristics. Published by 
the Worcester Telegram-Gazette. 


No. 1191. An Analysis of the Boston 
Market. 


An annual analysis discussing 
population, distribution, sales, in- 
dustrial establishments, food sales, 
car sales, etc., with data on cover- 
age by the Boston Record-Amer- 
ican and Sunday Advertiser. 


No. 1192. BMB Station Audience 
Report No, 2, WLAW. 

The second BMB report on the 
audience of Station WLAW, Law- 
rence, including data on radio 
homes in the station’s listening 
area, 


No. 1429. The Boston Globe Maps 
and Market Research Service 
for Metropolitan Boston. 


A complete analysis of 418 re- 
tail shopping centers and outlets 
with individual detail maps of 
each. The material is published in 
four editions: the first is a base 
map, showing roads, railroads, 
boundaries of political divisions, 
etc., and 1940 and 1950 metropoli- 
tan district and ABC city and retail 
trading zones. Second is a map 
showing population density for 
1949; third is a map showing re- 
tail shopping centers classified by 
size, with keys to complete data 
on each; and the fourth is a map 


IOWA’S MULTIPLE-SET HOMES 
HAVE ALMOST TRIPLED 


Ig4o! 


The 1949 Iowa Radio Audience Sur- 
vey* reveals an amazing increase since 
1940 in the number of Iowa homes with 
“two sets” and “three-or-more sets.” 
33.3% of Iowa homes now have two sets 
whereas in 1940 there were only 13.8% 
..~. 12.4% have three or more against 
4.4% in 1940. 


Extra sets mean extra listening. Where 
an Iowa home has four or more sets, 
67.7% of the families use two sets 
simultaneously on an average weekday. 
Where the home has three sets, 44.3% 
of the families use two sets simulta- 
neously. Where the home has two sets, 
26.4% of the families use two sets si- 
multaneously. 


In addition to the extra listening 
caused by two or three sets being heard 
at the same time, there is a large but 
unmeasured amount of added listening 
in cars, offices, barns, etc. 


Sets create the 1950 Iowa audience, 


ie aici VED | eee NN age 
Oh her TG ed Mee Ore MN: ee ak eT a 


and WHO continues to get the greatest 
share of this audience. Write to us or 
ask Free & Peters for your copy of the 
1949 Survey. It tells all the facts. 


% The 1949 Edition is the twelfth annual study 
of radio listening habits in Iowa. It was made 
by Dr. F. L. Whan of Wichita University — is 
based on personal interviews with 9,116 Iowa 
families, scientifically selected from _ cities, 
towns, villages and farms all over the State. 
It is widely recognized as one of the nation’s 
most informative and reliable radio research 
projects. 


W Inl © 


+ for lowa PLUS # 
Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President — 

P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 
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correlating population density with 
retail shopping centers. Published 
by the Boston Globe. 


MICHIGAN 


No. 1193. WOOD Coverage, Popu- 
lation, Market Data. 

A four-page folder providing 
basic information on its market, 
issued by Station WOOD, Grand 
Rapids. 


No. 1194. BMB Station Audience 
Report No. 2, WFDF. 

The second BMB report on the 
audience of Station WFDF, Flint, 
including data on radio homes in 
the station’s listening area. 


No. 1195. Picture of the Detroit 

Market. 

A 46-page, plastic-bound bro- 
chure published by the Detroit 
News, which supplies a wealth of 
maps, tables and charts on the 
composition, characteristics, em- 
ployment and buying habits of the 
Detroit market, as well as complete 
data on newspaper circulation and 
advertising in that market. 


No. 1438. Residential Construction 
in Detroit 1940-49. 


An article in the February, 1950, 
issue of “The News of Detroit,” 
published by the Detroit News, 
analyzing residential construction 
in the area. 


No. 1439. Family Spending in De- 
troit. 


A review of consumer spending 
in Detroit, published in the Jan- 
uary issue of “The News of De. 
troit,” monthly publication of the 
Detroit News. 


No. 1440. A Report on Business 
Activities. 


Valuable market data on the 
Detroit market is included in the 
April, 1950 issue of “The News 
of Detroit,” published by the De- 
troit News. Included is an anal- 
ysis of the growth of Detroit, 1946- 
50; charts showing the retail] sales 
pattern in Wayne County and 
Michigan; and 1948 and 1949 re- 
tail salés figures broken into mer- 
chandise categories, for Wayne 
County. 


No. 1441. Salesman’s Map of De- 
troit and Suburbs. 

Published by the Detroit News, 
this map, priced at $1, shows mer- 
chandise routes, street numbering 
guides, approximate location of 
principal foreign nationality groups 
and. relative income areas. 


No. 1442. Detroit Shopping Center 
Book. 

This collection of 29 maps of the 
major shopping centers in the De- 
troit metropolitan district, pub- 
lished by the Detroit News, is 
priced at $1. It not only shows re- 
tail centers, but lists the names 
of all retailers in each area. 


No. 1443. Wholesale Distributors 
of Home Appliances. 

This is a list of wholesale home 
appliance distributors in Detroit 
and suburbs, published by the De- 
troit News. It sells for $1. 


No. 1430. Michigan Liquor and 
Wine Sales, 1949. 

A summary of 1949 liquor and 
wine sales data from the state 
liquor control commission. Covers 
type of liquor sold, prices, number 
of cases sold, brands, etc. Pub- 
lished by the Detroit Free Press, 
which also issues monthly reports 
throughout the year. 


No. 1431. Circulation of the De- 
troit Free Press by Census 
Tracts. 


An analysis of Free Press cir- 
culation by census tracts in the 
Detroit city zone which also gives 
the number of families in each 
tract, and a rating on the tracts 
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oa the basis of 20 economic and 
sociological factors. 


No. 1432. Marketing Data for the 

Detroit Area. 

A 12-page file-size brochure 
giving data on population and 
housing, and characteristics of 
housing for Detroit, Dearborn, 
Highland Park, Hamtramck. Pub- 
lished by the Detroit Free Press. 


No. 1433. Detroit’s Best Residen- 
tial Areas. 

A map of Detroit dividing the 
city into four types of residential 
areas, published by the Detroit 
Free Press. 


No. 1434. Marketing Map of the 
Detroit Area. 

Published by the Detroit Free 
Press, this large scale map shows 
census tracts, Free Press merchan- 
dising zones, central and commun- 
ity shopping districts, and the ABC 
city zone. 


No. 1435. Picture of the Detroit 
Market. 

A colorful 46-page book giving 
detailed market information on the 
Detroit area, published by the De- 
troit News. Shows population, 
composition of the population, 
dwelling units, geographic loca- 
tion of the population, ages, em- 
ployment, industry, income, retail 
sales, etc. 


No. 1436, Detroit Food Brokers and 
Wagon Jobbers. 

A complete list of food brokers 
and wagon jobbers with addresses 
and the names of the products 
they represent. Published by the 
Detroit News. 


No. 1437. A Study of Liquor Con- 
sumption and Sales in the 
Greater Detroit Market. 

An unusual study comparing the 
distribution of expected consump- 
tion of packaged liquor and the 
distribution of actual sales by spe- 
cially designated distributors in 
the greater Detroit area. Published 
by the Detroit News. 


No. 1196. Shopping Area Map of 

Grand Rapids. 

A market map of the city which 
indicates the major downtown 
shopping area and the primary 
and secondary shopping centers in 
outlying areas. Published by the 
Grand Rapids Press. 


No. 1197. Food Marketing Map of 

Grand Rapids. 

A map of the city indicating lo- 
cation of independent stores, su- 
permarkets, chain store head- 
quarters and wholesale headquar- 
ters in the city. Published by 
the Grand Rapids Press. 


No. 1198. Drug Marketing Map of 
Grand Rapids. 

A map of the city indicating the 
location of the 104 drug stores in 
the city, plus the two wholesale 
drug companies. Published by the 
Grand Rapids Press. 


No. 1199. The Grand Rapids Press 
Leads. 

Folder covering the city proper 
and the 23-county western Mich- 
igan market. Includes data on pop- 
ulation, family retail sales, food, 
general merchandise and drug 
sales, income, and newspaper cir- 
culation. Published by the Grand 
Rapids Press. 


No. 1201. Negro, Polish and Italian 
Statistics. 

Individual collections of data 
sheets on the size, composition and 
buying power of Negro, Polish and 
Italian segments of the population 
of Detroit, published by Station 
WJLB. 


No. 1202. Italian and Polish Pantry 
Surveys. 
Individual reports on pantry in- 
ventories among Polish and Ital- 


jan families in Detroit, showing 


brand choices for bread, milk, cof- 
fee, beer and cigarets. Published 
by WJLB, Detroit. 


No. 1200. WJLB Coverage Map. 
Coverage map folder of WJLB, 
Detroit station. 


No. 1203. The Saginaw Market. 


Four-page fact folder giving’ 


basic data and business indices of 
the Saginaw market, published by 
the Saginaw News. 


No. 1204. Market Facts on Kala- 
mazoo, Mich. 

A 28-page printed book replete 
with figures on the Kalamazoo 
market, including civic and educa- 
tional institutions, industrial plants, 
population, sales, financial data, 


etc. Published by the Kalamazoo 
Gazette. 


No. 1205. Oleomargarine, Canned 

and Dry Dog Food Survey. 

Results of a study of distribu- 
tion and sales position of brands 
of these products, made during the 
week of April 17, 1950, in 40 vol- 
ume stores in the Pontiac area. 
Published by the Pontiac Daily 
Press. 


No. 1206. Beer Sales, 1949, in Oak- 
land County. 

A tabulation of the sales of 25 
leading brands in 1949 in Oakland 
County, Mich. (Pontiac), showing 
total barrels sold and barrels of 
bottled beer. Produced by the Pon- 


| tiae Daily Press. Also available is 


Available Market Data — Local 
To secure copies of data listed, use the handy coupons 
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a list of beer distributors and 
brands handled. 
No. 1207. Michigan—A Great 
State Market. 

Folder giving essential data on 
Michigan markets, with particu- 
lar emphasis on population, buy- 
ing power, retail sales, etc., in the 
areas served by 37 daily newspa- 
pers in cities under 25,000 popula- 
tion. Published for the Michigan 
League of Home Dailies by 
Scheerer & Co. 


No. 1208. Range in Outdoor Adver- 


tising Circulation. 
A series of maps published by 
Walker & Co., Detroit, showing 
origination of traffic passing spec- 
ified outdoor locations during a 
half-hour weekday check period. 


No. 1209. Detroit—City of Industry. 

A map of the city of Detroit, 
showing location of major in- 
dustrial plants. Published by Wal- 
ker & Co. 


No. 1210. Basic Pattern of Traffic 
Flow in Detroit. 
A large-scale map in color show- 


ae 
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, “All Set for a 
Super Secret Session 


in W ashington.” 


Tradition of Excellence 
in the Nation’s Capital 


HE ONLY Washington newspaperman to 


win a place in the newspaperman’s Hall of 
Fame for 1950, 


James T. Berryman, Washing- 


ton Star cartoonist, follows in the footsteps of 
his father, the late Clifford K. Berryman. Just 
six years ago the elder Mr. Berryman won 
the Pulitzer Prize for cartooning. 

The Star’s high standards in every news and 
editorial department have won for it a high 
place among readers—and advertisers. Year 


after year local and national advertisers choose 
The Star overwhelmingly . . . because The Star 
delivers the big, important part of this big, 


important market. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationall : O’Mara and 
Lexington Ave., NYC 16; The John E. 
Tower, Chicago 11. ember: 


ANPA, Metropolitan Group, Audit Bur 


Bureau of 


" 
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Ormsbee, Inc., 420 
Lutz Co., Tribune 
Advertising 
eau of Circulation 


THE EVENING STAR BROADCASTING COMPANY OWNS AND 


OPERATES STATIONS WMAL. 


WMAL-FM, 


AND WMAL-TV 
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ing an 18-hour pattern of traffic 
flow in Detroit. Published by Wal- 
ker & Co. 


No. 1211. Distribution of Large 


Volume Retail Food Outlets. 
A map of Detroit spotting and 
identifying independent and chain 
food outlets whose volume exceeds 
$5,000 weekly, produced by Walker 
& Co. 


No. 1212. Location of Food Stores 
in Pontiac. : 
This map of Pontiac, Mich., pro- 


duced by Walker & Co., shows the 
location of the city’s 33 supermar- 
kets and 170 independent grocery 
stores. 


1213. Pontiac Basic Traffic 
Flow Pattern. 

Color map of Pontiac, issued by 
Walker & Co., showing the city’s 
basic flow of traffic. 


No. 


No. 1214. WJR Basic Coverage 
Folder. 
This four-page file folder, is- 
sued by WJR, Detroit, gives day- 


time and nighttime coverage areas 
of the station, and includes market 
data on the area served. 


No. 1215. WJR Penetration. 

“A booklet issued by WJR, De- 
troit, which details the station’s 
rating standings and also includes 
basic market data on the station’s 
listening area. 


MINNESOTA 


No. 1216. KROC Market Data. 
A four-page folder issued by 


‘Mission 


‘Ac 


How a Prominent Cleanser 
and Scourer* Captured a Bigger Portion 
of the Houston Market 


@ During the course of the Continuing Consumer Panel conducted 
in Houston by Alfred Politz, Inc., of New York, we have obtained 
three separate periodic Reports. Here, in graphic form, is one of 
many thought-provoking success stories of different products re- 


vealed by these Politz Reports: 


Report No. 1 Report No. 2. |Report No. 3 
(April 1 to (Oct. 1 to (April 1 to 
Sept. 30, 1948) March 31, 1949) Sept. 30, 1949) 
Product’s* 
Per Cent of 8.3 9.9 13.4 
Houston Market 
. HOUSTON POST| HOUSTON 
re Advertising No a * 
a Performance advertising Pa rade CROINELE 
exclusive exclusive 
RESULT: An increase of 61% in number of Houston homes 
stocking this product in a period of only one year! 


R W. McCARTHY 
Advertising Director 


@ This is just one of scores of products which have won acceptance 
in the South's No 1 market by use of the South’s No. 1 newspaper. 
Let us show you how you can accomplish your sales mission in 
Houston — faster and at less cost. 


*Name of product will be furnished upon request. 


The Houston Chronicle 


LARGEST CIRCULATION IN TEXAS 


M. J GIBBONS 
National Advertising Manager 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 37 CONSECUTIVE YEARS 


THE BRANHAM COMPANY 
Nationol Representatives 


KROC, Rochester, Minn., which 
gives essential market data for its 
territory as well as program infor- 
mation. 


No. 1217. Facts About Fergus Falls. 

Basic economic and business data 
on the Fergus Falls market are in- 
cluded in this file folder published 
by the Fergus Falls Daily Journal. 


No. 1218. Industrial Duluth. 

Eight-page pictorial review of 
Duluth industrial and living ad- 
vantages, published by the indus- 
trial bureau of the Duluth Cham- 
ber of Commerce. 


No. 1219. WDGY Coverage Map 
and Data Sheet. 

Coverage map and rate card for 
WDGY, Minneapolis, which also 
includes data on number of radio 
homes in the listening area. 


No. 1220. The Sales-Rich Upper 

Midwest Market. 

A colorful broadside issued by 
the Minneapolis Star and Tribune 
giving basic data, including cen- 
sus data, on the 225 counties in 
Minnesota, North Dakota, South 
Dakota and western Wisconsin 
which the papers claim for their 
area. Circulation coverage data is 
included. 


No. 1221. Here Is the $2,712,705,000 
Northwest Market. 
A file folder issued for the North- 
west Network by KSTP, Minneap- 
olis-St. Paul, giving population, 
radio homes, food, drug, general 
merchandise, apparel, home fur- 
nishings and other data on the 
northern Minnesota, western Wis- 
consin, North and South Dakota 
and eastern Montana area served 
by the network of 10 stations. 


No. 1414. 1950 Consumer Analysis 
of the St. Paul Market. 

A printed book of more than 160 
pages, giving a complete analysis 
of consumer preference and use of 
a wide variety of products, pro- 
duced by the usual “consumer 
analysis” method which is used by 
a score or more of newspapers. The 
1950 edition is the fourth annual 
compiled and published by the 
St. Paul Dispatch-Pioneer Press. 


MISSISSIPPI 


No. 1222. Prima Facie Evidence. 
A folder issued by Station WSLI, 
Jackson, giving data on popula- 
tion, retail sales, food and drug 
sales and radio families in the 
station’s primary and secondary 
listening areas. 


No. 1477. Meridian Market Infor- 
mation. 

Basic data on population, retail 
sales and income for the Meridian 
market, published by the Meridian 
Star. 


No. 1405. Radio Service, Jackson, 
Miss. 

A detailed report on the market 
area, coverage, etc., of the three ra- 
dio stations in Jackson, Miss., pub- 
lished by Station WRBC. Con- 
tains market area statistics, trad- 
ing area maps, as well as rate and 
coverage data. 


MISSOURI 


No. 1223. Daytime Primary Cov- 
erage Map of KFRM. 

File-size map including basic 
population data on KFRM, Kan- 
sas City. 


No. 1224. Daytime Primary Cov- 
erage Map of KMBC. 

File-size map including basic 
population data on the market of 
KMBC, Kansas City. 


No. 1225. Daytime Primary Cov- 
erage Map of the KMBC-KRFM 
Team. 

Combined coverage of the two 

stations, including basic popula- 

tion data, is included in this file- 
size map produced by Midland 


Broadcasting Co. 


Advertising Age, May 29, 1950" 


No. 1226. Monthly Grocery Sales 
and Inventory Study. 

The continuing study of grocery 
sales and inventory made by the 
St. Louis Globe-Democrat, on 
which data is released monthly on 
27 product classifications of gro- 
cery store products. Shows brand 
position, based on average unit 
sales per store and total sales of 
the 62 stores in the sample, per 
cent of stores stocking, and total 
units on hand in the 62 stores. 


No. 1227. Evaluating Packaged 
Laundry Products in the Met- 
ropolitan Part of the St. Louis 
Market. 

An annual analysis, based on 
material secured in the St. Louis 
Globe-Democrat’s monthly audit 
panel of 62 retail grocery stores, 
Gives data on total sales, brand 
position and share of the market, 
sales in pounds, for all important 
packaged laundry products sold in 
the St. Louis area, for the years 
1948 and 1949. Also includes a 
summary by companies. 


FP Eon AN DY 
INDUSTRY 


at THE LEADING PUBLICATION IN THE 
FTERY BILLION DOLLAR CONFECTIONERY FIELD 


. : 

1. Largest Audited Circulation! 
~ 2. Biggest Volumet 

3. Highest Readership and Prestige! 


MARKET: Over 2,500 plants produce 
almost 3 billion Ibs. of candy, valued 
at $1,000,000,000 (at wholesale — 
about 2 billion at retail). The indus- 
try spends annually $500,000,000 on 
ingredients and over $100,000,000 on 
equipment. 


CIRCULATION: CANDY INDUSTRY 
reaches over 2,500 confectionery 
plants and has an audited circulation 
among manufacturers and their per- 
sonnel of almost 3,000 (by far the 
largest manufacturers’ coverage in 
the field—(compare the figures in this 
issue of SRDS of all candy publica- 
tions and food magazines that claim 
to cover any part of this huge 
market.) 


EDITORIAL READERSHIP & PRESTIGE: 
CANDY INDUSTRY founded the 
American Association of Candy 
Technologists, helped to develop the 
annual Candy Production Conference, 
and is the official sponsor of the 
Kettle Award 


, the “Oscar” of this 
field. CANDY INDUSTRY publishes 
more editorial material than any 
other publication. Survey after survey 
has found CANDY INDUSTRY leading 
the field in readership and preference. 
CANDY INDUSTRY is Candy Informa- 
tion Headquarters. 


COVERAGE: Don’t be satisfied with 
10%, 50% or even 85% coverage 
when in CANDY INDUSTRY you get 
the nearest thing to a 100% coverage 
of this — the sixth largest division of 
the enormous food industry. 


MARKET DATA: A 42 page file folder, 
“The Billion Dollar Candy Industry 
and How to Sell It’ is yours for the 
asking if you sell or plan to sell to 
this field (or if you are an advertis- 
ing agency for such a firm). 


CATALOG & FORMULA BOOK: CANDY 
INDUSTRY also publishes the annual 
CANDY INDUSTRY CATALOG and 
FORMULA BOOK, the only book of its 
kind issued as a separate entity. It is 
devoted exclusively to candy produc- 
tion, technology and formulae. A 13 
or 26 time schedule in CANDY INDUS- 
TRY and one or more pages in the 
CATALOG is recommended as the 
ultimate in coverage of the billion 
dollar candy field. 


CANDY INDUSTRY 


_ NEWS OF CONFECTIONERY MANUFACTURING AND MARKETING 


DON GUSSOW PUBLICATIONS, INC. 
Canpy Ixoustry * Bottiine Eypustry 
Tue Caxoy Iyotstay Catarog & Formuta Book 


107 WEST 43rd STREET, NEW YORK 18, N. Y. 


4 CHICA © WASHINGTON © ATLANTA 
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MONTANA 
No. 1228. Stake Your Claim in 
Butte. 

A 20-page printed data book 
on the economic and business ad- 
vantages of Butte, published by 
the Butte Chamber of Commerce 
and distributed by the Butte Daily 
Post and Montana Standard, 


No. 1229. Serving Montana’s Mag- 
icland. 

The Butte Daily Post and Mon- 
tana Standard published this four- 
page data sheet giving salient mar- 
ket facts on the markets served by 
these publications. 


NEBRASKA 
No. 1230. Something Bright in the 
National Picture. 

A four-page folder giving re- 
tail sales, buying income and un- 
employment figures in its mar- 
ket, issued by the Omaha World- 
Herald. 


No. 1231. 1949 Circulation Analysis. 

This detailed circulation analysis 
published by the Omaha World- 
Herald also contains complete data 
on population and families in all 
cities, towns and counties in 103 
counties in Nebraska and south- 
west Iowa. 


No. 1428. The KFAB Market. 

A new brochure containing latest 
available figures on farm income, 
listening data, consumer surveys, 
population and buying power of 
the market served by. Station 
KFAB, Omaha. 


No. 1232. The Omaha World-Her- 

ald 1949 Consumer Analysis. 

Fifth annual edition of the de- 
tailed analysis of purchases and 
brand preferences in the greater 
Omaha market, published by the 
Omaha World-Herald. Covers 
foods, beverages, soaps and clean- 
sers, home equipment, drugs and 
toiletries and a host of other in- 
formation in a 112-page plastic 
bound printed book. Shows buying 
habits, brand preferences, owner- 
ship and dealer distribution. 


NEVADA 
No. 1233. Facts About Reno, Sparks 
and Washoe County. 

A summary of statistical infor- 
mation about Reno and adjacent 
counties, published by the Reno 
Chamber of Commerce, 


NEW HAMPSHIRE 
No. 1234. Laconia, New Hampshire. 

Brief data sheet on the Laconia 
market and its advantages as a 
test market, published by the Laco- 
nia Evening Citizen. 

No. 1235. The New Hampshire 
Market. 

A loose-leaf data book giving 
detailed information on New 
Hampshire population, retail sales, 
number of families, leading indus- 
tries, etc., published by the New 
Hampshire Morning Union and the 
Manchester Evening Leader, 


NEW JERSEY 
No. 1236. Ranking of New Jer- 
sey’s Six Largest Cities. 

A chart giving statistics on pop- 
ulation, number of families, and 
various categories of retail sales 
for the six largest New Jersey 
cities. Published by the Trenton 
Trentonian. 


No. 1237. Beer Survey. 

A mimeographed report of an 
investigation by the Trenton Tren- 
tonian into the distribution and 
sales position of the various brands 
of beer sold in the market. 


No. 1238. Bayonne Market Data. 

The Bayonne Times has pub- 
lished this data relating to its 
market area. 


No. 1239. Passaic-Clifton Market 
Data. 
Basic data on population, fam- 


ilies, net buying income, etc., on 
the Passaic-Clifton area, which is 
available from the Herald-News, 
Passaic. 


NEW YORE 


No. 1240. Map of Jamestown. 

A map of Jamestown and the 
surrounding area, including a list 
of Jamestown industries, published 
by the Jamestown Post-Journal. 


No. 1241. 1950 Inventory of Food 
and Drug Products in New York 
Homes. 


An enormously detailed report, 
based on interviews with 500 
Italian families and 832 other fam- 
ilies, during the period from Jan. 
10 to Jan. 25, 1950. The study was 


made by Pulse Inc., and published 
by Il Progresso Italo-Americano 
and WHOM. It is a pantry in- 
ventory study, giving details by 
brand on a wide variety of prod- 
ucts, broken down to New York 
City totals, non-Italian and Italian 
homes. 


No. 1245. Buying Power Map of 
Buffalo. 

The Buffalo Courier-Express is- 
sued this full-color map of Buffalo 
showing relative buying power 
of families in various areas of the 
city. 


No. 1246. Buffalo and Adjoining 
Territory. 

Detailed map, in color, showing 

principal shopping areas, parks and 


Available Market Data — Local 
To secure copies of data listed, use the handy coupons 


institutions and industrial and rail- 
road areas of Buffalo and adjoin- 
ing territory. Issued jointly by 
Buffalo Courier-Express and Buf- 
falo Evening News. 


No. 1247. Eight Counties of West- 
ern New York, 

A map of Buffalo ABC city and 
retail trading zone, including data 
on population and land area. Pub- 
lished by the Buffalo Courier-Ex- 
press. 


No. 1248. Location of New Passen- 
ger Car Sales. 


An analysis of new passenger 
car sales for 1949, by make and 
model, showing, in conjunction 
with a map, the economic and ge- 
ographic areas in which the cars 
were sold. Published by the Buf- 
falo Courier-Express. 


No. 1242. The Politz Study of New 
York Subway Advertising Cov- 
erage. 

Report of a study by Alfred 
Politz Research which contains a 
wealth of data on the character- 
istics of New York subway riders, 
frequency with which they ride, 


YOUNGSTOWN ... center 


of a vast industrial area 


!~~Ceverany 
——*® 
/ Akron © 
Py Canty . 
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YW ZONE ZONE 


Our Sunday Story 


Since 1936, when the Vindicator became Youngstown’s only newspaper, Sunday circu- 
lation has increased almost 3 times. 
The Sunday Vindicator is read regularly in all the homes in the ABC City Zone—and it is 
read by 79% of all families in the Retail Trading Zone. 


City Zone 


106.6% 


ASHTABULA COLUMBIANA MAHONING 
17.5% 45.7% 108% 
Ashtabula ....24.9% Alliance ..... 52.9% Columbiana .... 
pO Pere 94.5% Lisbon ...... 98.6% New Castle, 


“Here Are the Per Family Coverage Figures 
Combined City and 


Retail Trading Zone 


78.71% 


**In Ohio and Pennsylvania Counties 


TRUMBULL 


83.2% 21.4% 


**In the following cities and towns outside the ABC Trading Zone 


. 65.4% 
East Liverpool . 32.1% 


100% 
Pa. . .28.0% 


East Palestine 


Source: *ABC 1949 annual report; **December 1949 breakdown; 1940 Census. 


LAWRENCE, PA. 


Retail Trading Zone 


92.8% 


MERCER, PA. 


36.2% 


Leetonia ....102% 
Conneaut . .27.6% 


One newspaper, one campaign, at one low cost, will do the job you need in this great market. 


Poungstown Vindicator 


KELLY-SMITH CO. 


National Representatives 
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Available Market Data — Local 
To secure copies of data listed, use the handy coupons 


average length of trips, age groups, 
economic status, etc. Published by 
New York Subways Advertising 
Co. 
No. 1243. Information for Food 
Advertisers, 

An analysis of use of products 
by brands, reported by Pulse Inc., 
in April, 1950, for Joseph Jacobs 
Organization. Gives consumption 
figures for a variety of brands 
for Jewish and non-Jewish 
homes and also includes data 


on the size of New York’s Jewish 
population, retail store ownership, 
etc. 


No, 1244. Plattsburgh Market Data, 

Essential market data and cover- 
age map issued by Station WEAV, 
Plattsburgh. 


No. 1249. Motor Vehicle Registra- 
tions. 
A single-sheet summary of 1949 
motor vehicle registrations in eight 
western New York counties, pub- 


T OVER FORTY-FOUR YEARS 


GEORGE T. HOPEWELL. INC. EASTERN REPRESENTATIVE - 


OF LEADERSHIP IN 
ADVERTISING SERVICE 


101 PARK AVENUE. NEW YORK 


lished by the Buffalo Courier- 
Express. 


No. 1250. Buffalo Population Char- 
acteristics. 

An analysis, developed by the 
Buffalo Courier-Express, of the 
city’s population characteristics, 
showing trends since 1920. 


No. 1251. Beer, Liquor and Wine 
Outlets. 

A statistical analysis of such 
outlets for eight counties of west- 
ern New York and their principal 
cities. Published by the Buffalo 
Courier-Express. 

No. 1256. New York’s 
Speaking Market. 

El Diario de Nueva York reports 
on the results of a survey of the 
Spanish speaking and reading col- 
ony of New York—its size, retail 
scope, etc. 


No. 


Spanish 


1257. 
WQXR? 
A Pulse study of the WQXR au- 


So—Who. Listens to 


FROM: 
682,986 Swine 


6,023,268 Sheep... 
22,897,966 Poultry... 
4,603,064 Cattle ._. 
501,625 Dairy Cows . 
1,611,072 Bales of Cotton 63.5% 
191,992,826 Bushels of 


Grain 


Star-Telegram R4nch and Farm News is a multi-color farm 
paper published the first Sunday of. each month and dis- 
tributed through the entire 200,000 circulation of the Fort 
Worth Star-Telegram. It’s the best medium for your sales 
story in the rich and growing Northwest area of Texas, Na- 
tion’s No. 1 state in farm income! 


he 50.6% 


(Figures compiled from Texas Almanac) 


Open the door to 
NEW SALES AND 
PROFITS IN 


Wealthy W ESTT 


Fort Worth Star-Telegram Ranch and Farm News 
covers the wealthy West Texas market with a circu- 
lation of more than 200,000—more than 80,000 resi- 
dential ranch and farm subscribers! 


CHECK THESE FIGURES 


GROSS FARM DOLLARS — $1,173,165,000 


(1949) 61.6% OF TEXAS 


total 
total 
total 
total 
total 
total 


Texas 
Texas 
Texas 
Texas 
Texas 


of Texas 


of Texas total 


Write today for circulation 
figures and coverage data 
folder, showing how you 
can open the door to new 
sales in wealthy West 
Texas with Star-Telegram 
Ranch and Farm News. 


: COLOR RANCH & FARM PAPER eas 
“PUBLISHED FIRST SUNDAY EACH MONTH BY 


FORT WORTH STAR-TELEGRAM 


i AMON G.. CARTER, Publisher im 
LARGEST CIRCULATION IN TEXAS 


1 £ McWHIRTER "ADVERTISING MANAGER RANCH AND FARM NEWS 


dience, including data on ages and 
sex of family members, education, 
occupation and total family in- 
come, with comparisons of non- 
listeners to the station. 


No. 1258. Foreign Language Radio 
Survey of New York City. 

A recapitulation of census data 
showing the size of 14 language 
groups in New York City and their 
reading and listening habits. Pub- 
lished by Station WWRL. 


No. 1259. The Troy, N. Y., Market. 

A loose-leaf file folder published 
by the Record Newspapers, Troy, 
N. Y., containing charts, maps and 
tables delineating the Troy mar- 
ket and giving data on population, 
retail sales, employment and 
wages, principal industries, banks, 
etc. 


No. 1260. New York’s “New Rich”. 

An eight-page folder published 
by Station WHOM analyzing the 
size and economic status of New 
York’s Italian population. 


No. 1261. Analysis of TV Set Own- 
ership in the New York-New 
Jersey Reception Area. 

A report by Advertest Research, 
as of March 10, 1950, indicating 
date of purchase, per cent of homes 
owning TV sets, and economic 
groupings of set owners. 

No. 1262. Shopping Patterns in 

Test-City. 

An analysis of where shopping 
is done, why it is done where it is, 
and factors influencing location of 
stores shopped, in “Test-City,” un- 
identified market which is used 
for analytical purposes by Adver- 
test Research. 

No. 1263. Modern Market Mea- 

surements—New York. 

An elaborate 13x18” hard-bound 
book published by General Out- 
door Advertising Co., dividing New 
York into various areas and ex- 
amining the retail shopping pat- 
terns of the residents of each area. 
It covers 10 Manhattan districts, 
5 Bronx districts, 10 Brooklyn dis- 
tricts, 10 Queens districts, and 17 
Long Island districts, with maps 
and statistical data on retail sales 
and outlets for each. 


No. 1253. Syracuse Market Data. 

Essential 1950 market data and 
coverage map, published by Sta- 
tion WNDR, Syracuse. 


No. 1254. Rochester Market Data. 

Essential market data and cov- 
erage map, published by Station 
WVET, Rochester. 


No. 1255. Schenectady Business 

Barometer. 

A monthly summary of various 
economic and business factors in 
Schenectady, issued by the Cham- 
ber of Commerce,” and available 
— the Schenectady Union- 

tar. 


No. 1252. Buffalo Buying Power. 

A detailed and colorful analysis 
of sectional sales possibilities in 
the city, based on rental values, 
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ment store customers, and numer- 
ous other factors. Data is presented 
for each of the city’s 72 census 
tracts. Published by the Buffalo 
Courier-Express. 


No. 1416. New York Market Mer- 
chandise Inventory. 

A bimonthly report of the re- 
tail movement of a wide variety of 
grocery store products, secured by 
maintaining a continuing inven- 
tory and check of selected retail 
outlets in the New York market. 
The reports are published by the 
New York World-Telegram & Sun, 
and are available only to accounts 
and agencies handling products in- 
ventoried. 


No. 1418. Circulation Book, 1950 
Edition. 

A detailed circulation breakdown 
of the New York Times for the 
entire country, which also con- 
tains maps and tables showing the 
New York Times 1945 census of 
families in New York City, by 
boroughs and districts, as well as 
distribution of incomes. 


No. 1419. Facts from the Census of 
Manufactures: 1947. 

A special statistical breakdown 
of Census of Manufactures data 
for the New York-Northeastern 
New Jersey metropolitan area and 
the 15-state and D.C. northeastern 
area. Shows number of establish- 
ments, number of employes, wages 
and salaries, etc. Published by the 
New York Times. 


NORTH CAROLINA 
No. 1264. Your Guide to More Sales 

In North Carolina. 

A three-color broadside giving 
county data on the entire “golden 
belt” area, including largest city 
in each county, families, white 
families, retail sales and other 
material, as well as detailed cir- 
culation figures. Published by the 
Raleigh News and Observer. 


No. 1265. Know Your Market. 

A series of data releases on the 
Winston-Salem market, including 
information on public utilities, 
bank debits, retail sales, income 
per family, etc. Published by the 
Winston-Salem Journal and Twin 
City Sentinel. 


No. 1266. Winston-Salem Monthly 
Grocery Inventory. 

A monthly analysis, based on a 
30-store sample, of the sales of 
over 500 brands in more than 50 
product classifications, embracing 
all of Forsyth County. Comparable 
figures are available month by 
month back to January, 1948. Pub- 
lished by the Winston-Salem Jour- 
nal and Twin City Sentinel. 


No. 1267. WFMY-TV Greensboro 
Area Statistics. 

Complete county data, including 
coverage data, for 23 counties, in- 
cluding population, effective buy- 
ing income, total retail sales, num- 
ber of radio families, etc. Pub- 
lished by WFMY-TV, Greensboro. 


No. 1268. WPTF Program Schedule. 
Basic market data on its listen- 


car sales, importance as depart- 


ing area is included in this pro- 


leaders, mostly home owners — family 
you have to sell: cars, radios, television, 
etc. 20% of Lions’ incomes are more 


munities in every state and territory of 


can 
LEON, Spanish LIONS 


374,000 ‘“‘Above Average”’ Income 
Families Read THE LION 


Here is real national coverage of a select market of business and professional 


$5,000 and $10,000. THE LION is their official magazine, read by every mem- 
ber of this largest of all international service clubs in more than 7,500 com- 


Lions is 43. Write for copy of new readership survey, just completed. 


THE LION MAGAZINE 
Room 432, 332 S. Michigan Ave., Chicago 4, Ill. 


To reach a wealthy export market in Latin 
Ameri coun for data on EL 


men who are constantly buying what 
vacations, hobbies, sporting equipment, 
than $10,000 annually; 40% between 


the U. S. and Canada. Average age of 


Represented by: 


about, for, and edited by Latin ri 


New York: S. L. Feiss 
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gram schedule published by Sta-' 


tion WPTF, Raleigh. 


No. 1400. 1950 Brand Preference 
Survey (Foods). 


Results of the fourth annual) 


brand preference survey of Salis- 
bury, conducted by the Salisbury 
Post with the cooperation of local 
schools. Gives top brands stand- 
ing in a wide variety of product 
classifications, and also identifies 
other brands mentioned only oc- 
casionally. 


No. 1401. WDNC Market Data. 

A file card published by Station 
WDNC, Durham, giving basic data 
on its listening area, plus a cov- 
erage map. 


No. 1269. Kinston, North Carolina. 

Single sheet giving basic data 
on the Kinston market, published 
by Kinston Daily Free Press. 


No. 1270. The Golden Leaf Story. 

Four-page folder giving tobacco 
crop and income figures, and popu- 
lation, families, retail sales and 
other data on southeastern North 
Carolina. Published by Wilming- 
ton Star-News. 


No. 1271. The Growing Greens- 
boro Market. 

A spiral-bound book with a mass 
of data on the Greensboro market, 
North Carolina, and the entire 
Southeastern region. Published by 
the Greensboro News and Record. 
No. 1272. Raleigh Market Data 
Folder. 

A folder and supplement giving 
essential data on the Raleigh mar- 
ket, including names of whole- 
salers and key personnel. Published 
for the Raleigh News and Observ- 
er by the Branham Co. 


No. 1273. Wilmington Market Data 
Folder. 


A folder and supplement giving 
essential data on the Wilmington 
market,’including names of whole- 
salers and key personnel. Pub- 
lished for the Wilmington Star and 
News by the Branham Co. 


No. 1274. The Great Asheville Mar- 
ket. 

Brochure with maps, tables and 
photographs giving essential data 
on population, retail sales, etc., 
of the Asheville market, published 
by the Asheville Citizen and Times. 


OHIO 


No. 1275. Columbus Dispatch Con- 
sumer Analysis. 

The fourth annual consumer 
analysis of the Columbus market, 
published April 27, 1950. Contains 
a wealth of data on use and brand 
preference of hundreds of prod- 
ucts. Is comparable with other con- 
Sumer analyses covering almost 
a score of other markets. Published 
by the Columbus Dispatch. 

No. 1276. WKBN BMB Study 
No. 2. 

Data on radio families is in- 
cluded in this second BMB re- 
port published by Station WKBN, 
Youngstown. 


No. 1277. The Cincinnati Market. 

A map of the Cincinnati mar- 
ket, giving population and family 
counts by counties and cities. Pub- 
lished by the Cincinnati Enquirer. 


No. 1278. Cincinnati Business Sta- 
tistics. 

A basic collection of business, 
financial and similar statistics on 
the Cincinnati market, with month- 
ly additions. Published by the Cin- 
cinnati Enquirer. 


No. 1279. Family Coverage Anal- 
ysis, 

A circulation analysis of the 
Cincinnati Enquirer which also 
contains population and family 
S on all counties, cities and 


laren i aa eS 4 


towns in the area. 


No. 1280. The Enquirer House- 
wives Panel Report. 

A continuing panel of house- 
wives who keep and report records 
of purchases, including brands. 
Covers grocery store products. Re- 
ports are published monthly, with 
semi-annual summaries in June 
and December. Published by the 
Cincinnati Enquirer. 


No. 1281. 1949 Cincinnati Market 
Data Book. 


A detailed data book on the 
Cincinnati market, containing a 
map of the area with information 
on market characteristics, popu- 
lation, housing, home ownership 
and other data. Published by the 


Cincinnati Enquirer. 


No. 1282. A Six Billion Dollar Pic- 
ture. 

Brochure condensed from a col- 
or film presentation presenting 
data on the listening area of 
WGAR, Cleveland. 


No. 1284. 1950 Buying Intentions in 
WLW-Land. 

A plan-to-buy survey of 1,500 
representative families in Ohio, In- 
diana, Kentucky, and West Vir- 
ginia, showing intended purchases 
of automobiles and electric appli- 
ances. Broken down for families 
of varying income, age and rural- 
urban status. Published by Sta- 
tion WLW, Cincinnati. 


No. 1283. The WLW Farm Market 


91 


Available Market Data —Lecal 
To secure copies of data listed, use the handy coupons 


for 1950. 

A survey of farmers’ buying in- 
tentions, covering various farm 
implements, electric appliances, 
automobiles and paints. Produced 
by Station WLW, Cincinnati. 


No. 1285. The WLW Consumer 


Market for Jams, Jellies and 
Preserves. 
Survey of 1,500 families in the 


WLW listening area, showing brand 


positions by seven major sales dis- 
tricts and by rural-urban, income 
and age groups. A similar study is 
available on flour. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


_ ADMINISTRATION 
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SEATTLE 
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* No (sob) KJR ” 


KJR doesn’t reach everybody! 


5000 WATTS AT 950 ke. 


But KJR does blanket the rich western Washington market, 
where 1,321,100 radio listeners enjoy one of the world’s 
richest-per-capita incomes. 


Best of all, KJR’s 5000 watts at 950 kc. cover the import- 
ant area that any 50,000 watts would reach (check your 
BMB). 


And “the beauty of it is’”—it costs YOU so much LESS! 
Talk with AVERY-KNODEL, Inc., about K JR! 


American Broadcasting Company 
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Available Market Data—Local 
To secure copies of data listed, use the handy coupons 


No. 1286. Zanesville, Ohio. 

Four-page file folder giving es- 
sential market, population and 
buying data on this market. Pub- 
lished by the Zanesville Times Re- 
corder and Signal. 


No. 1287. Second Report, Cleve- 
land Consumer Panel. 

A sprial-bound printed book of 
more than 100 pages, detailing 
buying and brand preferences of 
a panel of Cleveland housewives 
for the period from October 1948 
through September 1949. Covers 
baking products, beverages, cer- 
eals, canned goods, spreads and 
shortening, frozen foods, soaps. 
Published by the Cleveland Press. 


No. 1288. Cleveland Area Trans- 
portation Advertising. 
A 12-page brochure containing 
detailed data on retail sales, num- 
ber of various kinds of retail out- 


lets, population, earnings, etc., on 
the Cleveland market, as well as 
information on transportation ad- 
vertising rates and services. Pub- 
lished by Mitchell, McCandless & 
Klaus. 


No. 1289. WLW Television Cover- 
age Map and Market Data. 
Coverage areas of WLW televi- 
sion network, including WLW-T, 
Cincinnati, WLW-D, Dayton, and 
WLW-C, Columbus, are shown in 
the report, along with data on pop- 
ulation, rural-urban breakdown, 
sales and income figures, etc. Pub- 
lished by WLW, Cincinnati. 


No. 1290. WADC Market Area Sta- 
tistics. 

Single sheet giving population, 
sales, families and other data on 
the area covered by Station 
WADC, Akron. 


No. 1291. 1950 Market Map. 

A map of the 14-county trading 
area with limits of metropolitan 
Toledo shown, as well as location 
of all county seat towns and other 
communities of importance. Lists 
all towns of 500 or more, shows re- 
tail sales data for each county, 
broken down by classifications, 
and with comparisons for all Ohio 
cities’ retail trading zones. Pub- 
lished by the Toledo Blade. 


No. 1292. Liquor Study. 


A detailed study of Ohio liquor 
markets (or warehouse districts), 
based on sales data for 1949 from 
the Ohio state board of liquor con- 
trol. Published by the Toledo 
Blade. 


No. 1294, Marketing Map of Cin- 
cinnati. 

A map of the greater Cincinnati 
market showing census tracts, rec- 
ognized neighborhoods and adja- 
cent incorporated areas, principal 
streets, population and income lev- 
el of each census tract, neighbor- 


pared with $916,300.72. ° 


Substantial growths were also indicated by 
all public utilities as well as other business 
barometers. Bank deposits were $155,596,- 
161.84 as compared to $98,912,810.67 in 
1940. The clearing house reported debits 
of $1,082,450,890 as compared with 
$541,452,291.64 in 1940. Other compar- 
ative figures for the two census years were: 
telephones, 44,458 as against 28,178; wa- 
ter customers, 37,734 as against 37,034; 
gas users, 35,143 compared with 30,987; 
postoffice receipts, $2,120,137.48 com- 


The Scranton market now contains 103,000 
employed persons drawing more than 


SCRANTON IS ON THE MARCH 


Scranton, Pa., now a center of diversified industry, in 
1949 produced $298,711,600 in manufactured goods, 
according to the records announced by the State 
Department of Internal Affairs. The statistics were 
gathered from 592 all-year-round industrial plants. 


$15,280,000. 


For 1950 the citizens of Scranton plan to raise $2,000,000 as 
a nucleus for a $10,000,000 additional industrial expan- 
sion. It is estimated that 7,500 men and women will be 
provided with additional jobs. Truly Scranton is on the March. 


Che Scranton Cines 
LEADS THE WAY 


all the way 


IN THIS RICH, PROGRESSIVE MARKET 


$150,000,000 in wages annually. The now 
famous ‘Scranton Plan" which received 
country-wide attention is producing results. 
Through this plan, the community under the 
leadership of the Chamber of Commerce 
has raised over $9,000,000 and constructed 
new plants which added 16 new industries 
to the community in the past few years. Ap- 
proximately 4,000 new jobs were created 
with payrolls of $4,856,250 with a potential 
growth of 5,000 more. In addition 28 es- 
tablished plants expanded at a cost of 
$9,796,000 with potential employment for 
13,053 men and women and payrolls of 


TOTAL ADVERTISING LINEAGE FOR 1949 
THE SCRANTON TIMES. . . 12,655,579 
SECOND PAPER ........ 


7,197,913 


FIRST 
Che Srranton Cimes 


— IN NEWS 
— IN CIRCULATION 
— IN ADVERTISING 


SCRANTON, PA. 


GEORGE A. McDEVITT COMPANY, NATIONAL REPRESENTATIVES 
NEW YORK — CHICAGO — PHILADELPHIA — DETROIT 


hood shopping districts, etc. Pub- 
lished by the Cincinnati Times- 
Star. 


No. 1295. ABC City and Retail 
Zone Map. 

This 22%x14%” map, published 
by the Cincinnati Times-Star, 
shows population and coverage of 
the ABC city zone and retail trad- 
ing zone. 


No. 1296. Payroll Poll. 


A survey of day-to-day pur- 
chasing power in greater Cincin- 
nati, showing when residents are 
paid and how much they receive. 
The annual poll is supplemented 
by monthly calendars which show 
day-to-day payrolls for the month 
and what percentage each day’s 
payroll is of the month’s total. 
Published by the Cincinnati Times- 
Star. 


No. 1297. Significant Facts About 
Census Tracts. 

A map showing Cincinnati cen- 
sus tracts, with particular emphasis 
on newspaper coverage. Published 
by the Cincinnati Times-Star. 


No. 1298. The Greater Cincinnati 
Metropolitan Market. 


A four-page folder summariz- 
ing important statistical data about 
the Cincinnati market, including 
population, dwelling units, mar- 
ket indices, leading types of manu- 
facturers, number of retail stores 
in various classifications, bank 
clearings, debits, etc. Published 
by the Cincinnati Times-Star. 


No. 1299. Billion Dollar Catholic 
Market of Northern Ohio. 


A file folder giving basic data 
on the Catholic population, insti- 
tutions, buying power, etc., of 
northern Ohio. Published by Cath- 
olic Press Union Inc., Cleveland. 


No. 1293. Automotive Study. 

A detailed study of the automo- 
tive situation in each of Ohio’s 
metropolitan markets, showing lat- 
est available figures on passenger 
car registrations and gasoline sales. 
Published by the Toledo Blade. 


No. 1489. Fourth Annual New Car 
Sales Analysis. 


Published by the Cleveland 
Press, this analysis gives details 
of new car sales in Cuyahoga 
County, the state of Ohio, and the 
United States, with a wealth of 
related data on the automobile 
business. 


No. 1406. A Five-Year Survey of 
Purchases by Cincinnati House- 
wives of 19 Different Food, 
Beverage and Grocery Items. 

National Transitads Inc. has 
been conducting a consumer panel 
in Cincinnati since 1945. It has put 
the results of five years of con- 
tinuous study into a special five- 

year report on purchases of 19 

commodity classifications, showing 

per cent of families buying each 
commodity each month, average 
monthly family expenditure for 
the commodity, and number of 
different brands bought each 
month. Also available on special 
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request are detailed analyses of 
each of the products, including 
brand standings. 


No. 1407. Dayton, O., and Its Trad- 
ing Area. 

A 30-page booklet giving a 

wealth of data on the Dayton trad- 


ing area, published by the Day- — 


ton Daily News. 
No. 1408. City Map by Income 
Groups. 

The Dayton Daily News has pub- 
lished this map of Dayton and 
environs, indicating the various 
population income groups in rela- 
tion to their location in Dayton. 


No. 1445. 1950 Columbus Dispatch 
Consumer Analysis. 

Like the reports of most other 
newspapers which use the con- 
sumer analysis type of market sur- 
vey developed by the Milwaukee 
Journal, this latest report issued 
by the Columbus Dispatch pre- 
sents unusually detailed informa- 
tion on the market area, and on 
consumer preferences for drug 
and toiletry items, food products, 
automotive accessories, beverages, 
home ownership and remodeling, 
applianee and aute ownership and 
similar data. 


No. 1446. The Cleveland Consumer 
Panel Report No. 2. 


The Cleveland Press annual con- 
sumer panel report, compiled by 
the Cleveland College of West- 
ern Reserve University, covers the 
market area and products such 
as baked goods, beverages, cereals, 
canned goods, spreads and short- 
enings, frozen foods and _ soaps. 
Brand preferences, with monthly 
details, are included for each item. 
The study is available gratis to 
accounts and agencies handling 
products surveyed. 


No. 1447. Ohio Liquor Sales, 15th 
Report. 

This 15th annual analysis of liq- 
uor sales in the state of Ohio, pub- 
lished by the Cleveland Press, con- 
tains detailed information in gra- 
phic form on the dollar sales of 
liquor by county, district and state, 
plus the gallonage sold in 1949 
—by types, district and the state. 
Also included are the figures on 
sales of individual brands—again 
by types, districts and the state, 
and a map of Ohio’s wet and dry 
areas, consumer acceptance of 
brands and other data. Copies are 
available to all directly concerned. 


No. 1448. Cincinnati Post Monthly 
Grocery Inventory. 


This monthly report, issued by 
the Cincinnati Post, covers all 
types of baked products, mixes, 
cereals, soaps, cleansers, cleaning 
aids, starches, bleaches, waxes and 
polishes, margarine, shortening, 
coffee, tea, spreads, pet foods, baby 
foods, and other packaged prod- 
ucts. Copies are available, free, to 
all concerned. 


No. 1449. A Study of Beer in the 
Greater Cincinnati Market. 


uor outlets in greater Cincinnati, 


Of This 


paste 


Only The Cedar Rapids Gazette 
Delivers Adequate Coverage 


yan a 


Both Daily ; 
and Sunday 


CIRCULATION OVER 55,000 
Home Delivered in 129 Eastern 
lowa Towns Day of Publication 


She Cedur Kupids Gazette 


CEDAR RAPIDS, IOWA 
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the Cincinnati Post asked about 
the brands of beer on draft, the 
largest selling draft beer, what 
brands of bottled beer are handled, 
and the leading bottled beers. This 
report, with maps of the area, 
shows both the number of outlets 
and distribution percentage fig- 
ures. Copies are available, free, to 
all concerned. 


No. 1457. 1949 Major Household 
Appliance, Radio & TV Set 
Sales in the Cleveland Market. 

Information on total retail sales 
volume, sales volume by type of 
appliance, sales volume by coun- 
ties, and volume by type of dealer 
is included for household appli- 
ances, radios and television sets in 
this annual Cleveland Plain Dealer 
study. 


No. 1458. Food Facts & Figures of 
the Compact Cleveland Market. 


The 1950 edition of this annual 
report contains data on food prod- 
ucts’ sales volume by counties; 
service wholesale grocers within 
the Cleveland market; maps of 
cities in which full service and cash 
and carry wholesalers are located; 
food wagon distributors and job- 
bers, and other data on Cleveland 
food distribution machinery. The 
report is issued by the Cleveland 
Plain Dealer. 


No. 1459. Frozen Food Retailers in 
Cuyahoga County. 

Almost 1,200 frozen food retail- 
ers in Cuyahoga County are listed 
in this Cleveland Plain Dealer re- 
port. Information on the type of 
store, number of check-out sta- 
tions, number of employes, num- 
ber of frozen food distributors 
which serve each store and capa- 
city of frozen food display and sales 
cases are included. 


No. 1460. Analysis of New Car 
Sales in Cleveland. 

The Cleveland Press issues this 
analysis of new car sales in Cuya- 
hoga County each year. Reports 
cover new car registrations; new 
car sales, by makes; new car sales, 
by dealers, and other pertinent 
data on the new car market in the 
Cleveland area. 


No. 1461. 1950 Beer Survey. 
This Cincinnati Post study indi- 
cates distribution of draft and 
bottle beers among places selling 
liquor in Hamilton County. It con- 
tains breakdowns showing distri- 


Pocket Television 


FLIP BOOKS 


to the 
Millions 


ANIMATED CARTOONS, SPORTS, 
REAL MOVIES, EDUCATIONAL, ETC. 


Two Movies In Each Book 
For As Little As 14 Cents! 


Many of America's great companies 
have found these flip books most ef- 
fective sales aids...in the promotion 
of their products. For humor in ani- 
mated cartoons . . . dramatic educa- 
tional interest in true movies ... for 
putting your products in dynamic ac- 
tion . . . these flip books are un- 
surpassed. 

Free Scenario Offer 
Without obligation, we will prepare 
for you a movie scenario, depicting 
your product in action...with a sup- 
plementary sports movie or cartoon. 


MINIATURE FLIP BOOK CO. 


National Sales Representative 


GRAHAM DEVICES 
150 Broadway, N. Y. 7. Dept. A 


bution by brands, by breweries 
and by areas. 


No. 1462. Cincinnati Post Monthly 
Grocery Inventory. 

The Cincinnati Post checks the 
sales of over 550 different brands 
and sizes of grocery products by 
actual physical inventory of a rep- 
resentative panel of grocery stores 
in the Cincinnati market. Monthly 
reports indicate sales, distribution 
and stock on hand. Copies are 
available to food manufacturers 
and agencies handling products 
covered in the inventory. 


No. 1463. The Cincinnati Post Data 
Book. 
Characteristics of the Cincin- 
nati market are contained in this 


detailed market data study. In- 
formation includes population, oc- 
cupations, larger industries, im- 
portant city zone retail outlets, 
various types of maps of the mar- 
kets, shopping centers and other 
facts regarding the area. The Cin- 
cinnati Post issues the report. 


No. 1454. Ohio Liquor Sales—1949 
vs. 1948. 

Data on the quantities of Scotch, 
bourbon, spirit blends, Irish whis- 
ky, gin, rum, brandy, cordials and 
prepared cocktails sold in Ohio 
are included in this Cleveland 
Plain Dealer survey. 


No. 1455. Beer & Ale Imported into 
the State of Ohio. 
This monthly report shows the 


93 


Available Market Data — Local 
To secure copies of data listed, use the handy coupons 


total imports of various brewing 
companies into the state of Ohio 
and the imports by breweries in 
each county. Basic data is reported 
by the State of Ohio liquor con- 
trol department and is prepared 
by the Cleveland Plain Dealer. 


No. 1456. Wine Imported into the 
State of Ohio, 

Names of wine shippers and the 
gallonage shipped into Ohio, plus 
names of importers and the gal- 
lonage imported is contained in 
this monthly report, issued by the 
Cleveland Plain Dealer, from state 


liquor board figures. 


No. 1450. New Car Sales in Cleve- 

land, 1949. 

This compilation of new car 
sales is issued semi-annually by 
the Cleveland Plain Dealer, and 
contains a map of the Cleveland 
trading area with car sales fig- 
ures listed by sales districts. 


No. 1466. Salient Facts & Figures 
for the Compact Cleveland 
Market. 

The Cleveland Plain Dealer is- 
sues this compact data folder each 


North Dakota has that ‘‘come-hither”’ look, too . . . for the 
advertiser who wants to tell his story in a market having 
the highest per capita income of any farm state. To reach 
this market most effectively at lowest cost, use the NORTH 
DAKOTA DAILIES—with a combined circulation that reaches 


nearly 90% of all rural, small town and city homes. 


DAILIES 


Nin 


BISMARCK TRIBUNE 
DEVILS LAKE JOURNAL 
THE FARGO FORUM 
GRAND FORKS HERALD 

JAMESTOWN SUN 
MANDAN DAILY PIONEER 
MINOT DAILy NEws 
VALLEY city TIMES-RECORD 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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year, covering retail sales and ef-|ties in the area around the city.|chandise, drug, furniture 
fective buying income by coun-/|Figures show food, general mer-! house furnishings sales totals. 


and 


THIS MARKET DATA ISSUE 
PROVES THE POINT: 


a. Pes 


You refer to MARKET DATA in order 
to arrive at an intelligent choice of 


media and audiences 
to make Sales 


i Net pe Ge 
, ; ing families refer to 


HOME OWNERS’ CATALOGS in 
" erder to arrive atan intelligent choice 


of new-home products and agains 


IN FACT, Home Owners’ Catalogs is the greatest single © 
factor of influence on buying decisions in the 
billion doliar custom-built housing market 


When your consumer sales literature is dis- 
tributed by Home Owners’ Catalogs, a com- 
plete “sales presentation” of your building 
products or services is delivered to: 
@ families definitely planning to build new, 
quality homes they will live in themselves. 


@ families impelled to buy building products 
and services for their new homes. 


© families most receptive to a sales appeal, 
hungry for complete information on all 
the items involved in the construction of 
custom-built homes. 


These home-planning families are located and 
screened by the F. W. Dodge Corporation’s 
specially trained news-gathering staff. As they 
enter the market, they receive an impressive 
library edition of Home Owners’ Catalogs. 
Your consumer sales folder or booklet in this 
volume will furnish complete buying facts that 
will tell the detailed story of your building 
materials, appliances, home equipment or fur- 


Be 


Tie 
ale 


THE F. W. DODGE COR 


nishings just as you want it told—to more 
verified home-planners—at lower cost and with 
greater effectiveness than by any other method. 

Your consumer sales folders or booklets will 
be retained ... read and re-read... by these 
prospects, because Home Owners’ Catalogs is 
kept and referred to all through the planning 
and building stages—and long afterward. 

No wonder more manufacturers’ consumer 
catalogs will be distributed via Home Owners’ 
Catalogs in 1950 than ever before—over 
2,480,000! 


See how you can use this service— 
Write today to Mr. T. O. Morgan, General 
Manager—he will arrange for a study of your 
present consumer literature to see how it can 
be effectively distributed in Home Owners’ 
Catalogs, or he will guide you in the prepara- 
tion of future sales literature with a view to its 
possible inclusion in Home Owners’ Catalogs. 
There is no cost or obligation involved in 


your inquiry. 


See Standard Rate and Data Service for complete information 


PORATION's | 
CONSUMER CATALOG. 
—_ a AN UTION SERVICE 


Fe 


_..to make Purchases 


fe eee foe %, 


No. 1451. The Compact Cleveland 
Market. 

This annual Cleveland Plain 
Dealer report contains a map of 
the Cleveland market area, general 
facts on the market, a tabulation 
of retail sales by counties, a map 
of the structure used to define re- 
lative living standards in the area, 
purchasing power graphs, and 
other market data. 


No. 1452. Cuyahoga County Em- 
ployment Figures. 

Each month, the Cleveland Plain 
Dealer tabulates employment fig- 
ures, and data on average work 
hours per week and average week- 
ly wage. The single sheet reports 
also include employment index 
figures of the Cleveland Cham- 
ber of Commerce and the U. S. 
Department of Labor’s national 
figures. 


No. 1453. Cigar Brands in Cleve- 
land. 

This report on a special survey 
of cigar brands on sale in Cleve- 
land stores shows the relative dis- 
tribution and sales position by 
price lines and the best-selling ci- 
gar brands irrespective of price. 
It has been published by the 
Cleveland Plain Dealer. 


No. 1464. 1950 Liquor Survey. 
Distribution of liquor by brands 
and by distillers among Hamilton 
County liquor permit holders is 
featured in this annual Cincinnati 
Post survey. The latest edition lists 
the best selling liquors in the 
various price classes, the starting 
prices of straight drinks and best 
sellers at the different economic 
levels. ; 


No. 1465. Monthly Grocery Inven- 
tory for the Cincinnati Market. 
Published by the Cincinnati 
Post, this elaborate monthly re- 
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port includes data on total units 
sold, average units sold per store, 
percentage of distribution, stock 
on hand, sales inducements and 
other information on various types 
of products sold in Cincinnati 
grocery stores. 


OKLAHOMA 


No. 1300. Facts About Tulsa and 
Its Magic Empire. 

Detailed information on the Tul- 
sa market, including population, 
retail sales, financial data, etc., 
and also including data on number 
of outlets in various lines, as well 
as lists of leading wholesalers and 
retailers. Published by the Tulsa 
World and Tulsa Tribune. 


No. 1301. Data on Muskogee, Okla, 
Data sheet on the Muskogee mar- 

ket, published by the Phoenix 

Times-Democrat. 


OREGON 


No. 1302. How to Sell Food to Ore- 
gon Homemakers. 

An eight-page folder which ex- 
plains the food distribution set- 
up of the Portland area and gives 
details of Oregon food business. 
Published by the Portland Oregon- 
ian. 


No. 1303. How to Mix Tall Pro- 
fits in Oregon Liquor Sales. 
Four-page folder including data 

on liquor sales in Oregon, by coun- 

ties, per capita liquor expenditures, 
etc. Published by the Portland Ore- 
gonian. 


No. 1304. How to Click on Market 
Coverage in Oregon. 

Four-page folder devoted pri- 
marily to family coverage, but in- 
cluding population figures by coun- 
ties, number of families, retail 
sales and passenger car registra- 


cia : 


MP BF ee 


POWER 5000D 1000N 


Yes, there is an abundance of buying 
power here in central Ohio. 
rich market that is thoroughly covered 
by WBNS plus WELD FM. 
families in the area are loyal WBNS 


\- listeners. They act upon the buying 
i 4 advice they hear over this station . . . 
ed and it's the kind of action that makes 

f| sales for WBNS advertisers. 


This is the WBNS. 
Market 


It is a 


187,980 


ASK JOHN BLAIR. 


CBS COLUMBUS. OHIO 
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tions. Published by the Portland 
Oregonian. 


PENNSYLVANIA 


No. 1305. The Johnstown Market. 

Oversize map of the Johnstown 
area with data on family popula- 
tion of all major cities and towns 
in the area. Published by the 
Johnstown Tribune and Democrat, 


No. 1306. 50 Facts About Pennsyl- 
vania’s Third Largest Market. 
This 20-page booklet asserts that 
Bethlehem and Allentown form 
one market—third largest in Penn- 
sylvania—and presents basic sales 
data for the combination. Published 
by the Bethlehem Globe-Times. 


No. 1307. Pennsylvania Business 
Survey. 

A monthly summary of business 
conditions in Pennsylvania, issued 
by the Bureau of Business Re- 
search, School of Liberal Arts, 
Pennsylvania State College. 


No. 1308. Circulation Facts. 
Booklet giving detailed circu- 
lation data on the daily and Sun- 
day Philadelphia Inquirer, which 
also includes 1940 population and 
1949 estimates for the entire area. 


No. 1309. Philadelphia Automo- 
tive Facts—1949. 

A 24-page booklet covering new 
automobile sales, both passenger 
and commercial, by makes and 
counties, for the year 1949, with 
similar data for previous years. 
Published by the Philadelphia In- 
quirer. 


No. 1310.° Population and Retail 
Sales in the Philadelphia 60- 
County Market. 

A six-page statistical summary 
of the Third Federal Reserve Dis- 
trict, published by the Philadelphia 
Inquirer. 

No. 1311. 

Facts. 

A series of brochures issued by 
the Philadelphia Inquirer at inter- 
vals. One of these gives density of 
population and total population 
and families by 10-mile zones from 
Philadelphia’s central business dis- 
trict; another maps the 10-mile 
area; a third analyzes the cor- 
porate and political aspects of 
townships in the immediate subur- 
ban Philadelphia area; and a fourth 
provides a detailed analysis of the 
hardness of the water in 14 coun- 
ties. 


Philadelphia Market 


No. 1312. Buying Habits and Living 


Standards. 

A cross-section study of readers 
of the Philadelphia Daily News, 
containing data on buying habits, 
economic status, etc. 


No. 1313. Analysis of 1948 Wine 

Sales in Pennsylvania. 

A 24-page booklet giving a de- 
tailed analysis of wine sales in the 
state of Pennsylvania, broken 
down by types, districts, brands, 
etc. Also includes a dollar sales 
analysis of liquor, wines and other 
items sold by the Pennsylvania 
Liquor Control Board. Published 
by the Pittsburgh Press. 


No. 1314. 1949 Bulletin Circulation 
and Coverage by Towns and 
Counties. 

This booklet of the Philadelphia 
Bulletin, while primarily a de- 
tailed circulation analysis, also in- 
cludes data on population and fam- 
ilies of counties in the ABC city 
and retail trading area, towns of 
1,000 or more population in the 
area, and similar data for counties 
and towns in the Third Federal 
Reserve District beyond the re- 
tail trading area. 


No. 1315. New Passenger and Com- 
mercial Car Sales in Allegheny 
County. 

A detailed report on 1949 new 

Passenger and commercial car 


sales in Allegheny County, with 
corresponding figures for 1940, 
1941, 1946, 1947 and 1948. Also 
contains similar breakdowns for 
Pittsburgh by wards, surrounding 
municipalities and R.F.D. areas. 
Published by the Pittsburgh Press. 


No. 1316. Liquor Sales in Penn- 
sylvania—Last Six Months of 
1949. 

A 20-page plastic bound outsize 
volume giving complete detail on 
liquor sales in the state, from rec- 
ords of the state liquor control 
board, by both gallons and dollar 
volume. Published by the Pitts- 
burgh Press. 


No. 1317. The New Standard Met- 
ropolitan Area of York, Pa. 


Basic statistical data on the York 
market, published by Station 
WSBA. . 


No. 1318. The Easton Market. 
Circulation map of the Easton 
Daily Express with supplementary 
basic data on the Easton, Pa.- 
Philipsburg, N. J., market. 


No. 1468. A Month’s Purchases of 
the Philadelphia Panel. 


National Transitads operates a 
continuing consumer panel in 
Philadelphia, and issues monthly 
reports on purchases of a wide va- 
riety of products. Available in sep- 
arate reports are hot and ready to 
eat cereal, candy bars, baked 
beans, regular coffee, cleansers, 
cigarets, baking mixes, canned dog 
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Available Market Data — Local 
To secure copies of data listed, use the handy coupons 


RHODE ISLAND 


1319. Rhode Island Market 
Map, Including County Market 
Data. 

File-size brochure including full 


and cat food, frozen foods, pork 
sausage, wieners and frankfurters, 
oleomargarine, shampoo, bar toilet | No. 
soap, and tea. Reports cover about 
300 families who keep purchase 
diaries. 


NO MATTER WHAT MEDIA YOU USE, YOU CAN’T COVER 


THE CHURCH MARKET COMPLETELY 


@ 42,023 BUY IT... — WITHOUT 
@ 130,000 READ IT... 
@ 87% INFLUENCE PURCHASES... 


SALES RE 


SYRACUSE, N. Y. Story 


SULTS .... 


Syracuse Retail Entire 

Annual Sales City Zone Trade Zone Market Area 
Apparel $36,470,000 $12,847,000 $49,317,000 
Building Materials 12,910,000 18,511,000 31,421,000 
Drug 8,202,000 5,255,000 13,457,000 
Electric and Mechanical 

Appliances 11,257,000 12,245,000 23,502,000 
Food 54,644,000 59,423,000 114,067,000 
Furniture and 

House Furnishings 8,703,000 9,465,000 18,168,000 
Hardware and 

Implements 4,843,000 5,266,000 10,109,000 


Capture your Full Share of this great Sales Volume Opportunity 
Through Complete Market Coverage at One Low Cost in 


The Syracuse, N. 


Syracuse Newspapers circulation blankets this important Central New York market 
area. Today — more than 215,000 combined daily circulation carries the message 
of manufacturer and retailer to the vast audience of able-to-buy customers in this 


prosperous greater Central New York Market. 


SELL AT THE LOCAL LEVEL THROUGH NEWSPAPER ADVERTISING 
WHERE SALES RESULTS TELL THE STORY OF PROFITS 


The SYRACUSE Newspapers 


HERALD JOURNAL — POST STANDARD 


(Evening) 


HERALD - AMERICAN 


(Sunday) 


GENERAL ADVERTISING REPRESENTATIVES: MOLONEY, REGAN & SCHMITT 


Y., Newspapers 


(Morning) 


POST - STANDARD 
(Sunday) 
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scale Rhode Island map and com- 
plete market data on the state, 
divided into counties. Gives pop- 
ulation, retail sales, income, dwell- 
ing units, etc. Published by the 
Providence Journal-Bulletin. 


No. 1320. Journal-Bulletin Alma- 
nac, 1950. 
A 310-page reference book on 
Rhode Island, including a wealth 
of statistics, business and financial; 


data on the state, wholesale and 


retail trade, and a complete busi- 
ness directory of the state. Price 
is 40¢. Published by the Providence 
Journal-Bulletin. 


SOUTH CAROLINA 
1321. A New Greenville of 
120,000 People. 


This folder, issued by Station 
WFBC, Greenville, S. C., contains 


No. 


a map of the city zone showing re- 
cent changes in the city’s boundar- 
ies, plus information on retail sales, 
wholesale sales, buying income, 
income per family, employment, 
payrolls and automotive registra- 
tion. 


No. 1322. BMB Station Audience 
Report No. 2 for Station WCSC. 


Station WCSC, Charleston, S. C., 


S| When in need of 


for Schenectady, N. Y. 


Market Information 


It’s the Gazette! 


offers its second BMB audience 
report, containing day and night- 
time audience areas, radio families, 
audience composition, etc. 


No. 1323. Charleston County Sta- 
tistics. 

Data on bank clearings, bank de- 
posits, building registrations, post- 
al receipts, auto registrations, gas, 
water and electric meters and sim- 
ilar information on Charleston 
County, S. C., is contained in this 
leaflet issued by Station WCSC. 


No. 1478. Columbia Market Infor- 
mation, 


Basic data on population, retail 
sales and income for the Columbia 
market, published by the Columbia 
State and Record. 


Grocers’ Route Lists 
Liquor Route Lists 


STANDARD 
_ MARKET 
: DATA 

: FOLDER 


Street Maps 


Beer Route Lists 
Drug Route Lists 


When in need of 
FULL COVERAGE 


MAXIMUM RESULTS 


No. 1479. Spartanburg Market In- 
formation. 

Basic data on population, retail 
sales and income for the Spartan- 
burg market, published by the 
Spartanburg Herald and Journal, 


SOUTH DAKOTA 


No. 1324. Mutual’s Giant of the 
Dakotas. 


Station KSDN, Aberdeen, S. D., 
has issued this leaflet containing 
a map of its coverage area, with 
data on population and retail sales 
of the counties which it serves. 

No. 1325. Upper Midwest Food 
Sales. 

This brochure was prepared by 
the Twin City Food Brokers As- 
sociation, and is offered by Station 
WNAX, Yankton, S. D. The book 
shows the unusual pattern of 


: - 

i Cooking School I f Ss the Gazette 

: Data erect 

= Distribution IN SCHENECTADY, N. ; * 
Checks REPRESENTED NATIONALLY BY 


Reynolds-Fitzgerald, Inc. 


“spot” wholesaling which prevails 
in Minnesota and the Dakotas. 
Maps, with sales figures by coun- 
ties, present a detailed picture of 
the distribution setup. 


No. 1326. Sioux Falls Market Data. 


The Argus-Leader, Sioux Falls, 
S. D., has prepared this compila- 


MORE BREATHING SPACE FOR YOUR ADS 


in THE TELEGRAM 


: Last year THE TELEGRAM published over a million 
gt more lines of news than Toronto’s second evening 
newspaper. 


This additional news content gives your sales messages in 
THE TELEGRAM greater visibility ... greater readership. 
It is the reason for the effective and proven results that 
advertisers get from THE TELEGRAM in the rich Toronto- 
Ontario sales market, wherein one-third of Canada’s 
buying power is located. 


Ask your Telegram advertising representative or advertising . 
agency for full particulars. 


The Trend is to THE TELY! 


HE TELEGRAM 


Bay & Melinda Streets, Toronto 1, Canada 
Hamilton—6 Hughson St. S. 
Montreal—E. R. Chown, Dominion Square Bidg. 
Eastern U.S.—O'’Mara & Ormsbee Inc., 270 Madison Ave., N.Y. 
Chicago—John E. Lutz Co., 435 N. Michigan Ave. 


te I De ee 


-_-eo or er EE ET > rere see oe 


THESE FACTS SPEAK 
FOR THEMSELVES ! 


In the first year of THE 
TELEGRAM under new 
management: 


@ THE TELEGRAM published 
over a million more lines of news 
than Toronto’s second evening 
newspaper. 


THE TELEGRAM added a 
total of 29 new editorial features. 


THE TELEGRAM’S volume 
of display advertising increased | 
by 2,075,582 lines (in 11 months 
only) due largely to the addition 
of 482 new advertisers—279 
national and 203 retail. 


eanenunanenl 
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tion of data on the area served 
by the newspaper. Included in the 
booklet are data on the population, 
retail and wholesale outlets, food 
and drug wholesalers, and chain 
and independent food and drug 
stores. 


No. 1327. Retail Food Outlets in 
Sioux Falls’ Market Area. 


The Argus-Leader, Sioux Falls, 
S. D., also offers this list of all 
retail grocery stores in the greater 
Sioux Falls retail trading zone. 


TENNESSEE 

1328. The Memphis Market 
Area. 

City and county data on the 
Memphis market area is contained 
in a folder published by the Mem- 
phis Commercial Appeal and Press- 
Scimitar. Data includes figures on 
retail food, general merchandise, 
drug and appliance sales and sales 
of home furnishings in the coun- 
ties which comprise the newspa- 
per’s market area, plus information 
on the effective buying income in 
each of the same counties. 


No. 


No. 1329. Nashville Is an “A” Mar- 
ket. 


This booklet, issued by the 
Nashville Banner and Tennessean, 
lists population, occupied dwell- 
ings, retail sales and effective buy- 
ing income for counties in the gen- 
eral Nashville market area. Also 
included are figures on sales tax 
collections, food and drug sales, 
general merchandise sales and 
other information on the area 
served by the newspaper. 

No. 1330. Johnson City Market 
Data. 

Information on population, home 
ownership, retail and wholesale 
trade, types and numbers of re- 
tail establishments, leading food 
and drug outlets and similar facts 
are included in this folder issued 
by the Press-Chronicle, Johnson 
City, Tenn. 


No. 1331. BMB Station Audience 
Report No. 2, for Station WBIR. 


Data on radio families, daytime 
and nighttime audience areas and 
total weekly audience are included 
in the second BMB report for Sta- 
tion WBIR, Knoxville, Tenn. 


No. 1332. The Knoxville Consumer 
Panel, Second Report. 

The Knoxville News-Sentinel of- 
fers this annual report, compiled 
by marketing professors, and their 
staff, at the University of Tennes- 
see. Data in the second report cov- 
ers food products, drugs and cos- 
metics. Individual tabulations for 
each type of product show the 
number of families which pur- 
chased the item, brand preferences 
and store preferences. 


No. 1333. The Memphis Consumer 

Panel, Tenth Report. 

The Commercial Appeal and 
Memphis Press-Scimitar publish 
this annual report on actual fam- 
ily buying in all seasons. Detailed 
tabulations show purchasing trends 
for men’s and women’s apparel, 
home furnishings, and drug and 
food products, as well as such items 
as waxes and polishes. 


No. 1480. Jackson Market Infor- 
mation. 

Basic data on population, retail 
sales and income for the Jackson 
market, published by the Jackson 
Sun. 


No. 1481. Nashville Market Infor- 
mation, 

Basic data on population, retail 
sales and income for the Nashville 
market, published by the Nashville 
Banner and Tennessean. 


Use The Coupons 
in Requesting Data 
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TEXAS 


1334. Houston’s Continuing 
Consumer Panel, Report No. 3. 

Objective of the Houston Chron- 
icle surveys is to study the dis- 
tribution of products and brands 
among Houston households for 
food products, bleaches, cleansers 
and scourers, insecticides, soaps, 
waxes, radios, refrigerators, etc. 
The latest report contains detailed 
tabulations of the number of homes 
which stock each product, and the 
brand names found. 


No. 


No. 1335. Grocery Store Distribu- 
tion Survey of Beaumont. 

The Beaumont Enterprise and 
Journal, Beaumont, Tex., surveyed 
36 of the city’s 349 retail food 
stores in January, 1950. Sixty 
classifications of items were check- 
ed and figures on the percentage 
of distribution of each brand in 
each classification are included in 
the report. 


No. 1336. Port Arthur-Beaumont 
Market Data. 

Station KPAC, Port Arthur, Tex., 
has issued this folder containing 
figures on population, families, 
radio homes, retail sales, food and 
drug sales, general merchandise 
sales etc., in the Port Arthur- 
Beaumont market. 


No. 1337. The Fabulous Southwest. 
This booklet, published by the 
El Paso Herald-Post and Times, 
contains information on the histor- 
ical background, population, rail- 
roads, highways, trade with Mex- 
ico, agriculture, industry, banks 
and building and _ construction 
projects in the El Paso market. 


No. 1338. The Big Package. 


The El Paso Herald-Post and 
Times offer this brochure on the 
market served by the newspapers, 
including information on military 
installations, oil and gas fields, 
potash and copper industries and 
the cattle business in the El Paso 
area. 


No. 1339. The Houston Market 
Book. 


The Houston Post offers this 
“book of statistics about Houston. 
It is a book concerning the busi- 
ness, the industry and the institu- 
tions that the people of Houston 
have created.” The information is 
detailed and includes a number 
of maps and charts. 


No. 1340. Ranch & Farm News 
Customers Are Ready for Your 
Brand. 

The Fort Worth Star-Telegram 
Ranch & Farm News has published 
this folder on the area served by 
the publication, including facts on 
population, retail sales, food and 
drug volume and general mer- 
chandise sales, 


No. 1341. Star-Telegram Visuali- 
zation Maps. 

Maps covering 100 counties 
served by the Fort. Worth Star- 
Telegram are included in this ser- 
ies issued by the newspaper. 


No. 1342. The Dallas Area. 


A statistical summary of the 20 
counties comprising the Dallas re- 
tail trading zone has been compiled 
by the Dallas Times Herald and 
published in this booklet. 


No. 1343. Dallas Buying Power. 
The Dallas News offers this four- 
color map of the Dallas market 
area, with information on buying 
income, population, and the dis- 
tribution of income groups. 


No. 1344. Continuing Consumer 
Panel Study No. 4. 

The Houston Chronicle has is- 
Sued the fourth report in its con- 
sumer panel study series, showing 
brand preferences for foods, clean- 
sers, radios and refrigerators. The 


latest report contains all informa- 
tion in previous studies and is 
available to all regular advertisers. 


No. 1345. Houston Market Data. 

This folder, published by the 
Houston Chronicle, lists all types 
of data available on the Houston 
market. 


No. 1346. The Golden Coast. 

Station KFDM, Beaumont, has 
issued this brochure describing the 
city and its activities, the Beau- 
mont trading area and the “golden 
coast,” from New Orleans to 
Brownsville. 


No. 1347. The San Antonio Mar- 
ket Area. 

Data on population, food, drug 
and general merchandise sales, 
and effective buying income is con- 
tained in this folder issued by the 
San Antonio News and Express. 


1348. Your Data Folder on 
WBAP-TV. 
Station WBAP-TV, Fort Worth, 


No. 


has issued this folder on the area 
served by the station. 


No. 1349. Data on the KRBC Area. 

Station KRBC, Abilene, Tex., 
offers this folder with information 
on the area it serves and a cover- 
age map. 


No. 1350. El Paso, Its Economy & 

the Condition of its Business. 

Station KTSM has gathered the 
information on the El Paso mar- 
ket, which this report contains. 
Data covers agriculture, industry, 
average wages and statistics on the 
city and county. 


No. 1351. Statistics on Austin, Tex. 

The Austin Chamber of Com- 
merce compiled this data on postal 
receipts, utility connections, bank 
data, building permits and express 
shipments, which is offered by 
Station KTBC. 


No. 1352. Austin in a Nutshell. 
This booklet, available from 
Station KTBC, Austin, Tex., con- 
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tains a statistical review, prepared 
by the Austin Chamber of Com- 
merce. 


No. 1353. Trade & Civic Character- 
istics of Austin, Tex. 

This brochure, prepared by the 
Austin Area Economic Develop- 
ment Foundation and available 
from Station KTBC, contains data 
on population, family dwellings 
and home ownership, home build- 
ing, bank deposits, employment, 
occupations, shopping days, retail 
and wholesale establishments and 
sales and manufacturing establish- 
ments. 


No. 1482. Beaumont Market Infor- 
mation, 

Basic data on population, retail 
sales and income for the Beau- 
mont market, published by the 
Beaumont Enterprise and Journal. 


No. 1483. Dallas Market Informa- 
tion, 
Basic data on population, retail 
sales and income for the Dallas 
market, published by the Dallas 
Times Herald. 


UTAH 


No. 1354. 1950 Consumer Analysis 
of the Greater Salt Lake Mar- 
ket. 

This elaborate, 126-page report 
is offered by the Deseret News, 
Salt Lake City. It contains date 
on market characteristics, food 
buying habits (consumer prefer- 
ences and dealer distribution by 
brands), and consumer buying 
habits for soaps, drugs, home ap- 
pliances, automobiles, clothing and 
other products. Data from the pre- 
vious report suggests buying trends 
and buying shifts. 


YOU CAN'T PLAY 
TWO HOLES WITH 


ONE DRIVE 


holes with one drive. 


o 


Follow through with The Call-Bulletin’s 

concentrated circulation when you're 
driving for the prosperous and compact San 
Francisco market. Nearby metropolitan 
markets have their own metropolitan 
newspapers, and it takes another drive to 
reach ’em. Remember: You can’t play two 


A SUCCESSFUL DRIVE IN SAN FRANCISCO 


CALLS FOR CALL-BULLETIN CONCENTRATION 


A Moloney, Regan & Schmitt Rep- 
resentative can show you how to 
tee off on the San Francisco market 


tHE Cart-BuLtetin 


SAN FRANCISCO'S FRIENDLY NEWSPAPER 
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No. 1355. Salt Lake City Fact 

Sheets. 

Station KDYL, Salt Lake City, 
has prepared a series of fact sheets 
containing market data and infor- 
mation about new government 
projects, new industry, in Salt 
Lake City. 


The Newport Express has issued 
a fact sheet on retail sales, food 
and drug sales, general merchan- 
dise volume, apparel sales, auto- 
motive sales, etc., in the Newport, 
Vt., market. 


VIRGINIA 
No. 1357. Danville, Va. 


information on the area, including 
data on local industry, the tobacco 
market, banking and labor. 


No. 1358. Norfolk Market Folder. 
Station WTAR-TV, Norfolk, Va., 
offers this folder containing a map 
of the area served by the station 
and information on population, 


No. 1356. Newport Fact Sheet. 


This folder, issued by Station| and a list of the larger cities in the 
WBTM, Danville, Va., contains! area. 


FREE! Latest Information on the Farm Market 


Statistics on the farm market and basic infor- 
mation on the farm equipment field may be 


secured from IMPLEMENT & TRACTOR. 
Check this list. 


“Statistical Data, Tractors & Farm Equipment’’: This 48 page booklet 
contains the latest figures on production, total sales, domestic and export sales for 
all major lines of farm equipment. County and state market data covering number 
of tractors, trucks and automobiles on farms, number of farms, farm income, electri- 
fied farms, size of farms and farms with running water are also provided as a practical 
guide for determining sales potentials and setting quotas. 


“Pulse of the Farm Equipment Industry”: A s monthly bulletin «7 
pared as a time-saving service for busy advertising and sales executives. “Pulse” 
contains reports on current tractor production, sales and trends in the farm equipment 
industry. Each issue contains an outlook for the month ahead. 


“Do You Know the Farm Equipment Dealer’’: A study of the merchan- 
dising, service and general business operations of 10,000 farm equipment dealer sub- 
scribers of IMPLEMENT & TRACTOR. Lines and products handled, companies 
represented, sales and service volume, number of employees, store facilities, etc. 
are among the subjects covered. 


1&T’s Market Data & Media File: This handy, filing cabinet size folder con- 
tains complete information on the farm equipment market and IMPLEMENT & 
TRACTOR. In addition to factual data on the distribution of farm equipment, re- 
placement parts, etc., the file provides pertinent facts on I&T and its functions as 
the industry's leading advertising medium. 


Directory of Jobbers & Manufacturers’ Agents: This list covers the dis- 
tribution services and facilities offered by more than 1,800 manufacturers’ agents, 
automotive and farm equipment jobbers serving the farm equipment field. Informa- 
tion on products handled, territory served, warehousing, size of sales force, etc., is 


also included. 


To secure this material or for additional information, write 


IMPLEMENT & TRACTOR 
KANSAS CITY 6, MISSOURI 


MARKET RESEARCH 
DEPARTMENT 


WASHINGTON 


No. 1359, Sales Eye View of Wash- 
ington State. 

This booklet contains maps 
showing population density in the 
state, principal market areas, liq- 
uor sales and auto registrations in 
the principal markets and popula- 
tion, buying income, food sales 
and retail sales of major American 
cities, including Seattle. The book- 
let is issued by the Seattle Times. 


No. 1360. Seattle Car Sales Fact 
Sheets. 


The Seattle Times has prepared 
these data sheets containing in- 
formation on the sales of various 
makes of automobiles in 1949 and 
1950. The reports are issued 
monthly. 


No. 1363. KING of Seattle. 


Station KING, Seattle, has pre- 
pared an analysis of the 15-county 
market in Washington served by 
the station. The report includes 
data on the market, population, 
retail sales, and the results of 
three separate studies of the area. 


No. 1364. Ward Study No. 2. 


A complete listener study of the 
15-county market served by Sta- 
tion KING, Seattle, was conducted 
in August, 1949, by Joseph B. 
Ward, registered professional en- 
gineer. Station KING has compiled 
the data so obtained in this bro- 
chure, including charts on day- 
time and evening listening pat- 
terns. 


No. 1365. Think Twice About Ta- 
coma. 


This brochure about Tacoma 
contains information on the popu- 
lation, retail sales, buying income, 
families, food and drug sales, data 
on average sales and per capita 
income, general business activity 
charts and similar information on 
the market. The booklet is issued 
by the Tacoma News Tribune. 


No. 1366. Pacific Northwest Broad- 
casters’ Market Information. 
Pacific Northwest Broadcasters 
offers information on the market 
territories served by its stations 
(Portland, Spokane, Ellensburg, 
Butte, Missoula, Helena, Great 
Falls and Bozeman) with data on 
population, radio homes, retail 
sales, general merchandise sales, 
food store sales, apparel sales, 


The Herald-Traveler has led all Boston papers in total advertising for 23 
consecutive years. And last year we hit an all-time high with 25,889,102 
lines. As surely as the bean and the cod, the Herald-Traveler is always first 


choice in Boston for local and national advertisers alike. 


Represented Nationally by George A. McDevitt Company 


The Boston Herald-Traveler 
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home furnishings volume, building § 
and hardware sales and other mar- 
ket figures. 


No. 1367. The Spokane Market 

Sales Picture. 

This booklet, issued by the 
Spokane Chronicle and Spokes- 
man-Review, contains current sta- 
tistics on the growth of Spokane 
and the Spokane market in the 
ten-year period, 1939-49. 


No. 1368. 1949 Consumer Analysis 
of the Spokane Market. 

The 1949 issue of the Spokane 
Chronicle and Spokesman-Re- 
view’s consumer analysis is the 
third of a series of annual studies, 
published each June. It shows the 
consumer brand preference for a 
wide variety of products and ser- 
vices, including food and grocery 
products, cosmetics, toiletries, auto- 
motive products, household ap- 
pliances, etc. It also includes in- 
formation on population, income, 
and shopping habits. 


No. 1361. Liquor Sales in the State 
of Washington, October-De- 
cember, 1949. 

This report, prepared by the 
Seattle Times, contains an analy- 
sis of brand sales of bonded bour- 
bon, straight whisky, straight 
whisky blends, spirit blends, Can- 
adian whisky, Scotch, and domestic 
wines. Data include tabulations 
of the percentage of each brand 
sold in each of the seven areas and 
the percentage distribution of sales 
by brand in each area. 


No. 1362. New Horizons. 

The Spokane Chronicle and 
Spokesman-Review have prepared 
this folder containing a “preview 
of things to come” in the Columbia 
Basin area as a result of the new 
irrigation project. Data on the 
present market and indications of 
future prospects are included. 


No. 1369. The Sales Story of 
Western Washington, KOMO’s 
$2 Billion Market. 

“It’s a fabulous country—its pop- 
ulation is 40% greater than ten 
years ago and is still growing,” 
says Station KOMO in introduc- 
ing its new market brochure. The 
booklet includes information on 
living standards, home ownership, 
savings accounts. power supply, 
buying income and other data on 
the market area. 


No. 1370. Spring Prospects for 1950 

—Seattle Jewelry Store Sales. 

This booklet, offered by Station 
KOMO, Seattle, contains data on 
jewelry sales prospects in the 
Seattle market area, with indica- 
tions of the potential and, of 
course, suggestions on ways for 
tapping it. 


No. 1371. Influence of Outside 
Trading Area on Seattle De- 
partment Store Sales. 

“The question is,” asks Station 
KOMO, “how big is this market?” 
This folder, offered by the station, 
contains information bearing on 
the answer. 


No. 1372. The Atomic Cities. 

The state of Washington’s fourth 
market (Pasco, Kennewick and 
Richland) is described in this 
folder issued by the Tri-City Her- 
ald. Details of population growth, 
bank deposits, retail sales and 
building permits in the area are 
included. 


No. 1373. This is KJR. 


Station KJR, Seattle, offers this 
20-page brochure containing data 
on the 15-county western Wash- 
ington market served by the sta- 
tion. Included are maps of the 
state drawn according to popula- 
tion, and information on popula- 
tion of cities in the area, the BMB 
station audience report no. 2, and 
other data. 
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WEST VIRGINIA 


No. 1374. Charleston, W. Va., Mar- 
ket Folder. 

This four-page map and mar- 
ket folder contains data on the 
counties covered by the Charles- 
ton Gazette, and information from 
the Department of Commerce and 
West Virginia sales tax collector’s 
office, as well as liquor sales fig- 
ures, tax evaluations and work- 
men’s compensation figures. 
1375. WGKV’s Charleston 

Market Folder. 

Station WGKV, Charleston, W. 
Va., has issued this four-page data 
list with information on population, 
radio families, effective buying in- 
come, retail sales, food sales, drug 
sales, furniture and home furnish- 
ings sales and general merchandise 
volume in the area. 


No. 


No. 1376. Vital Facts Affecting 
Your Sales of Alcoholic Bev- 
. erages in West Virginia. 
sae This booklet shows West Vir- 
ginia’s liquor sales by counties, 
per capita consumption by coun- 
ties, gallonage sold in each coun- 
ty, and other details. It is pub- 
lished by the Charleston Daily 


No. 1383. The Madison Market. 

Parade published this market 
data folder on the Madison, Wis., 
market, including a map of south- 
ern Wisconsin and data on coun- 
ties in the area. Copies of the 
folder are available through Madi- 
son Newspapers Inc. 


No. 1384. Fourteen Market Com- 
parison of Consumer Prefer- 
ences, 

This comprehensive, 164-page 
comparison of consumer prefer- 
ences in 14 markets where news- 
Papers conduct consumer analyses, 
was published in 1949 by the Mil- 
waukee Journal. Data show per 
cent use of products in the 14 cities, 
brand preferences, and other in- 
formation. Only a limited number 


of copies still are available. 


No. 1387. Appleton, Wis., Map. 

The Appleton Post-Crescent of- 
fers this map of its market area, 
in color. 


No. 1386. Third Annual Consumer 
Buying Habit Study of the City 
Zone Market of Appleton, Wis. 

The Appleton Post-Crescent-in- 
vestigated buying habits of con- 
sumers and tabulated its findings 
in 97 product classifications, with 
sections devoted to groceries and 
related products, drug and cos- 


metic items, beer and soft drinks, | 
candy and cigarets, home owner-| 


ship and appliances. The new, 1950 
study contains data on occupations, 
fuels used for heating, automo- 


7h 


Available Market Data — Local 
To secure copies of data listed, use the handy coupons 


bile ownership, etc. 


pared a series of presentations con- 
cerning such products as alcoholic 


No. 1385. Product Data Compila-|beverages and tobacco, with in- 


tions. 


formation on their use in the Mil- 


The Milwaukee Journal has pre-|waukee area. 


EL IMPARCIAL 


SAN JUAN 


opular 


PUERTO RICO 


morning daily, covers Puerto Rico, 


@ prosperous American dollar market 


‘i Ke 


National Representative 


EDWIN SEYMOUR, INC. 


270 Park Avenue 


New York 17, N. Y. 


Mail. 


‘No. 1377. Vital Facts Affecting the 
Sales of Food & Drugs in West 
Virginia. 


THE SHOE FITS. And the promotion 
fits, too. Here’s Jim Martin, WGAR 
newscaster at Thom McAn with a 
WGAR point-of-purchase display 
poster publicizing his daily newscast 
sponsored by Thom McAn Stores. 


The Charleston Daily Mail of- 
fers this booklet which contains 
data on West Virginia food and 
drug sales by counties, food and 
drug sales in metropolitan Charles- 
ton, and maps showing percent- 
age of food and drug sales for each 
county. 


WISCONSIN 


No. 1378. The 1950 -Milwaukee 
Journal Consumer Analysis of 
the Greater Milwaukee Market. 
The Milwaukee Journal offers 

its 27th annual report on char- 

macteristics of the Milwaukee area 
shoppers. In addition to data on 
brand preferences and stores in 
which buying is done, the study 
also contains information on the 

* manufacturing establishments and 

payrolls in the area, market 

growth, retail trade, standards of 
living, store distribution and other 
characteristics of the market. 


No. 1379. The Catholic Herald Cit- 
izen. 

An analysis of the Catholic mar- 
ket in Milwaukee is contained in 
this market data folder issued by 
the Catholic Herald Citizen, Mil- 
waukee. Information covers pop- 
ulation, buying power, retail sales, 
etc. 


ne No. 1380. BMB Station Audience 
ie Report No. 2, Station WIBA, 

Madison, Wis. 

The second BMB report for Sta- 
tion WIBA lists radio families in 
the market area, daytime and 
nighttime coverage of the station 
and other characteristics of the 
market area. 


No. 1381. Madison, Wis. 

This market folder, issued by 
the Madison Newspapers Inc., con- 
tains a map of the Madison city 
zone and trading area and infor- 
mation on the number of dwelling 
units, population increase, food, 
drug and retail sales. 


WGAR believes in promotion. 


es. 


‘ 


ee 


RECORDS SOAR...on 
WGAR’s midnight platter 
show, “Morgan’s Musical 
Inn”. Requests for musical 
numbers pour in to record- 
catching Hal Morgan. One 
record stands at 655 tele- 
grams in 70 minutes! Listen- 
ers respond to WGAR... 
morning, noon or midnight. 


No. 1382. Ninth Annual Edition of 
Retail Sales Trends in Madi- 
son, Wis, 

The Madison Newspapers Inc. 
offers this 50-page mimeographed 
booklet containing data on total 
annual dollar volume and percent- 
age control by stores in eight re- 
tail classifications (grocery, drug, 
department store, men’s wear, 
women’s wear, shoe store, jewelry 
and furniture). It also includes 
figures on population, sales in the 
me nine-county trading area, indus- 
mT trial payrolls, bank Savings, etc. 


A WGAR SPONSOR ... Mr. Allen C. 
Knowles, President of South Side Federal 
Savings & Loan Association. Mr. Knowles 
is also Class A Director of Federal Home 
Loan Bank, Cincinnati, and member of 
Committee on Ethics, National Savings 
& Loan League. South Side Federal has 
been a WGAR advertiser since 1942. 


REAP THE HARVEST 
...the rich rural area 
served by WGAR. 
WGAR’s “Farm Re- 
seg is now available 
or sponsorship. Dick 
Kathe, WGAR’s farm 
director, travels over 
2000 miles every month 
to gather on-the-spot 
interviews, farm news 
and market reports. 
Through WGAR’s 
“Farm Report” you 
reach more farmers, 
more quickly, more of- 
ten, more economically. 
Ask about it. 


RADIO... America’s Greatest Advertising Medium 


WGAR Cleveland.:.50,000 watts...CBS 


Represented Nationally by Edward Petry & Company 
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Available Market Data— Local 
To secure copies of data listed, use the handy coupons 


1388. The Sheboygan, Wis., 
Market. 

The Sheboygan Press has is- 
sued this eight-page market folder 
with figures on the population and 
data on industry, agriculture and 
sales activity in the area. Also 
included are the mames and ad- 
dresses of drug and food stores in 


No. 


the city. 


No. 1389. Pick This Depression- 
Proof Market for Your Prod- 
uct Test. 

This booklet, on the Green Bay, 

Wis., market area, contains data 

on income, population, business 


and income, and other character- 


istics of the area. The brochure is 
published by the Green Bay Press- 
Gazette. The newspaper also has 
prepared fact sheets on its gro- 
cery brand sales survey, designed 
to check the effectiveness of test 
campaigns. 


No. 1390. Figures Tell the Story 
of Superior & Northern Wis- 
consin. 

This market data folder on the 
northern Wisconsin trading area 
served by the Superior Telegram 


FOR 


Your copy is 

ready, write today — 
to the General 
Advertising Dept. 


YOUR PRODUC 


Included are 

Facts on the 
Press-Gazette 
Sponsored, Grocery 
Brand Sales 
Survey, for Test 
Campaigns. 


GREEN BAY PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


WE KNOW THAT 
GREEN BAY IS 


AN IDEAL TEST 
MARKET. 


YOU'LL BE CON- 
VINCED AFTER YOU 
READ WHY IN 

THIS IMPORTANT 
ANALYSIS OF ITS 
PEOPLE, AND HOW 
THEY LIVE AND WORK. 


contains information on the in- 
dustry and business in the area, 
population of counties and their 
buying income, and a description 
of the area itself. 


STANDARD MARKET 
DATA FOLDERS 

Standard market data folders, 
supplying basic market and media 
information in accordance with 
suggestions of the Bureau of Ad- 
vertising, ANPA, and the Ameri- 
can Association of Advertising 
Agencies, have been published by 
many of the country’s daily news- 
papers. For convenience they are 
listed here, each being identified 
by its own number. 

No. 950. Hartford, Conn., market. 
Published by the Hartford Times. 

No, 951. St. Petersburg, Fla., 
market. Published by the St. 
Petersburg Times. 

No. 952. Rockford, Ill., market. 
Published by the Rockford Morn- 
ing Star and Register-Republic. 

No. 953. South Bend, Ind., mar- 
ket. Published by the South Bend 
Tribune. 

No. 954. Des Moines, Ia., market. 
Published by the Des Moines Reg- 
ister and Tribune. 

No. 955. Louisville, Ky., market. 
Published by the Courier-Journal 
and Louisville Times. 

No. 956. New Orleans, La., mar- 
ket. Published by the Times-Pica- 
yune and New Orleans States. 

No, 957. Austin, Minn., market. 
Published by the Austin Daily 
Herald. 

No. 958. Bozeman, Mont., mar- 
ket. Published by the Bozeman 
Daily Chronicle. 

No. 959. Helena, Mont., market. 
Published by the Independent Rec- 
ord, 

No. 960. Rocky Mount, N. C., 
market. Published by the Rocky 
Mount Telegram. 

No. 961. Lorain, O., market. Pub- 
lished by the Lorain Journal. 

No, 962. Steubenville, O., mar- 
ket. Published by the Steubenville 
Herald-Star. 

No. 963. Zanesville, O., market. 
Published by the Zanesville Times- 
Recorder and Signal. 

No. 964. Anadarko, Okla., mar- 
ket. Published by the Anadarko 
Daily News. 

No. 965. Clinton, Okla., market. 
Published by the Clinton Daily 
News. 

No. 966. Hobart, Okla., market. 
Published by the Hobart Demo- 


New York 


service. 


the Only COMPLETE 
Broadcast Institution 


in 
Central New York 


You can cover the rich Central 


tion —WSYR. 


WSYR-AM’ s audience is 220,000 
families (BMB) in the heart of 
Upstate New York. 


WSYR-TV’s full radiating power 
of 23,500 watts—its antenna lo- 
cated 1200 feet above Syracuse 
—assure clear, steady pictures. 


It will pay you to take advantage 
of the complete coverage offered 
by this one integrated broadcast 


market with one sta- 


AM 


pACUSE 


@FM @ TV 


NBC Affiliate in Central New York 


-—- Headley-Reed, National Representatives 
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crat-Chief. 

No. 967. Okemah, Okla., market. 
Published by the Okemah Daily 
Leader. 

No. 968. Bayonne, N. J., market. 
Published by the Bayonne Times. 

No. 969. Perth Amboy-Wood- 
bridge, N. J., market. Published by 
the Perth Amboy News. 

No. 970. Rochester, N. Y., mar- 
ket. Published by the Rochester 
Democrat & Chronicle and Times- 
Union. 

No. 971. Johnstown, Pa., market. 
Published by the Johnstown Trib- 
une and Democrat, 

No. 972. Philadelphia, Pa., mar- 
ket. Published by the Philadelphia 
Inquirer. 

No. 973. Providence, R. I., mar- 
ket. Published by the Providence 
Journal and Bulletin, 

No. 974. Mitchell, S. D., market. 
Published by the Mitchell Daily 
Republic. 

No. 975. Rapid City, S. D., mar- 
ket. Published by the Rapid City 
Daily Journal, 

No. 976. Wichita Falls, Tex., 
market. Published by the Wichita 
Falls Record-News and Times. 

No. 977. Schenectady, N. Y., 
market. Published by the Schenec- 
tady Union-Star. 

No. 993. Sayre, Okla., market. 
Published by the Sayre Daily 
Headlight-Journal, 

No. 978. Fort Smith, Ark., mar- 
ket. Published by the Southwest 
American, Fort Smith Times Rec- 
ord and Southwest-Times Record. 

No. 979. Hot Springs, Ark., mar- 
ket. Published by the Hot Springs 
New Era and Sentinel-Record, 

No. 980. Texarkana, Ark.-Tex., 
market. Published by the Tezar- 
kana Gazette and Daily News. 

No. 981. Middlesboro, Ky., mar- 
ket. Published by the Middlesboro 
Daily News. 

No. 982. Winston-Salem, N. C., 
market. Published by the Wins- 
ton-Salem Journal and Twin City 
Sentinel. 

No. 996. Temple, Tex., market. 
Published by the Temple Daily 
Telegram. 


ROUTE LISTS 


Note: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


Route lists of grocers, drug 
stores, retail liquor stores and 
other retail outlets are commonly 
available from most newspapers 
and a number of radio stations 
and other local media. For con- 
venience, all route lists which have 
been reported to ADVERTISING AGE 
as available for distribution are 
listed together here. Each is identi- 
fied by its own number. The type 
of list, territory covered and name 
of publisher are given. Note that 
some route lists are charged for. 
and readers requesting them will 
be billed by the publishers. 


No. 850. Drug list, Washington. 
D. C. Published by the Washington 
Times-Herald. 

No. 851. Grocery and drug list. 
Peoria, Ill. Published by the Peor- 
ia Journal and Star. 

No. 852. Grocery list, Indianapo- 
lis, Ind., $1 a cony. Published by 
the Indianapolis Times. 

No. 853. Grocery, drug, filling 
station and beer permit list for the 
area covered by the Hawk-Eye 
Gazette, Burlington, Ia—seven 
counties in Iowa and two counties 
in western Illinois. 

No. 854. Drug list. Sioux Citv, Ia. 
Published by the Sioux City Jour- 
nal-Tribune. 

No. 855. Grocery list, Sioux City, 
Ia. Published by the Sioux City 
Jouvrnal-Tribune. 

No. 856. Grocery list, greater 
Louisville, Ky. Published by the 


Courier-Journal and Louisville 
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Times. ’ 

No. 857. Grocery list, New Or- 
leans, La. Published by the Times- 
Picayune and New Orleans States. 

No. 858. Drug list, New Orleans, 
La. Published by the Times-Pica- 

ne and New Orleans States. 

No. 859. Drug list, Grand Rapids, 
Mich. Published by the Grand Ra- 
pids Press. 

No. 860. Grocery and meat mar- 
ket list, Grand Rapids, Mich. Pub- 
lished by the Grand Rapids Press. 

No. 861. Beer outlet list, Grand 
Rapids, Mich. Published by the 
Grand Rapids Press. 

No. 862, Grocery list, Austin, 
Minn. Published by the Austin 
Herald. 

No. 863. Grocery list, Mankato, 
Minn. Published by the Mankato 
Free Press. 

No. 864. Grocery list, New Ulm, 
Minn. Published by the New Ulm 
Daily Journal. 

No. 865. Grocery and drug list, 
Winona, Minn. Published by the 
Winona Republican-Herald. 

No. 866. Grocery list, Butte, 
Mont. Published by the Montana 
Standard and Butte Daily Post. 

No, 867. Grocery list, Schenecta- 
dy, N. Y. Published by the Sche- 
nectady Union-Star. 

No. 868. Liquor, wine and beer 
outlets, Schenectady, N. Y. Pub- 
lished by the Schenectady Union- 
Star. 

No. 869. Drug list, Winston-Sa- 
lem, N. C. Published by the Win- 
ston-Salem Journal and Sentinel. 

No. 870. Complete list of grocer- 
ies and meat markets, confec- 
tionery stands, drug stores, cafes, 
restaurants and hotels, Winston- 
Salem, N. C., published by the 
Winston-Salem Journal and Sen- 
tinel. 

No. 871. Grocery list, Fargo, N. 
D., and Moorhead, Minn. Published 
by the Fargo Forum. 

No. 872. Drug list, Cincinnati, O. 
Published by the Cincinnati En- 
quirer. 

No. 873. Grocery list, Cincinnati, 
O. Published by the Cincinnati En- 
quirer. 

No. 874. Liquor permit holders, 
Cincinnati, with a supplement for 
Hamilton and Middletown, O. Pub- 
lished by the Cincinnati Enquirer. 

No. 875. Drug list, Cincinnati, O. 
Published by the Cincinnati Times- 
Star. 

No. 876. Grocery list, Cincinnati, 
O. Published by the Cincinnati 
Times-Star. 

No. 877. Beer and wine permit 
holder list, Cincinnati, O. Pub- 
lished by the Cincinnati Times- 
Star. 

No. 878. Liquor permit holder 
list, Cincinnati, O. Published by 
the Cincinnati Times-Star. 

No. 879. Grocery list, Zanesville, 
O. Published by the Zanesville 
Times-Recorder and Signal. 

No. 880. Drug list, Zanesville, O. 
Published by the Zanesville Times- 
Recorder and Signal. 

No. 881. Wholesale grocery list, 
Philadelphia. Published by the 
Philadelphia Inquirer. 

No. 882. Grocery list, Providence, 
R. I, Published by the Providence 
Journal and Bulletin. 

No. 883. Licensed liquor outlets, 
Providence, R. I. Published by the 
Providence Journal and Bulletin. 

No. 884. Retail outlet list, Mit- 
chell, S. D., including grocery 
stores and meat markets; general 
merchandise with food; apparel; 

automotive—farm implements; fill- 
ing stations; lumber—building— 
hardware; cafes; drug stores; li- 
quor—bars; grain elevators—farm 
—feed—garden. Published by the 
Mitchell Daily Republic. 

No. 885. Grocery list, Sioux Falls, 
S. D. Published by the Sioux Falls 
Argus-Leader. 

No. 886. Drug list, Sioux Falls, 
S. D. Published by the Sioux Falls 
Argus-Leader. 

No. 887. Liquor list, Sioux Falls, 
S. D. Published by the Sioux Falls 
Argus-Leader. 

No. 888. Grocery list, Memphis, 
Tenn. Published by the Memphis 


Commercial Appeal and Press- 
Scimitar. 

No. 889. Retail beer outlets, 
Memphis, Tenn. Published by the 
Memphis Commercial Appeal and 
Press-Scimitar. 

No. 890. Grocery list, Houston, 
Tex. Published by the Houston 
Chronicle, 

No. 891. Drug list, Houston, Tex. 
Published by the Houston Chro- 
nicle. ‘ 

No. 892. Grocery and drug list, 
Fond du Lac, Wis., 25¢ to non-ad- 
vertisers. Published by the Fond 
du Lac Commonwealth Reporter. 

No. 893. Drug list, Manitowoc and 
Two Rivers, Wis. Published by the 
Manitowoc Herald-Times and Two 
Rivers Reporter. 

No. 894. Food stores, Manitowoc 
and Two Rivers, Wis. Published by 
the Manitowoc Herald-Times and 
Two Rivers Reporter. 

No. 895. Grocery list, Milwaukee, 


Wis. Published by the Milwaukee 
Sentinel. 

No. 896. Drug list, Milwaukee 
County. The price is $1 to all ex- 
cept advertisers in the Milwaukee 
Sentinel, publisher of the list. 

No. 897. Grocery list, Superior, 
Wis. Published by the Superior 
Telegram. 

No. 898. Drug list, Racine, Wis. 
Published by the Racine Journal- 
Times. 

No. 899. Grocery list, Racine, 
Wis. Published by the Racine Jour- 
nal-Times. 

No. 900. Liquor and beer outlet 
list, Racine, Wis. Published by the 
Racine Journal-Times. 

No. 901. Drug list, Portland, Ore. 
Published by the Portland Orego- 
nian. 

No. 902. Grocery list, Portland, 
Ore. Published by the Portland 
Oregonian. 

No. 903. Grocery and drug list, 


Spokane, Wash. Published by the 
Spokane Spokesman-Review and 
Daily Chronicle. 

No. 904. Grocery list, Minneapo- 
lis-St. Paul. Published by the Min- 
neapolis Star and Tribune. 

No. 905. Drug list, Little Rock, 
Ark., market. Published by the Ar- 
kansas Democrat. 

No. 906. “Handy Route List,” 
Little Rock, Ark. Published by the 
Arkansas Democrat. 

No. 907. Drug list, metropolitan 
Denver. Published by the Denver 
Post. 

No. 908. Grocery list, metropo- 
litan Denver. Published by the 
Denver Post. 

No. 909. Drug list, Saginaw, 
Mich., price, 75¢. Published by the 
Saginaw News. 

No. 910. Grocery list, Saginaw 
Mich., price, $1. Published by the 
Saginaw News. 

No. 911. Drug list, Flint, Mich. 
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Published by the Flint Journal, 

No, 912. List of groceries, meat 
markets and drug stores, Kala- 
mazoo, Mich. Published by the 
Kalamazoo Gazette. 


To 


AUTOMOTIVE 
SERVICE 
SHOPS 


“The Master Mailing bist” 


Most complete, most accurate, mos? 
effective Automotive Service Shop 
Mailing Lists available — at lowes? 
rates. Used regularly by large direct 
mail advertisers. Over 143,000 verified names 
incl. 47,000 Car Dealers; 75,000 Repair Shops; 
12,000 Fleets; 8,000 Automotive Jobbers. Ad- 
dressing to any shop classification by states, 
Write for detailed state counts, rates—complete 
folder FREE on request. 


MOTOR SERVICE Siicico enunor: 


CHICAGO 6, ILLINOIS 


“Missouri 


- Ruralist 
had a hand in 
my Hybrid Seed 


a“ 
Corn... says P. B. Eubank 
of Huntsville, Mo. 


P. B. Eubank is well known in his county for his 
certified seed corn, and his purebred Hereford cat- 
tle and hogs. He takes an active interest in farm 
improvement work. He is now serving with the 
Missouri Crop Improvement Assn., and is past 
president of the Randolph County Farm Bureau. 


Missouri Ruralist 


Published by Capper Publications 


Editorial Office, Fayette, Mo. 


Tse Mo. 


“ ...I have tried many of the new ideas dis- 
cussed-in Missouri Ruralist — with excellent 
results!” says Mr. Eubank. “Being a home state 
paper, it seems to have more usable informa- 
tion. I see all the advertising and always read 
a great deal in every issue.” 


Missouri Ruralist is written and edited by men 


who can farm as well as write. They know from 
experience what their readers want to know. 
That’s why our readers depend on Missouri 
Ruralist. This same confidence goes out to our 
advertisers. Tell your product story in Missouri 
Ruralist . . . and you’ll get results! 


AME 11 ince 


Business Office, Topeka, Kan. 
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Available Market Data— Local 
To secure c»pies of data listed, use the handy coupons 


No. 913. Grocery and meat mar- 
ket list, Pontiac, Mich. Published 
by the Pontiac Daily Press. 

No. 914. Drug list, Pontiac, Mich. 
Published by the Pontiac Daily 
Press. 

No. 915. Beer outlet list, Pon- 
tiac, Mich. Published by the Pon- 
tiac Daily Press. 

No. 916. Drug list, Camden and 
South Jersey. Published by the 
Camden Courier-Post. $10 to non- 
advertisers. 

No. 917. Grocery list, Buffalo, 


N. Y. Published by the Buffalo 
Courier-Express. 

No. 918. Grocery and drug list, 
Bangor and northern-eastern 
Maine. Published by the Bangor 
Daily News, 

No. 919. Liquor list, Cincinnati, 
O. Published by the Cincinnati 
Post. 

No. 920. Grocery list, Cincinnati, 
O. Published by the Cincinnati 
Post. 

No. 921. Grocery list and map, 
Camden and South Jersey. Pub- 


lished by the Camden Courier- 
Post. $10 to non-advertisers. 

No. 922. Grocery and meat list, 
Appleton, Wis. Published by the 
Appleton Post-Crescent. 

No. 923. Grocery, drug and de- 
partment store list, Moline, Rock 
Island, East Moline, Davenport and 
Illinois trading territory. Published 
by the Rock Island Argus and Mo- 
line Dispatch. 

No. 924. Grocery, drug and beer 
permit list, 16-county Iowa area 
served by the Cedar Rapids Ga- 
zette. 

No. 925. Grocery, drug and de- 
partment store list, Davenport, Mo- 
line, Rock Island, East Moline— 
Iowa and Illinois trading area. 


44 OFF THE PRESS ! 


THE DIRECTORY 
OF MICHIGAN MANUFACTURERS 


The Sth Edition of THE DIRECTORY OF 
MICHIGAN MANUFACTURERS is fresh from 
the presses. Its 3 sections combine to tell the 
full story of Michigan manufacturing . a 
virtual album presenting a clear, individual 
picture of each of Michigan’s 12,000 manu- 
facturing operations. 

The front MASTER SECTION accommodates 
the complete listings with firm name; address; 
names, initials, and titles of all major execu- 
tives from purchasing agent to president; type 
of management; products manufactured 
ber of employees, male and female; year estab- 
lished, and export information. 

The middle BLUE SECTION describes all 
manufacturers alphabetically from A to Z with 

city address. The PRODUCTS SECTION (yel- 
low) classifies Michigan's manufactured prod- 
ucts under more than 2,300 headings. A map 
of Michigan showing counties and county seats 
is accompanied by a tabulation which tells all 
of the 478 manufacturing cities and centers 
arranged under their respective counties. 

The Directory is unbiased—uninfluenced by 
charges for listings. All listings of all manu- 
facturers are free. 
tion is realized and maximum accuracy is 


insured. 


Phone WOodward 2-4640 


; nhum- 


Thus unanimous coopera- 


MANUFACTURER PUBLISHING COMPANY 
131 West Lafayette Avenue, Detroit 26, Michigan 


Published by the Davenport Times 
and Democrat. 

No. 926. Grocery list, Houston, 
Tex., price, $1. Published by the 
Houston Post. 

No. 927. Grocery list, Worcester, 
Mass. Published by the Worcester 
Telegram and Gazette. 

No. 928. Grocery list, Schenec- 
tady, N. Y. Published by the Sche- 
nectady Gazette, 

No, 929. Drug iist, Schenectady, 
N. Y. Published by the Schenec- 
tady Gazette. 

No, 930. Liquor and beer list 
Schenectady, N. Y. Published by 
Schenectady Gazette. 

No. 931. Drug list, Toledo, O., 
area. Published by the Toledo 
Blade. 

No. 932. Liquor permit holder 
list, Toledo, O. Published by the 
Toledo Blade. 

No. 933. Grocery list, Toledo, O. 
Published by the Toledo Blade. 

No. 934. Beer outlet list, Toledo, 
O. Published by the Toledo Blade. 

No. 935. Grocery list, Alhambra, 
Cal. Published by the Alhambra 
Post-Advocate. 

No. 936. Grocery and drug list, 
Beloit, Wis. Published by the Be- 
loit Daily News. 

No. 983. Buffalo, N. Y., market. 
Published by the Buffalo Courier- 
Express and Evening News. 

No. 984, Middletown, O., market. 
Published by the Middletown Jour- 
nal, 

No. 985. Frederick, Okla., mar- 
ket. Published by the Frederick 
Leader. 

No. 986. Camden, N. J., market. 
Published by the Camden Courier- 
Post. 

No. 987. El Paso, Tex., market. 
Published by the El Paso Times 
and Herald-Post. 

No. 937. Grocery list, Philadel- 
phia and nearby Pennsylvania 
suburban towns, $5 a copy. Pub- 
lished by the Philadelphia Bulle- 
tin. 

No. 938. Drug list, Philadelphia 
and nearby Pennsylvania sub- 
urban towns, $5 a copy. Pub- 
lished by the Philadelphia Bulle- 
tin. 

No. 939. Grocery list, Milwaukee, 
Wis., $1 a copy. Published by the 
Milwaukee Journal. 

No. 940. Drug list, Milwaukee, 
Wis., 50¢ a copy. Published by the 
Milwaukee Journal. 

No. 941. List of grocers, whole- 
sale grocers, drug stores and news 
stands, Kingsport, Tenn. Published 
by the Kingsport Times-News. 

No. 942. Liquor, beer and wine 


Allentown 


Retail Advertising is UP 


Allentown merchants used 7% MORE 
advertising in the Call - Chronicle 
Newspapers during the first 4 Months 


of 1950 than during the same period in 1949. 


Business Is Good! 


Allentown is the Shopping Center 
of this Retail Trading Zone of 
336,596 Population 


21 Diversified Major Products 


ABC Circulation 76,693 


assure this area’s stability 
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permit holder list, Cleveland, O. 
Published by the Cleveland Plain 
Dealer. 

No, 943. Grocery list, Cleveland, 
O. Published by the Cleveland 
Plain Dealer. 

No. 944. Drug list, Cleveland, 
O. Published by the Cleveland 
Plain Dealer. 

No, 945. Grocery list, Charlotte, 
N. C. Published by the Charlotte 
News. 

No. 946. Drug list, Dayton, O. 
Published by the Dayton Daily 
News. 

No. 947. Grocery list, Dayton, O. 
Published by the Dayton Daily 
News. 

No. 948. Liquor list, Dayton, O. 
Published by the Dayton Daily 
News. 

No. 949. Grocery list, Marinette, 
Wis. Published by the Marinette 
Eagle-Star. 

No. 2000. Grocery list, Marinette 
and Oconto Counties, Wis., and 
Menominee County, Mich. Pub- 
lished by the Marinette Eagle- 
Star. 

No. 988. Schenectady, N. Y., mar- 
ket. Published by the Schenectady 
Gazette. 

No. 989. Philadelphia, Pa., mar- 
ket. Published by the Philadelphia 
Bulletin. 

No. 990. Burlington, Ia., market. 
Published by the Burlington 
Hawk-Eye Gazette. 

No. 991. Milwaukee, Wis., mar- 
ket, Published by the Milwaukee 
Journal, 

No. 992. Asheville, N. C., mar- 
ket. Published by the Asheville 
Citizen and Times. 

No. 994. Perry, Okla., market. 
Published by the Perry Daily 
Journal, 

No. 995. San Diego, Cal., mar- 
ket. Published by the San Diego 
Union & Sun and the San Diego 
Journal. 

No. 2001. Drug list, Fort Worth, 
Tex. Published by the Fort Worth 
Star-Telegram. 

No. 2002. Drug list, West Texas 
towns and counties. Published by 
the Fort Worth Star-Telegram. 

No. 2003. Grocery list, Fort 
Worth, Tex. Published by the Fort 
Worth Star-Telegram. 

No. 2004. Hardware and paint 
outlets, Detroit, Mich., and sub- 
urbs. Published by the Detroit 
News, $1 a copy. 

No. 2005. Gas station list, Detroit, 
Mich., and suburbs. Published by 
the Detroit News, $3 a copy. 

No. 2006. Household appliance 
dealers, Detroit, Mich., and sub- 
urbs. Published by the Detroit 
News, $1 a copy. 

No. 2007. Grocery and meat store 
list, Detroit, Mich., and suburbs. 
Published by the Detroit News, $3 
a copy. 

No. 2008. Grocery list; Decatur, 
Ill. Published by the Decatur Her- 
ald & Review. 

No. 2009. Drug list, Decatur, I1l. 
Published by the Decatur Herald 
& Review.. 

No. 2010. Liquor list, Decatur, Ill. 
Published by the Decatur Herald 
& Review. 

No. 2011. Grocery list, Cham- 
paign-Urbana, Ill. Published by the 
Champaign-Urbana Courier. 

No. 2012. Drug list, Champaign- 
Urbana, Ill. Published by the 
Champaign-Urbana Courier. 

No. 2013. Liquor list, Champaign- 
Urbana, Ill. Published by the 
Champaign-Urbana Courier. 


SOON TO BE PUBLISHED 


No. 1491. Complete Radio Guide 
to the Greater Ozarks Empire. 


Scheduled for mid-June pub- 
lication by Station KWTO, Spring- 
field, Mo., this volume will con- 
tain detailed data on buying power, 
radio homes and farm radio homes, 
as well as overlay maps of Spring- 
field stations’ listening areas, BMB 
audience data, and cost figures for 
the three stations. 


No. 1492. Beer Preference in the 
Negro market in Metropolitan 
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Chicago. 

The Chicago Defender plans 
publication of the results of a 
study of brand preference in beers 
among Chicago area Negroes in a 
brochure scheduled for publica- 
tion early in June. 


No. 1493. Fifth Annual Consumer 
Analysis of Rockford, Ill. 
Publication of this fifth anal- 

ysis of consumer use and prefer- 

ence for a wide variety of food 
products, grocery store items, 
toiletries, home equipment, motor- 
ing products, etc., is scheduled for 
Aug. 1 by the Rockford Morning 
Star and Register Republic. 


No. 1494. Fifth Annual Consumer 
Analysis of Rock Island-Moline, 
Iu. 

Publication of this fifth analysis 
of consumer use and preference 
for a wide variety of food products, 
grocery store items, toiletries, home 
equipment, motoring products, etc., 
is scheduled for August by the Mo- 
line Dispatch and Rock Island Ar- 
gus. 


No. 1495. WLS Market Book. 


This volume is scheduled for 
August publication by Station 
WLS, Chicago. It will include 
market information on the area 
covered by the station, latest BMB 
coverage data, information on cash 
farm income, cattle, poultry and 
hog population, number of radio 
families on farms and in cities, etc. 
All data will be on a county basis. 


No. 1496. Automotive Analysis of 
the Los Angeles Market. 


The Los Angeles Times is plan- 
ning publication of a comprehen- 
sive study of the automobile market 
in Los Angeles County. Tabulations 
will include new car registrations 
by month, by area, and by make 
of car, beginning with January, 
1948. 


No. 1497. Los Angeles County Pop- 
ulation and Retail Sales. 


Market data on population and 
retail sales from Sales Manage- 
ment’s “Survey of Buying Power” 
is being worked up into a volume 
showing Los Angeles County in 
relation to U. S. totals, 11 west- 
ern states totals, California totals, 
and southern California counties 
totals. To be published by the Los 
Angeles Times. 


No. 1498. Analysis 1949 Southern 
California Distilled Spirits Mar- 
ket. 


Data on 1949 California state 
excise stamp sales broken down by 
11 southern California counties and 
by distributors is being organized 
by the Los Angeles Evening Her- 
ald-Express. Scheduled for pub- 
lication July 1. 


No. 1499. 1949 New Car Sales in 
Southern California. 


The Los Angeles Evening Her- 
ald-Express plans to publish this 
analysis by July 1, giving break- 
downs by makes in the 11 south- 
ern California counties, and by 
areas in the Los Angeles metropol- 
itan district. Included also will be 
tabulations on total registrations 
of passenger cars, trucks, trailers 
and motorcycles, as well as month- 
by-month figures on gasoline sales. 


No. 1500. Press-Telegram News 
Letter. 


Scheduled for July 1 publica- 
tion by the Long Beach, Cal., 
Press-Telegram is a new edition 
of the paper’s newsletter, featur- 
ing a larger-than-newspaper-page 
tabulation based on Sales Man- 
agement’s “Survey of Buying 
Power,” showing the economic in- 
dices for America’s 200 largest 
Cities, 


No. 1501. Metropolitan Oakland— 
the Bright Spot. 


Scheduled for publication early 


in July is this booklet which will 
show the latest figures on popu- 
lation, income, retail sales, buy- 
ing power, auto registration, new 
construction, utility installations 
and other market data covering 
metropolitan Oakland, Cal., and 
comparing it with the state and 
nation. To be published by the 
Oakland Tribune. 


No. 1503. York County, Pa., Data, 

A brochure incorporating popu- 
lation, buying power, radio fam- 
ily, income level and other infor- 
mation on York County, Pa., is in 
preparation by Station WSBA and 
WSBA-FYMM, York, Pa. 


No. 1504. Directory of Food Dis- 
tributors and Members of As- 
sociation of Manufacturers’ 
Representatives in the Phila- 
delphia Area, 

The Philadelphia Bulletin ex- 


pects to produce this 1950 edition 
in June. It gives basic information 
on firms and individuals in the 
food distribution business within 
a 100-mile radius of Philadelphia, 
including names of buyers and of- 
ficers, buying hours, etc., for 
chains and supermarkets, institu- 
tions, wholesalers and frozen food 
distributors. 


No. 1505. Survey of Vacation Plans. 

WLW, Cincinnati, expects to is- 
sue this study covering its four- 
state area by July 1. It will show 
where and when people plan to 
go, mode of travel, etc. Information 
will be presented separately for 
these areas: Cincinnati, Dayton, 
Columbus, Ft. Wayne, Hunting- 
ton and Louisville. 


No. 1506. Oleomargerine Survey. 
Consumer survey of 1,500 fam- 
ilies in the WLW area, showing 


what brands they use, previous 
brands used, brand familiarity, 
and favorite brands. Information 
will be presented for each of seven 
major sales districts, and by rural- 
urban, income and age groups. To 
be published by Station WLW, 
Cincinnati, about July 15. 


No. 1507. Cough and Cold Rem- 
edies Survey. 

Consumer survey of 1,500 fam- 
ilies in the WLW area, showing 
consumer usage and share of mar- 
ket for all major brands. Informa- 
tion will be presented by seven 
major sales districts, and by rural- 
urban, income and age groups. To 
be published by Station WLW, 
Cincinnati, about Aug. 15. 


No. 1508. Coffee Survey. 
Consumer survey of usage and 

share of market for all major 

brands, based on 1,500 families. 
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Information will be presented for 
seven major sales districts, and 
by rural-urban, income and age 
groups. To be published by Station 
WLW, Cincinnati, about Aug. 1. 


ORTHWEST 
EWS FLASHES 


Retail lumber, Building Matenals 


and Cool Dealer 


@ 4200 Dealers Serving 
@ 10 million persons 
@ 3 million farm population 


Wyoming, Wisconsin. 
1013 Fourth Ave. Se., Minneapolis 4, Minn. 


site le tr ; 
spehkraer?’ 


SOME PEOPLE can't think of anything but home! 

So whether you're selling foods or furnishings, 
building materials or home equipment, you talk to 
the right people (and nobody else) when you adver— 


tise to the 2,700,000 


ardent homemaking readers 


of The American Home Magazine. This high-visibility 
series is currently appearing in The New Yorker, 
Tide, Advertising Age, and other publications. 


/ 


GRACE NOTES 


TRUMPET-—TOOTING and personal selling-visits to 
Hormel Good Food dealers are all in a week's 
work for Helen Hammond of "Music with the 


Hormel Girls" (Sundays, 227 ABC stations). 


The 


orchestra and chorus of 65 members travel con- 


stantly. 


Between broadcasts the girls work with 


local stores to create sales and goodwill for 
Geo. A. Hormel & Co., BBDO Minneapolis client. 


NEW YORK + BOSTON + 
MINNEAPOLIS + 


BUFFALO 
SAN FRANCISCO * 


NEW MODEL 


* CHICAGO + 
HOLLYWOOD + 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


CLEVELAND * 
LOS ANGELES 


PITTSBURGH 
* DETROIT 


"ARE YOU THE GIRL Jon Whitcomb's looking for?" 
Announcement last month of Oneida Ltd.'s nation- 
wide search for new faces for its Community 
Silverware "For Keeps" campaign sent thousands 
of candidates to cooperating jewelry stores and 
Silverware departments. Contest idea had six-day 
pre-test in South Bend, where Betty Lou Rupert, 
shown with Artist Whitcomb, won over 193 others. 


a. See 


REAL PEOPLE 


"LET'S FIND OUT why Adam Spanier likes his job" 
—and while we are doing it, we'll find out a 
number of interesting things about Standard Oil 


Company (Indiana). 


The story of a great com— 


pany's operations is often complex, hard to 


tell. 


But it can be told effectively, as is 


proved by the consistently high readership of ad, 
vertisements like this, prepared by BBDO Chicago. 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


COREE SEH HEHEHE EERE HOHE HEHEHE EHH TEESE EEO HEHEHE EH ES EOESD 


COOH HEHEHE HEHE REE EHH EEE EEE HEHEHE EHH EHH HEHEHE HEHEHE HEHEHE ESET H HEHEHE COHETHEE EOE EEOE®D 


No. 1509. The Greensboro Market. 

A new brochure, comparing the 
Greensboro, N. C., market with 
other markets in the state, as well 
as with the entire Southeast, is 
being prepared by the Greensboro 
Daily News and Record for publi- 
cation about July 1. Distribution 


will be restricted to advertising 
and agency executives. 


No. 1510. Minnesota Drug Route 
List. 

A complete list of drug whole- 

salers, chain and cooperative group 

headquarters, with their executives 


and buyers, and all individual 
drug stores in Minnesota. Sched- 
uled for July publication by the 
Minneapolis Star and Tribune. 


No. 1511. Detroit Foreign Language 
Pantry Survey. 
Station WJLB, Detroit, is con- 


th 


% 70% Dealer Tie-in Guarantee on 
Grocery and Related Items! * Twice 
Weekly Dealer Contacts! *% Complete, 


Pocket Sized Grocery and 


Largest City Zone 
Market in the State (dacs \ 
69,629 Population (.%°,) Must be a part of 
Any Statewide Advertising Promotion! 


the Appleton Post-Crescent ([250'5)'320d0 Sain") 


is the only Newspaper in Wisconsin with all these Merchandising 
and Promotion Tools available to Advertisers . . . at no cost! 


A. B.C. 


1940 


Plus! 


1950 Study 
Available June 
15th 


Drug Route 


Lists for 1950! % Complete sets of Dealer 


Address Plates for special 


% Up-to-the-minute Product Mat File! 


for further personalized information 


WRITE — WIRE —— PHONE COLLECT TODAY! 
David A. Lindsey, Manager, General Advertising. 


ducting a new pantry survey 
among its foreign language listen- 
ing group to cover such merchan- 
dise as canned foods, soups and 
bread. Publication is expected by 
the end of August. 


No. 1512. Market Data for Lexing- 
ton, Ky. 

A series of data sheets on the 
market, including population, cli- 
mate, building permits, value of 
farm crops, principal industries, 
housing characteristics, etc., which 
is scheduled for publication about 
June 1 by the Lexington Herald- 
Leader. 


No, 1513. KFBI Coincidental Radio 
Listening Survey. 

Station KFBI, Wichita, Kan., 
expects to have this survey of lis- 
tening habits for 60 counties in 
Kansas and northern Oklahoma 
ready for distribution by June 1. 


No. 1514. The Big Aggie Land Mar- 
ket. 

Station WNAX, Yankton, S. D., 
is preparing this qualitative study 
of the 267 counties of Minnesota, 
the Dakotas, Nebraska and Iowa 
which make up “the Big Aggie 
Land Market.’ The publication 
will be issued in July and will in- 
clude data on population, retail 
sales, effective buying income, ra- 
dio homes and similar subjects. 


No. 1515. Greenville Market Data. 

Station WFBC, Greenville, S. C., 
will have this new brochure of in- 
formation about its market area 
available in mid-June. 


No. 1516. The Seattle Times’ -1950 

Consumer Analysis. 

In June, the Seattle Times will 
release results of its 1950 consumer 
study in the Seattle market. Data 
include brand preferences, pref- 
erence for market places and in- 
formation on the characteristics 
of the market and readers served 
by the newspaper. 


No. 1517. Analysis of Liquor Sales 
in the State of Washington. 
The Seattle Times, early in June, 

will issue its analysis of Wash- 


ington state liquor sales for the 


period October-December, 1949. 
The report will contain an analysis 
of brand sales in seven areas for 
bottled in bond bourbon, bottled 
out of bond bourbon, blended whis- 
ky, blends of straight whisky, Can- 
adian whisky, Scotch and domestic 
dessert wine. Per cent of each 
brand sold and percentage of dis- 
tribution of sales by brands will 
be included for each area. 


No. 1518. The Huntington, W. Va., 
Market. 
Station WHTN, Huntington, W. 


A Pattern for Profit in the New York Market 


Forlan Newspaper Representatives can make it easy for you to reach this lucrative market . 

The 7 leading foreign language papers of New York are now available for your advertising under a new method devised 

by Forlan Newspaper Representatives. You can buy all 7 papers (or any combination), comprising a market of 1,250,000 

readership, in a single package! Forlan will handle all copy, bill you only once a month! 
Facts You Should Know About New York's Foreign Language Press 


(2) The foreign language press is an ideal medium for your institu- 


(1) A great, virtually untapped market for the sale of all types of 
goods and services, it is just waiting for cultivation by national adver- 


tisers. 


Few have ever attempted to till this rich sales soil on any 


consistent basis. Through Forlan, it is possible to reach this valuable 


market as easily as any other. 


(For further information and rates, contact) 


FORLAN NEWSPAPER REPRESENTATIVE 


These Great Foreign Language Papers Belong on Your Schedule! 


2 —- 


tional advertising. 


Foreign elements in this country are eager to 


learn more about the American way of Life and our Free Enterprise 
System. You can best bring this story to them through the papers 


they read and understand. 


Ss 210 West 50th Street, New York 19, N. Y. 


JUdson 6-4880 
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Va., will have its summary of mar- 
ket information on the Hunting- 
ton area available about the mid- 
dle of July. Figures cover retail 
sales in the area during 1949, and 
detailed information on food, ap- 
parel, general merchandise, home 
furnishings, automotive, service 
station, hardware, beverage and 
drug sales. 


No. 1502. Market Guide to Selling 
Cedar Rapids and the Half Bil- 
lion Dollar Eastern Iowa Mar- 
ket. 

The Cedar Rapids Gazette plans 
June 22 publication for this eight- 
page brochure giving Cedar Rap- 
ids, Ia., data on population, fam- 
ilies, gas and electric meters, bank 
deposits and clearings, employ- 
ment, basic industries, buying in- 
come, retail sales, etc., as well as 
similar statistics on the 16-county 
area. 


No. 1519. The Washington Auto- 
motive Market. 

Station KOMO, Seattle, will 
publish a study of western Wash- 
ington automotive and service sta- 
tion registration figures in July, 
Data include passenger car and 
truck registrations, population and 
total disposable income for 1950. 


No. 1520. Market Data on Topeka, 
Kan. 

Station KTOP will publish a 
market piece on the Topeka trad- 
ing area, with information on pop- 
ulation, radio homes, food sales, 
and other retail sales data in the 
near future. 


No. 1521. Mirror Map. 

The Los Angeles Mirror will is- 
sue a map of the 16 major areas 
in Los Angeles County about 
July 1. The map will show the 
1949 distribution of the county 
population. 


Note: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
by the publishers. 


No. 150. Dealers Tell How to Get 
More Out of Coupon Cam- 
paigns. 

This report, published by Pro- 
gressive Grocer, tells what deal- 
ers like and dislike about coupons. 
It covers what size coupon dealers 
prefer; type of display material to 
use; what retailers think is most 
effective way to distribute cou- 
pons; whether the manufacturer 
should pay the dealer for handling 
coupons, etc. 


No, 151. Shopping Cart Baskets— 
The Best Display Idea I Ever 
Used. 

Progressive Grocer has issued 
this case history on shopping cart 
displays. It shows how sales were 
increased through the use of cart 
displays—how the displays looked 
and what they sold. 


No. 152. Facts in Food and Grocery 

Distribution as of January 1950. 

This 17th annual survey of food 
retailing, published by Progressive 
Grocer, covers sales and number 
of stores, including grocery and 
combination stores, specialty food 
stores; progress of independent 
merchants; growth of self-service 
among independents; annual sales 
per fulltime employe; character- 
istics of leading independent gro- 
cery and combination stores; order] 
of preference for display materials 
in self-service stores; operating ex- 
penses, margins, and profits of 21 
selected . midwestern  self-servicé 
markets. 


No. 153. Candy Now a Leading 
Sales and Profit Item in Foo 
Stores. 

Highlights of a food store cand 
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survey have been published by 
Progressive Grocer. The report 
tells how consumers spend their 
candy dollar in food stores; the 
types of candy food stores sell; 
methods food stores use to sell 
candy; how candy margins vary in 
independent food stores. 


No. 154. Data On: Office Ap- 
pliances. 

This report, published by Office 
Appliances, shows distribution of 
dealer sales of office supplies and 
equipment. An occupational break- 
down in the January, 1949, issue 


} also is given. 


155. The Latest on Frozen 
Foods. 

Quick Frozen Foods has pre- 
pared this report on the present 
and future trends which will affect 
the growth of the frozen foods in- 
dustry. The report gives some dol- 
lar volume figures; estimates of 
production trends; distribution pic- 
ture; the market for equipment; 
frozen juice concentrates market; 
and new developments. 


No. 


No. 156. Ice Cream Manufacturing 
and Selling. 

Facts and figures about the buy- 
ing power of the ice cream industry 
are covered in this report, pub- 
lished by Olsen Publishing Co., 
publisher of The Ice Cream Re- 


view. The report includes produc- 
tion information—how much con- 
sumed and where produced. Also 
methods and equipment used in 
ice cream production. 


No. 157. Market Facts on Bottled 
Milk, 

Olsen Publishing Co., publisher 
of The Milk Dealer, has issued this 
booklet, which shows the sales of 
the bottled milk industry; what 
states sold 75% of the bottled milk 
and cream, etc. Products and 
equipment used by the industry 
are discussed. 


No. 158. Butter, Cheese and Con- 
centrated Milks Industries Mar- 
ket. 

This report, published by Olsen 
Publishing Co., which publishes 
National Butter and Cheese Jour- 
nal, tells how America’s milk is 
used; methods and equipment used 
in condensing, evaporating and 
drying milk. Butter, cheese and 
evaporated milk production by 
states also is shown. 


No. 159. Daily Products Data Sheet. 

Rank of states in production of 
evaporated milk, cheese, cottage 
cheese, butter, sherbet, ice cream, 
non-fat dry milk solids, and milk 
is shown in this report published 
by Olsen Publishing Co. Produc- 


tion by months also is given. In 


addition, charts show the amounts 
of whole milk, skim milk or butter- 
milk used for each product. 


No. 160. Production and Distribu- 
tion of Fresh Fruit and Vege- 
tables. 

How fresh fruit and vegetables 
are distributed is reported in this 
booklet, published by The Packer. 

Facts on the size of the industry, 

including people, acreage, build- 

ings, machinery, trucks and trac- 
tors, fruits and vegetables, and in- 
ventory, are given. Also included 
are total national carlot shipments; 
where produced; total carlot un- 
loads; future of the industry, etc. 


No. 161. Hardware Retailer Data 

File. 

This report, issued by the Na- 
tional Retail Hardware Associa- 
tion, analyzes the hardware store 
market as to number of stores 
and distribution of sales by popu- 
lation brackets. Figures on the 
number of jobbers, number of job- 
ber buyers and number of jobber 
salesmen also are given. 


No. 162. Your 1950 Market Guide 

for Housewares and Appliances. 

This market planning guide for 
the housewares and appliance in- 
dustries, published by House Fur- 
nishing Review, a Haire publica- 
tion, gives figures for each state 


what's 


Increasing industrial activity, 


dar. 


Keep up with Florida... 


best in Florida — and at low cost. 


citrus, vegetable and cattle production, 

and the continuing flow of families to 
Florida to work and to live, have created steady, 
substantial buying power right around the calen- 
Today Florida is one of America’s fastest 
growing year ’round markets. Florida is UP! 


and keep sales up in 
Florida by using the pages of the Florida Times- 
Union in Jacksonville, the Herald in Miami and 
the Tribune in Tampa. These three morning news- Pe 
Papers circulate where 78% of Florida’s effective 

buying income is concentrated. 
saturation circulation in Florida’s three major 
markets plus from 20 to 100% family coverage 
in their rich trade areas—and at lowest cost. 


expanding 


They give you 


in FLORIDA ? 


~~” ~—CsCORFFECTIVE BUYING INCOME UP 


Florida gained 191 million dollars 
in effective buying income in 1949 
over 1948. The total for the State 
is estimated to be $2,766,627.00. ° 


Bae Gy 


EFFECTIVE BUYING 

INCOME PER FAMILY 
EBI per family climbed 
again in 1949 and 
Florida lead all East South 
Central states in EBI per 


capita.” | 
POPULATION UP 


Florida's amazing 
growth continues. Last 
year Florida gained 
42,800 new families 
for a population in- 


crease of 11 UP 


FARM INCOME 
Florida topped the nation 
percentagewise in farm 
income in 1949 with a 
gain of 19%. Total farm 
income was nearly 400 
million dollars. °° 


UP 


AMERICA’S BEST TEST MARKET 


Florida’s permanent population is made up of 
families from every section of the United States. 
If you want to sell it to America,.you can test it 


* 1950 Sales Management Survey of Buying Power. **U. S. Department of Agriculture. 


FLORIDA TIMES-UNION 


NEW BUSINESS & INDUSTRY UP 
Florida ranked 7th in the nation in 
incorporation of new businesses in 
1949 (January through October) — 
an increase of five percent. 


Jacksonville - National Representatives» Reynolds-Fitzgerald, Inc., 


National Representatives - Sawyer-Ferguson-Walker Co. 


MIAMI HERALD 


National Representatives Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


105 
Available Market Data — Distribution 
To secure copies of data listed, use the handy coupons 
and region of the country to aid,;appliance sales concentrated in 


manufacturers and retailers in 
planning their 1950 sales cam- 
paigns. Also included are the per 
cent of total 1948 housewares and 


each month, and the regional dis- 
tribution of new urban dwelling 
units for 1948 and the first seven 
months of 1949. 


7 
~ © n "=e 


IN 1949 


* 
Linage Leadership 
LINAGE CARRIED FOR THE YEAR 1949 


*FOOD & GROCERY | CROP MACHINERY| COMMERCIAL 

STORE ITEMS AND TRACTORS DISPLAY 
THE DAKOTA FARMER 130,375 98,367 520,067 
Country GENTLEMAN 93,365 62,337 790,121 
FARM JOURNAL 64,840 35,573 445,785 
SuccessFUL FARMING 59,108 42,378 480,193 
THE FARMER 57,723 89,128 515,564 
WALLACES’ FARMER 47,057 97,214 582,575 
NEBRASKA FARMER 45,988 76,033 513,481 
CaPpPER’s FARMER 38,494 49,687 379,258 


SOURCE: Farm Publication Advertising Reports, December, 1949 
*A. Food Ingredients; B. Canned & Packaged Foods; C. Food 
Beverages; D. Miscellaneous Food Products; 
E. Soaps & rs. 


just COMPLETED! 


Income, Crop and 
DAKOTA Production. 


An accurate survey of 1949 
Livestock 


Before you plan your advertising pro- 
gram, write for your FREE copy of this 
interesting survey compiled from USDA 
information. 

Also included in the survey is an ac- 
curate appraisal of the meaning of the 
development of Missouri River Valley 
as it will affect DAKOTA. 


For FREE copy write to: 


J. P. Maloney, Advertising ra 
1019 N. W. Bank Building on 


Minneapolis, Minn, 


LARGEST... 


Newspaper 


284,000* SUNDAY CIRCULATION 
AND GROWING EVERY WEEK 


Blankets the great 8-county market of Western New 
_ York where more people live than in any one of 16 x 

states, and where retail sales aregreaterthan in anyone : 
_ @f17 states. In selling 
this market of 1,400,000 
your dollar in Courier- 
_ Express buys greater 
impact on the families 
_ with more money to 
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No. 163. Your Market in the Re- 
tail Meat Industry. 

This report, compiled by Meat 
Merchandising, covers the buying 
power of independent food stores. 
The survey reveals what these 
stores sell; what kind of service 
they offer; how many employes; 
what improvements or changes are 
definitely planned. A summary of 
market refrigerated display and 


storage equipment is given. 


No. 164. Your Market in the Fro- 
zen Food Locker Industry. 
This survey of the buying habits 
and intentions of 10,948 frozen 
food locker plant owners in the 
U. S. is offered by Locker Manage- 
ment. Included is the number of 
lockers in 10,948 plants; how many 
sell packaged frozen foods and the 


mene ne Banner 
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TENNESSEE Ss 
BUYING 


POWER 
IS IN THE 


NASHVILLE 
MARKET 


The heart of [YY 7 Tennessee is 


INAS ERY Wb bs 


The "MONEY TOWN” of the South 


Reach this prosperous market through two great newspupérs. 


The Nashville Tennessean 
- Sunday 


Newspaper Printing Corporation, Agent, Represented by the Branham Company 


Owit Let the BIG 


ONES ge ot 


Netting sales? You'll do better in 
the pages of TRANSPORT TOPICS, the 
only ABC paper devoted to trucking. 
Motor freight is big business. Motor- 
freight carriers spend nearly two bil- 
lion dollars a year on gas, tires, oil, 
piston rings, spark plugs, brake lining, 
batteries, replacement parts and tools. 
Nine out of ten motor-freight carriers 
read and prefer... 


Gransport Topics 


The National Journal of the Motor-Freight Carriers 


Washington 6, D.C. 


volume sold; types of wraps and 
containers offered, etc. 


No. 165. The Hotel Industry—1949. 

Hotel Monthly has issued this 
report of the physical and sales 
statistics of U. S. hotels during 
the past year. The tabulation cov- 
ers hotels, guest rooms, sales, size 
breakdowns by geographic divi- 
sions and states. 


No. 166, The 1950 January Review. 

This is a reprint of the January, 
1950, issue of Hotel Monthly, which 
is an annual analysis of business 
trends affecting hotels. The report 
covers the year’s achievements, 
new ideas and planning; average 
hourly wages of hotel employes; 
transportation trends for 1940, 
1948 and 1949; food cost to hotels; 
distilled spirits consumption, 1934- 
1949; growth of chain hotels; and 
hotel operating statistics. 


No. 167, Hotel Brand Buying Po- 
licies. 

Published by Hotel Monthly, this 
report, based on a questionnaire 
mailing, gives information about 
buying habits and buying chan- 
nels in the average hotel opera- 
tion. 


No. 168. The Hotel Monthly News- 
Digest. 

This bulletin, issued monthly by 
Hotel Monthly, shows the average 
hotel occupancy and how sales 
compared this year with the same 
month last year. 


No. 169. The Automotive Service 
Industry. 


Gasoline Retailer has published 
this report, which reports on the 
number of motor vehicles, how 
they are divided as to passenger 
cars and trucks, and where these 
vehicles are located. Included are 
the total number of service estab- 
lishments capable of servicing 
these vehicles; number of car 
dealer agencies; and total retail 
volume of the automotive indus- 
try. In addition, information is 
given on the gasoline service sta- 
tion market—retail volume and 
estimated passenger car accessory 
volume, 1949-1952. Another sec- 
tion is devoted to methods of dis- 
tribution in the gasoline service 
station industry. 


No. 170. A Continuing Survey of 
Gasoline Service Station Mar- 
kets Throughdut the United 
States, 


Two surveys thus far have been 
prepared by Gasoline Retailer, 
with a third in the making, to de- 
termine the type of gasoline serv- 
ice stations in various towns and 
cities throughout the U. S. The 
first one is on Manhasset, N. Y., 


and the second on Van Wert, O. 
The survey covers the location, 
ownership, type of station, type 
of trade, buying habits and auto- 
motive service rendered. 


No. 171. Daily News Record Facts. 
Daily News Record has publish- 
ed this report giving the general 
statistics on the men’s wear in- 
dustry in the U. S.; preliminary 
production data; data at the retail 
level. This information is given 
for each of the following groups: 
men’s clothing and rain wear; 
sports wear; furnishings; boy’s 
wear; work clothing and uniforms; 
domestics; knit wear; cottons, ray- 
ons and blended fabrics; woolens 
and worsteds; knit fabrics; yarns 
and threads; dyers and finishers; 
mill machinery, equipment and 
supplies; buttons, closures and 
fasteners, film and coated. 


No. 172. Annual Study of Brands. 

The current strength and weak- 
nesses of national brands, private 
brands and unbranded lines in 
14 categories of women’s wear 
has been reported in this survey, 
issued by Women’s Wear Daily. 
Distribution of dollar sales among 
national brands, private brands 
and unbranded goods also is 
shown. 


No. 173. Shifts in Principal Manu- 
facturing Areas, 1939-1947, in 
the Women’s Wear and Related 
Industries. 

Charts showing the consumption 
expenditures for clothing and 
shoes, shifts in textile employment, 
apparel and finished textiles em- 
ployment appear in this report put 
out by Fairchild Publications. 
Other charts show manufacturers’ 
shipments of women’s, misses and 
juniors’ outerwear; production by 
market area, etc. 


No. 174. Shirts. 

Men’s Wear has compiled this 
survey on shirts showing the best 
selling collar styles this season; 
the most important shirt fabrics 
this season; color and design pre- 
ferences. 


No. 175. Style, Color and Fabric 
Trends. 

This survey, prepared by Men’s 
Wear, indicates the trends from 
1935 through 1949, except for the 
war years, based on the per cent 
of year’s sales by models, colors 
and fabrics. The information, in 
chart form, has been separated 
into two groups—spring and sum- 
mer, and fall and winter. 


No. 176, 5th Annual Survey of the 
Operating Experience of Men’s 
Wear Stores. 

Facts and figures on what’s hap- 
pening with current operating 


Advertising Age, May 29, 195) 


practices are revealed in this sur- 
vey published by Men’s Wear. 
Tables show the composite profit 
and loss statement of men’s wear 
stores; sales increases obtained by 
men’s wear stores; rate of stock- 
turn in men’s wear stores; percent- 
age of men’s wear stores carrying 
specified line of merchandise; per- 
centage of total volume contrib- 
uted by each merchandise line 
in men’s wear stores that handled 
women’s wear; composite sched- 
ule of expenses of men’s wear 
stores; distribution of sales by 
month; publicity expenses in per- 
centages of net sales; etc. 


No. 177. Men’s Wear 1949 Fact 

Book, 

This analysis of the production 
and distribution of men’s wear 
in 1948 has been published by 
Men’s Wear. Breakdowns are given 
of retail sales of men’s wear within 
the men’s wear departments of 
department stores and in men’s 
wear specialty stores. Also in- 
cluded is the percentage of net 
sales spent on advertising and 
publicity by men’s wear stores in 
1948. 


No. 178. 10th Annual Fall and 

Winter Clothing Survey. 

This survey, published by Men’s 
Wear, shows the breakdown for 
the four sections of the country, 
as well as for the U. S. as a 
whole, on fabric sales and retail- 
ers’ estimates for the next season. 
The survey is divided into two 
sections—one on suits and the 
other on topcoats and overcoats. 


No. 179. 1949 Service Job Anal- 
ysis. 

Motor Service has published its 
1lth annual service job analysis 
of the automotive industry. The 
study gives estimated total serv- 
ice job volume figures for 158 
different shop operations and com- 
parative volume for the past four 
years. The survey covers job vol- 
ume in car dealers’ and independ- 
ent repair shops only. 


No. 180. Sporting Goods Retailer 
Market Analysis. 

Sports Age, a Geyer publication, 
has issued this survey of the sport- 
ing goods market, giving the an- 
swers to 70 different merchandise 
questions, including the percent- 
age of exclusive sporting goods 
stores and departments, how long 
established, types of merchan- 
dise sold, annual sales volume and 
number of employes. 


No. 181. Survey of the College Mar- 
ket. 

Campus Advertising offers re- 
prints of a report that appeared in 
Apparel Arts on student ward- 
robes and shopping habits. The 
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Advertising Age, May 29, 1950 


survey, made through the com- 
pany’s National Youth Panel of 
1,200 student representatives and 
field supervisors, shows students’ 
reasons for buying (style, price, 
etc.), where they shop and at what 
type of store, and wardrobes they 
own, including favored colors, and 
average price paid. 


No. 182. Jewelry Trade Market 
Data, 

NJ (National Jeweler) offers 
the following data on the jewelry 
trade: a chart showing the trend of 
jewelry store sales, 1929-1949; a 
table of excise tax collections since 
effective date in October, 1941; a 
table of imports for 1949 and Jan- 
uary, 1950; a table indicating dia- 
mond-trading activity; and a list 
of jewelry trade fair trade manu- 
facturers and importers. 


No. 183. Census Facts About One 

_ of Our Greatest Industries: 

Baking. 

Statistics from the latest Census 
of Manufactures are tabulated in 
this folder, issued by Bakers’ 
Helper. Trends in the industry; 
location of plants; distribution of 
plants as to type; value added by 
manufacture; value of products 
shipped; raw materials used; 
plants by regions and number of 
employes are reported. 


No. 184. 1949 In Review. 

Bakers’ Helper offers this folder, 
which reports on the trend in the 
baking industry, with figures on 
production, sales and profits, and 
includes forecasts from represen- 
tative bakers in different parts of 
the country on the outlook for the 
future. 


No. 185, Census of Manufactures, 


an Interpretation and Analysis. 

In this booklet, Bakers Weekly 
tabulates 1947 Census of Manu- 
factures data for the baking in- 
dustry, and includes an analysis 
of the figures by Arthur T. Joyce, 
director of the publication’s Wash- 
ington bureau. 


No. 186. The Baking Industry and 
How to Sell It. 

Bakers Weekly has published 
this report on the operating meth- 
ods of wholesale and retail bakers, 
their buying practices, baking 
techniques, distribution systems 
and merchandising methods, as an 
aid to manufacturers who sell to 
the baking industry. The book is 
profusely illustrated. 


No. 187. Most Tempting Pin-Up in 
America. 

This folder, issued by Southern 
Automotive Journal, suggests that 
executives concerned with main- 
taining high sales volume “can 
break out a new batch of tacks 
for the South and Southwest.” The 
folder reports on income, industrial 
growth, automobile registrations 
and many other factors in the pub- 
lications market. 


No. 188. Automatic Washer Survey. 

Electrical Merchandising has is- 
sued this folder, containing a 
breakdown of questions asked and 
answers supplied in a survey of 
appliance dealers. Brands they sell, 
opinions on types of washers, de- 
monstration practices, selling 
methods—answers to 20 questions, 
in all—are tabulated. 


No. 189. The Seasonal Angle in 
Appliance and Radio Selling. 
Charts showing prewar monthly 

sales of major and small appli- 


Any Way You Look at It... 


KRNT is the 
LEADER 


in Des Moines, 
THE CENTER OF THINGS IN IOWA 


Highest Hooperated — Biggest Vol- 
ume of Accounts — Highest News 
Ratings — Most Highest-Rated Disc 
Jockeys—Tops in Promotion Facilities 


The Hooper Audience Index, February-March, 1950, Shows: 


SOS Fina rcc cece dct KRNT has a 92.7% greater audience 
than the No. 2 station. 

BPTERIOOGN 5 icc cees KRNT has a 39.2% greater audience 
than the No. 2 station. 

DUNS 300. ss ae. CUS KRNT is 3.0 percentage points below 
the No. 1 station. 

SUNDAY AFTERNOON........ KRNT has a@ 22.1% greater audience 


than the No. 2 station. 


KRNT has a 22.5% greater audience 


than the No. 2 station. 


TOTAL RATED TIME PERIODS. . 


. KRNT has a 38.5 greater percentage 


than the No. 2 station. 


SAY: 


THOSE ARE FACTS ADVERTISERS KNOW WHEN 
THEY BUY KRNT ...THE STATION THAT CAN 
“ANY TIME IS GOOD TIME ON KRNT” 


"DES MOINES — THE REGISTER AND TRIBUNE STATION 
Dae REPRESENTED BY THE KATZ AGENCY ~~ 


ances, prewar and postwar sales, 
and numerous other graphs illu- 
strate this Electrical Merchandis- 
ing study of selling seasons of ap- 
pliances and radios, reprinted from 
its July and September, 1949, is- 
sues. 


No. 190, Electrical Merchandising 
1950 Statistical and Marketing 
Data. 

Reprints of material from Elec- 
trical Merchandising’s January, 
1950, issue are available, and they 
cover a wealth of material, illus- 
trated by tables, graphs and 
charts, on trends, sales, dealer sur- 
veys and summaries concerning 
vacuum cleaners, fans, irons, re- 
frigerators and other major and 
small appliances. A folder of sta- 
tistics from the same source lists 
state and regional farm electric 
customers; prewar and postwar 
sales and retail value of appliances 
and radios; saturation by states; 
how the appliance market is di- 
vided (shipments by states); and 
many other data. 


No. 191. Geyer’s Topics Market 

Survey. 

In this booklet, Geyer’s Topics 
reports on buying, selling and 
merchandising practices and sales 
volume of independent retailers 
of office equipment and stationery, 
based on a mail survey of 5,323 
independent retailers across the 
country. 


No. 192. About the $500,000,000 
Yearly Gift Business. 

The Gift & Art Buyer, a Geyer 
publication, has issued this report 
on merchandise stocked and mer- 
chandising operations of gift and 
decorative accessory retailers 
throughout the country. 


No. 193. Ice Cream Through Gro- 
cery Stores. 

Olsen Publishing Co., publisher 
of Ice Cream Review, offers a 
data sheet reporting on a survey 
of manufacturers of ice cream 
with freezer capacity of 80 quarts 
or more. The answers to the ques- 
tionnaire show the trend of ice 
cream sales through grocers, and 
manufacturers’ comments indicate 
their opinions on distribution prob- 
lems. 


No. 194. The Flooring Market. 
Scope and characteristics of the 
flooring market are discussed in 
this folder, issued by Flooring, 
published by Cantor Publishing 
Co. Promotion and merchandising 
practices of floor and floor cover- 
ing dealers are indicated. 


No. 195. No. 1 in a Two-Billion- 
Dollar Market. 

Roofing, Siding and Insulation, 
a Cantor publication, has issued 
this data sheet about its market— 
scope and characteristics—and how 
to sell it. 


No. 196. Home Furnishings Mar- 
kets, Shows and Openings. 

Retailing Daily has published 
this calendar of home furnishings 
events taking place throughout the 
country from March, 1950, to 
March, 1951. The booklet includes 
a list of Retailing Daily’s feature 


furnishings field. 


No. 198. Summer Clothing Survey. 
The 13th annual survey, reprint- 
ed from Men’s Wear, reports on 
per cent sales of summer clothing 


and models, for 1949, with esti- 
mated figures for 1950, based on 
trends. 


No. 199. Brand Index Wholesale 
and Retail Price Directory. 

Illinois Beverage Journal pub- 
lishes, as part of each month’s is- 
sue, a brand directory listing 
wholesalers who carry various 
brands. Wholesalers are listed on 
separate pages with brands carried, 
prices to the retailer in various 
sizes, and suggested retail price. 


issues for advertisers in the home 


by patterns, fabrics, price, colors | | 
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Available Market Data — Distribution 
To secure copies of data listed, use the handy coupons 


The index should be helpful to 
producers trying to decide what 
wholesalers to use, as well as to 
determine Illinois pricing policies 
for his products. 


No. 200. Cost Per Drink; Bottle 
Markup Charts, 


Reprints of these charts, which 
are published periodically, are 
available from Illinois Beverage 
Journal. They show number of 
drinks in a case of fifths and 
quarts; the amount “taken in” 
when sold at prices ranging from 
20¢ to 50¢. Cost per drink and sell- 
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Local, Regional 


and family selling. 
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California. 


national advertisers. 


FOOD 


ADVERTISING 


IN CALIFORNIA DURING 1949 


turn to The’ Tribune for immediate results 


Because The Tribune has the largest home- 
delivered daily city circulation in Northern 


TOTAL GROCERY LINEAGE PACIFIC COAST KEY CITIES 
DURING YEAR 1949 


Includes retail grocers, department stores, groceries and 


RANK NEWSPAPER. TOTAL LINES 
1 Seattle TIMES 2,454,629 
2 Portland JOURNAL 2,443,969 
3 OAKLAND TRIBUNE 2,406,831 
4 Los Angeles TIMES 2,342,342 
5 Sacramento BEE 2,169,052 
6 San Diego UNION 2,045,131 
7 Fresno BEE 2,018,255 
8 Spokane Spokesman REVIEW 1,888,921 
9 San Diego TRIBUNE SUN 1,859,556 

10 Tacoma NEWS TRIBUNE 1,847,487 


and National Advertisers © 


Source—Media Records 
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A Gain and A Gain and A Gain 


THAT'S THE WAY IT WAS IN 1949! 


Y 


SALES MANAGEMENT'S ANNUAL SURVEY OF BUYING POWER TELLS THE 


CHARLESTON 


STORY OF PROGRESS; THE STORY OF A RESPONSIVE, 


GROWING MARKET WITH REAL MONEY TO SPEND.—IT TELLS HOW 1949 
WAS A YEAR OF IMPORTANT INCREASES, OF UPSWINGS IN VITAL 


THINGS, DESPITE THE NATIONAL DOWNWARD TREND. 
CITY OF CHARLESTON 


“im Food and Drug Sales 
gest gain of any city in 8. C. 


* METROPOLITAN COUNTY AREA 


Capita E. B. 00 is highest of any county in 


A gain of 35,838,000 in Retail Sales, largest gain shown 4, ‘any 


county in 8. C. 


A gain of $1,281,000 in Food pe Bouse Sales, largest sales and 


largest gain of any county in 
18 COUNTY TRADING AREA 


A gain of 17,300 in ulation (6,200 new families). 
A on a of 000 im Net Effective Buying Income. 
A gain of $4, 16,000 in Retail Sales. 


cies SOUTH CAROLINA 


4 population (900 families), largest city in S. C. 
a “3 asin” Tn Net Effective Buying Income, largest 
rs 


Cc. 
of $5,271,000 in Retail Sales, largest gain of any city 
of $1,044,000, largest sales 


eC. “me in population (1,800 new families), largest 
of *15,437,000 in Net Effective Buying Income.—Per 
f $1,292.00 Cc. 


REPRESENTED BY THE JOHN BUDD CO. 


CHARLESTON’S 1949 ABC CITY ZONE POPULATION 
130,693—-LARGEST IN THE CAROLINAS 


bias Soa EN EVENING Post? 


Available Market Data — Distribution 
To secure copies of data listed, use the handy coupons 


ing price per drink are shown for 
various size drinks and varying 
costs. Bottle prices similarly show 
cost per bottle and selling price, 
depending on markup desired. 


No. 201. Appliance-Radio Dealers 
Costs of Doing Business. 

This study, made by Richard E. 
Snyder, consulting economist of 
Chicago, for the National Ap- 
pliance and Radio Dealers Asso- 
ciation, presents comparative fig- 
ures of operating cost and profit 
ratios for 1946, 1947 and 1948, cov- 
ering a national sample of appli- 
ance and radio dealers. The report 
shows store-size and geographical 
breakdowns of expense and profit 
ratios. Copies are available from 
the association at $1 each. 


No. 202. America’s Clubs and the 
Importance of the Club Market. 
Figures on the amount of money 
clubs spend for food and for liquor 
and other beverages, and how 
much they spend for new equip- 
ment and supplies is reported in a 
folder and data sheets issued by 
Club Management. 


No. 203. America’s Private Mem- 
bership Clubs. 

Annual beer, wine, liquor and 
soft drink sales of private mem- 
bership clubs exceed $250,000,- 
000, reports this folder, published 
by Club Management. It contains 
illustrations and descriptions of a 
number of the country’s famous 
clubs and their bars and shows the 
annual liquor sales of each. 


No. 204. Handbags & Fashion Ac- 
cessories Market Map. 
Handbags & Accessories, a Haire 
publication, has published a map 
of the U. S., showing general mer- 
chandise sales, per cent of U. S. 
total population (July 1, 1949), 
1948 income payments to indi- 
viduals and other figures by states 
and geographic regions. Also 
shown are estimated retail sales 
for 1950, by geographic distribu- 
tion of states, for handbags, gloves, 
belts and several other accessories. 


No. 205. Children of Each Age. 
Haire Publishing Co. has avail- 
able a table, based on government 
estimates of the number of chil- 
dren born in each calendar year 
and upon the mortality rate at 
various ages. The table shows 
male, female and total of chil- 
dren under one year to 16 years, 
inclusive, as of Jan. 1, 1950. 


No. 206. A New Shower Curtain 
Survey. ‘ 
Housefurnishing Review has 


available a reprint from its Jan- 
uary, 1950, issue, reporting on a 
survey made to learn the trend in 
sales, prices and preferences of 
shower curtains. 


No. 207. How Do You Plan Sales? 

Corset and Underwear Review 
has reprints available of an ar- 
ticle from its January, 1950, issue, 
containing a table and map show- 
ing estimated distribution of corset 
and brassiere sales by states and 
regions for 1950. 


No. 197. Here’s Your Women’s 
Wear Market. 

Women’s Wear Daily offers a 
series of fact sheets on the wom- 
en’s wear market, covering vol- 
ume of retail sales; growth of 
product and production facilities 
of selected fashion industries; per- 
centage of distribution of women by 
various body measurements; per- 
centage of annual sales by depart- 
ments in department stores; sales 
of chains vs. independents, 1929- 
1948; 5th annual study of brands; 
and a report on newspaper linage 
for selected items, by months, in 
nine cities. 


No. 208. Sporting Goods Market 
Data. 

Sporting Goods Dealer has avail- 
able a lot of statistical material 
on its market, including a table 
showing quantity and value of 
products in sporting and athletic 
goods—totals for the U. S.; 1948-49 
state-by-state totals of angling and 
hunting licenses; a report on a fair 
trade survey; state hunting laws; 
trends in adding new items to deal- 
ers’ stocks and many other market 
factors. 


No. 209. Food Store Marketing— 
1950. 

Commenting that “you are either 
in stock or out of luck” in today’s 
grocery stores, Arthur C. Nielsen 
sets forth the six best ways to get 
on the road to profits in this book. 
Filled with charts and graphs, it 
analyzes food merchandising from 
nearly every angle—pricing, eval- 
uation of distribution, advertising, 
etc. 


No. 210. Armed Services Exchange 
Regulation. 

Post Exchange & Ships Service 
has published this report contain- 
ing highlights of the new armed 
services exchange regulation, 
which became effective Jan. 1, 
1950, and established certain uni- 
form policies relating to the opera- 
tion of Army, Navy, Air Force 
and Marine Corps exchanges lo- 
cated within continental U. S. 


Advertising Age, May 29, 1950 


No. 211. The Armed Forces Stores 
Retail Market—What It Is, How 
to Sell It. 

Size and characteristics of the 
armed forces retail market are 
reported in this folder, issued by 
Post Exchange & Ships Service. It 
includes a breakdown of selling 
procedure by services; locations of 
regional offices of domestic ex- 
changes; and a partial list of the 
more than 15,000 items offered for 
sale in the armed forces stores re- 
tail market. 


No. 212. The Multi-Billion Dollar 
Department Store Market. 

Department Store Economist has 
published this study of the depart- 
ment store market, which says that 
an average of $350 per family was 
spent in the market in 1947, and 
lists the items and dollar volume 
of purchases in that year. The 
study also discusses department 
stores as buyers of equipment for 
their own use. 


No. 213. Sporting Goods Retailer 
Market Analysis. 

Sports Age has published what 
it calls the first complete market 
survey of independent sporting 
goods retailers ever made. It shows 
how they classify—exclusive sport- 
ing goods stores, or retailers with 
sporting goods departments; how 
long they have been in business; 
number of employes; merchandise 
they sell; annual dollar volume of 
sales; their biggest volume mer- 
chandise categories; and their plans 
for expansion or adding of new 
lines. 


No. 214. Trends that Affect the 
Canadian Grocery Trade. 

Canadian Grocer has published 
an address by its editor, B. T. Hus- 
ton, presented at the Canned Foods 
Association of Ontario, which out- 
lines significant trends and events 
affecting the Canadian grocery 
trade. 


No. 215. The Canadian Stationery: 


and Office Equipment Market. 

Stationery, office, store and 
school equipment and _ supplies, 
greeting cards, giftwares, souve- 
nirs and playthings account for 
annual sales of over $70,000,000 in 
Canada, reports this study, issued 
by Canadian Stationer. It includes 
a breakdown of items sold by sub- 
scribers and indicates the trend in 
merchandise handled. 


No. 227. The American Motel Mar- 
ket. 

A new survey by American Mo- 
tel Magazine (Patterson Publish- 
ing Co.) gives the number of mo- 
tels in the U. S., maps the density, 
shows the growth of. the field, 
1925-1949, and the outlook for the 
future. : 


*Larger Than 
the Cities of 


@ Columbus, Ohio 


@ Atlanta, Ga. 

@ San Diego, Cal. 
@ Memphis, Tenn. 
@ Sf. Paul, Minn. 
@ Rochester, N. Y. 
@ Jersey City, N. J. 
@ Toledo, Ohio 

@ Birmingham, Ala. 


ESTIMATED CITY & 


ESTIMATED CITY & 
RETAIL TRADING 


RETAIL bepuatenne ZONE 


ZONE 
EFFECTIVE BUYING INCOME 


@ Represented by Story, Brooks & Finley 


A smashing RESULT story for advertising agency space buyers, account 
executives, sales managers, newspaper representatives, and you my friend !!! 


Comes from out 
FARGO, NORTH DAKOTA WAY 


40% of the 50,000 ABC NET PAID SUBSCRIBERS 
of THE FARGO FORUM placed 20,000 orders for. 
40,000 copies of THE DIVET STORY at 10c each. 


Folks out here have been subscribing to and advertising in 


The Fargo Forum, Morning 

Plow into this virgin field ready f for cultivation. Show your 
client this newspaper promoted Divet RESULT Story and 
recommend that he pioneer in this rich, proven market with 
smart advertising in .. . 


THE FARGO FORUM 


FARGO, N. DAK. 
MORNING — EVENING — SUNDAY 


Represented by Kelly-Smith Company and the Northwest Daily Press Association. 


nday for over 70 years. 
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Advertising Age, May 29, 1950 


No. 288. Looking Back...So You 

Can Plan Ahead, 

A 10-year study showing the 
preakdown of sales, turnover, in- 
ventory and gross profit margin 
in furniture stores for the past 
10 years. Published by the Na- 
tional Furniture Review. 


No. 229. Best Selling Prices and 
Styles. 

A reprint from the April, 1950, 
issue of National Furniture Re- 
view which shows the best selling 
price range, best selling styles, best 
selling fabrics, and the best selling 
woods in living room, dining room, 
bedroom and dinette furniture, 
based on a national survey of fur- 
niture stores. 


No. 216. The Grocery Market of 

French Canada. 

This data book on grocery sales 
in Quebec province has been is- 
sued by L/’Epicier, a Maclean- 
Hunter publication. It includes a 
wholesale sales index; a report on 
sales due to “impulse buying”; 
types of stores in which Quebec 
housewives shop; and comments of 
dealers regarding food advertising. 


No. 217. French Canada’s Hard- 
ware and General Store Mar- 
ket. 

Le Prix Courant (Maclean-Hun- 
ter) reports on the retail market 
in Quebec province in this study, 
which shows sales for hardware, 
electrical and general stores and 
contains a graph of wholesale sales. 


No. 218. The Canadian Grocery 
Market. 

Canadian Grocer (Maclean-Hun- 
ter) has published this study of its 
market, containing 1948 grocery 
store sales by province, when and 
where housewives shop and im- 
pulse buying in self-service stores. 


No. 219. The Canadian Hardware 
and Electrical Appliance Mar- 
ket. 

Hardware & Metal and Electrical 
Dealer, a Maclean-Hunter publi- 
cation, has published this report 
on the number of retailers and 
sales volume of the Canadian hard- 
ware and electrical trade. 


No. 220. The Canadian Drug Mar- 
ket. 

Population, retail outlets and 
1948 sales are reported in this 
study of the Canadian drug mar- 
ket, which also shows the number 
of hospitals, physicians, and vet- 
erinary surgeons, by province. Pub- 


lished by Drug Merchandising. 


SOON TO BE PUBLISHED 


No. 221. Wholesale and Retail Gro- 
cer Display Preferences. 

The Grocer’s Digest has sched- 
uled for midsummer release, a re- 
port on the use of and preferences 
for various kinds of display mate- 
rial by independent wholesale and 
retail grocers. It will show how 
much free material is actually used, 
and what types of display material 
are preferred. 


No. 222. The Variety Market. 

Variety Merchandiser is now 
preparing its 4th annual edition, 
which will show the size and scope 
of the 5¢ to $5 variety store mar- 
ket, buying procedures and trends 
in department sales. This is ex- 
pected to be issued in July. The 
market map accompanying the an- 
nual edition will not be published 
until later in the year, when the 
new census figures will be avail- 
able. 


No. 223. Directory of the Variety 
Market. 

Variety Merchandiser will have 
ready in the near future its fourth 
edition of a 560-page listing show- 
ing 16,000 business organizations 
in every branch of the variety store 
field, divided into classification sec- 
tions. The hard-cover red leather- 
finish desk volume will cost $12.50 
in the U. S. and Canada, $17.50, 
foreign. 


No. 224. The Independent Grocer— 
Report No. 4. 

The fourth of a series of reports 
sponsored by Curtis Publishing Co. 
and National Association of Retail 
Grocers will be ready for distribu- 
tion within the next few months. 
It will incorporate comparisons 
with previous reports to plot 
trends. Grocers contributing to 
the studies are NARG members, 
and findings will cover ownership 
and management; location by city 
size; self service; credit; sales to 
farmers and many other subjects. 


No. 225. Second Annual Furniture 
Fashion Survey. 

Retailing Daily expects to have 
ready in July a brochure reporting 
on a survey of leading furniture 
retailers across the country who 
are home furnishings fashion pace- 
setters in their areas. The report 
will show trends in colors and fab- 
rics; influence of new styles in 
home building and many other 


factors affecting sales. 


No. 226. Second Annual Survey of 
Fur Prices. 

To be issued soon is Women’s 
Wear Daily’s study, which will 
show how outstanding fur retailers 
throughout the country feel about 
fur prices. 


Note: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
by the publishers. 


No. 250. The Market for Steel. 

Gage Publishing Co., publisher 
of Electrical Manufacturing, has 
issued this booklet, which de- 
fines the market for various types 
of stainless and alloy steels, speci- 
alty sheets and semi-fabricated 
steel among manufacturers of elec- 
trically operated machines, appli- 
ances and equipment within the 
field reached by this publication. 
Information on specifying and 
buying procedure of manufactur- 
ers, based on a survey of more than 
8,300 plants, and application data 
for various types of steel con- 
sidered are included. 


No. 251. A Quick. Picture of the 
Warm Air Heating, Residen- 
tial Air Conditioning and Sheet 
Metal Contracting Field. 
American Artisan (Keeney 

Publishing Co.) offers this folder, 

which describes its market in de- 

tail—warm air heating, residen- 
tial air conditioning and sheet 
metal contracting, lists the prod- 
ucts used for residential and indus- 
trial installations, and discusses the 

“impressive total” of work to be 

done in the field. 


No. 252. A Quick Picture of the 
Publication and Field of Heat- 
ing, Piping and Air Condition- 
ing in Industrial, Commercial, 
— and Institutional Build- 

gs. 

The market covered by Heating, 
Piping and Air Conditioning is re- 
ported in this folder, issued by 
Keeney Publishing Co. The mar- 
ket covers, the folder points out, 
every kind of heating, piping and 
air conditioning used in industrial, 
commercial, public and institutional 
buildings, including replacement, 
modernization, maintenance and 
repairs of existing buildings, as 


The Most Users of Drug Products 


Per Thousand Circulation 


paneer MAGAZINE reaches more persons per reader-family than any other magazine. PARENTS’ 
MAGAZINE concentrates its entire circulation in families with children, while other magazines 
reach an average of 53% families without children.* 


That is one reason why, again in 1949, PARENTS’ MAGAZINE 
carried more drug product advertising than any other leading 
women’s service magazine. Another reason is that families with 
children need more drug products, and buy more. But whether 
you sell drug products, soaps, foods, apparel or home appliances, 
you will find more users in every PARENTS’ MAGAZINE home! 


*Starch Consumer Magazine Report 


SEND TODAY for copy of new U.S. Government 
survey, “Food Consumption’; by type of household. 


52 VANDERBILT AVENUE, NEW YORK 17 © ATLANTA-BOSTON-CHICAGO-LOS ANGELES-SAN FRANCISCO 


PARENTS 


Mean see 


&: 


these leaders pretest 
... why don't you? 


@ Have us check over-the-counter sales. You 
will have prompt reaction in our monthly 
audit reports from one or several of these 
Burgoyne test cities. Write for brochure. 


Burgoyne Grocery &y Drug Sade 


DIXIE TERMINAL ¢ CINCINNATI 2, OHIO 


What market has— 


THE LARGEST VOLUME GAIN 
- of any city under 300,000 pop. 


A SALES GAIN of $19,509,000 


THE LARGEST PER CENT GAIN 
of ANY U.S. city of ANY size 


According to Sales Management 
1950 Survey of Buying Power, it's 


MADISON, WISCONSIN 


Effectively covered by 
Madison Newspapers. Write us 
or Jann & Kelley for new folder. 
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Available Market Data — Industrial 
To secure copies of data listed, use the handy coupons 


well as design and installation 


of systems in new construction. 


No. 253. Facts About Machinery 
and the Metalworking Market. 
The scope and size of the metal- 
working market is reported in this 


folder, 


issued by Machinery, 
which includes a partial list of 
products used by the metalwork- 
ing industries and discusses how 
purchases are made in the field. 


No. 254, The Distribution of 1948 


Do you know how 


SAN DIEGO 


Retail Sales compare? 


Look at 1949-50 Consumer Markets - Standard Rate & Data | 


Memphis . 
Syracuse . 
Louisville . 
Hartford . 


. - $448,000,000 
. . 258,000,000 
. - 464,780,000 

- 324,600,000 


Toledo . . 
Nashville . 
Rochester . 
Providence 


$423,000,000 
281,480,000 
422,000,000 
350,800,000 


SAN DIEGO, California .. . $415,000,000 


How BIG is San Diego? Bigger than most people 
think! Bigger in PEOPLE, Bigger in DOLLARS 
spent. How do you reach them? The San Diego 
Union and Tribune-Sun offers the one BEST way 
to cover this big, busy market thoroughly at low 
advertising cost. 


ai ge 


Ask the West-Holliday man 


San Diege 


UNION and TRIBUNE- SUN 


— Morning, Evening and Sunday 
in California's New Major Market 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., 


es 


Inc. 
New York « Detroit + Chicago + Denvers Seattle Portland+ San Francisco*Los Angeles 


ALTOONA, PA., 


is a great market 


for food! 


@ Out of every dollar spent by Altoona residents 
in their retail stores, 30 cents goes to buy food 
for the family table.* 


@ That is more than housewives in most other 
cities apportion for food. (Nationally, 24% of 
retail expenditures is for food. 
it is 27%.) 


@ You can reach this rich market most effec- 
tively through the Altoona Mirror—the news- 
paper that is read in 98% of all Altoona homes, 
and 95.4% of all the homes in the Altoona 
(ABC) City Zone. 
*Survey of Buying Power—Sales Management 


ALTOONA MIRROR 


“Altoona's Only Evening Newspaper"’ 
RICHARD E. BEELER, Advertising Manager 


In Pennsylvania 


Machine Tool Sales By States. 

Machinery has issued this an- 
alysis of the geographical distri- 
bution of 1948 machine tool sales, 
based on latest available infor- 
mation. A map shows the locations 
of the 14 states each of which ac- 
counted for more than 1% of all 
machine tool sales reported in 
a survey of manufacturers, and 
charts show ranks of states and 
a breakdown of 1948 total machine 
tool sales by territories. 


No. 255. Distribution Centers for 
Industrial Products. 

Industrial Distribution, a Mc- 
Graw-Hill publication, offers a 
series of maps indicating centers 
of distribution for industrial prod- 
ucts by primary, major, secondary 
and other centers. A comparative 
analysis of manufacturing activ- 
ity is included for each state and 
district. 


No. 256. Market Possibilities By 
States. 

Domestic Engineering has pub- 
lished this study, which tabu- 
lates, by states, the rural, remodel- 
ing, industrial and new construc- 
tion markets, with tabulations 
showing rural electrification; re- 
modeling expenditures and FHA 
loans; number of manufacturing 
establishments and expenditures 
for new plant*construction and 
many other indexes to the plumb- 
ing, heating, air conditioning, re- 
frigeration, kitchen and laundry 
appliances market. The study is 
free to manufacturers in these in- 
dustries and their advertising 
agencies; to others, $2.50. 


No. 257. The Western Construc- 
tion Market. 

King Publications, publisher of 
Western Construction News and 
Western Industry, offers a series 
of three market folders which deal 
with the scope of the western con- 
struction market; the outlook for 
this market in the next ten years 
(covering growth of population and 
industrial production) ; and a study 
of the West’s industries and re- 
sources, 


No. 258. Review and Forecast 1949- 
1950. 

Western Construction News of- 
fers a wealth of detailed informa- 
tion in its Forecast and Review 
issue of Jan. 15, 1950. It includes 
data on the outlook for construc- 
tion volume; highway programs of 
the West and construction plans of 
western cities; tabulation of 1949’s 
large contracts and other facts 
and figures. The publication is 35¢ 
a copy. 


No. 259. Annual Review and Fore- 
cast. 

A review and forecast of the in- 
dustrial market of the West is of- 
fered in the January, 1950, issue of 
Western Industry, published by 
King Publications. Among other 
things, it covers population 
trend, and numerous production 
tables of figures from the latest 
Census of Manufactures for paper, 
machinery, petroleum and coal 
products and many others. The 
publication is 35¢ a copy 


No. 260. Air Transport Facts and 
Figures. 

This folder, published by Amer- 
ican Aviation, contains a report on 
the operations of scheduled airlines 
in 1949; charts and tables show- 
ing passengers, air mail, express 
and freight; revenue passenger 
miles by months; airline operating 
revenues and expenses; postal re- 
venues; an analysis of personnel; 
airports by classes and other de- 
tails. 


No. 261. First Choice in the Can- 
ning Industry. 

Market data for the canning in- 
dustry is offered in this folder, in 
which The Canner reports on the 
number of companies; what they 


spend for plants and equipment; 


what they pack, and in what type 
of containers. Included is a table 
showing the packing seasons for 
vegetables, canned fruits and 
juices, dried fruits, sea foods and 
quick frozen foods. 


No, 262. The Billion Dollar Candy 
Industry and How to Sell It. 

The industry that produces about 
three billion pounds of candy and 
confections a year is described in 
this folder, issued by Don Gussow 
Publications, publisher of Candy 
Industry, It breaks down the sub- 
divisions of the U. S, candy market, 
gives the expenditures for ingre- 
dients and equipment, shows who 
does the buying, and lists ingre- 
dients, machinery and miscellan- 
eous services bought and used by 
candy manufacturers. 


No. 263. Daniel Starch Talks to 505 
Home Planners in the Custom- 
Built Housing Market. 

Home Owners’ Catalogs, -pub- 
lished by F. W. Dodge Corp., has 
issued this report on a Daniel 
Starch survey of home planners, 
which sought to discover to what 
extent the planners had a say in 
selection of products and services 
connected with the building of 
their new home; who had the final 
say—architect, builder, dealer or 
the one who was spending the 
money; when selections were 
made; what brands were chosen; 
sources of information helping to 
make decisions, etc. 


No. 264. Construction 1949-1950, 

This folder, a renrint of an insert 
from Engineering News-Record’s 
Costs and Trends Yearbook, con- 
tains an examination and appraisal 
of the economic and social forces 
now at work that will affect the 
future of construction and con- 
struction markets. 


No. 265. Engineering Construction 
Market Letter. 

This is a monthly publication, 
issued by Construction Methods 
and Equipment, designed to help 
manufacturers and their distribu- 
tors sell more effectively through- 
out the field of civil engineering 
and construction. It contains con- 
tracts let, backlogs, ‘basic cost and 
trend data and market develop- 
ments. 


No. 266. The Aviation Market. 

The three basic divisions—mili- 
tary, commercial and private—of 
the aviation industry are described 
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in this folder, issued by Aviation 
Week, a McGraw-Hill publication. 
It tabulates the estimated govern- 
ment aviation obligations under 
1950 fiscal year appropriations; a 
tabulation of classes of airports 
by states and a list of products and 
materials used by the industry. 


No. 267. The Aviation Market for 
Gasoline and Oil. 

The military classification of the 
aviation market is the biggest cus- 
tomer, says this report issued by 
Aviation Week, which, following a 
description of the entire industry, 
tabulates gas and oil consumption 
for domestic, international, feeder 
and non-scheduled airlines and for 
personal planes, engine builders 
and military, 1946-1950. 


No. 268. Piston Ring Manufacturers 
Find Good Market in Aircraft 
Industry. 

Aviation Week, in this report, 
lists various classifications of air- 
craft by company, plane, engines, 
and shows the number of piston 
rings per plane. 


No. 269. Utilization of Sparkplugs 
in the Aviation Industry. 

In this report, Aviation Week 
lists U. S. Air Forces and naval 
piston-engine aircraft by manu- 
facturer, plane, number and make 
of engines and sparkplugs per 
plane, with similar lists for trans- 
port planes, Helicopters, personal 
planes, and airline transports in 
scheduled service (domestic and 
foreign operations). 


No. 270. Study of Photographic, 
Blueprinting and Drafting Op- 
erations in Aviation. 

The roles of the photographic 
and drafting departments in the 
aviation industry are discussed in 
this report, published by Aviation 
Week, which lists type of equip- 
ment used by these departments 
and the amount expended. One list 
shows USAF’s expenditure, and 
another covers the operations of 
one major airframe plant. 


No. 271. Zooming Aircraft Utili- 
zation of Small General-Pur- 
pose Electric Motors. 

This report, published by Avia- 
tion Week, reports on the change 
in aircraft utilization of fractional 
horsepower motors in the past 20 
years, and lists installations of this 
type of motor and shows its use 


in various makes of planes. 


MORE FURNITURE BUYERS 
SEE ‘OUR ADVERTISING 
WHEN IT APPEARS IN 

THE NATION’S LEADING 
HOME GOODS MAGAZINE 


(Write for your copy of “Execu- 


tive Reading Habits and Pref- 
erences in the Home Goods In- 
dustry” by Dr. Albert Haring, 
Indiana University.) 
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No. 272. Avionics. 

Aviation Week explains, in this 
bulletin, that it has coined the word 
“Avionics” to designate a new 
editorial department of the maga- 
zine dealing with all applications 
of electricity to the operation of 
aircraft. The bulletin reports on 
the market for avionic equipment 
in the aviation industry, lists 
equipment and components used, 
and representative manufacturers 
of such equipment. 


No. 273. Inside Dope. 

Air Conditioning and Refrigera- 
tion News publishes a continuing 
information service under this 
title. For instance, a recent issue 
contained a study of the distribu- 
tion of commercial units and in- 
stallations, showing seasonal trends, 
characteristics of outlets in terms 
of volume of business, and types of 
business establishments now in- 
stalling—and most likely to in- 
stall—air conditioning and refri- 
geration equipment. 


No. 274. How to Measure Results of 
Industrial Advertising. 

In this booklet, Putman Pub- 
lishing Co. offers the entire text 
of William A. Marsteller’s address 
before the Association of National 
Advertisers. As vice-president of 
Rockwell Mfg. Co., whose 17 divi- 
sions produce over 2,000 items, Mr. 
Marsteller has had broad oppor- 
tunity to develop and prove a wide 
variety of control techniques for 
all phases of industrial advertising. 


No. 275. The 1950 Petroleum Re- 
finer Market—How Much? 
Where? How to Sell It. 

This data book, published by Pe- 
troleum Refiner and The Refinery 
Catalog (Gulf Publishing Co.), 
analyzes opportunities for equip- 
ment sales to gas and oil processing 
plants; lists expenditures for the 
past ten years; and forecasts con- 
struction and maintenance expen- 
ditures. It includes a list of re- 
finery, natural gasoline and petro- 
chemical plant construction under 
way or planned. 


No. 276. Metal Finishing Market 
Map. 

Finishing Publications, publisher 
of Metal Finishing, has published a 
market map of the U. S. for sales 
executives, showing geographic lo- 
cation of the metal finishing in- 
dustries, with an accompanying 
table giving a state-by-state break- 
down. The folder includes a list, 
arranged by regions, of distributors 
in the industry. 


No. 277. The Oil Industry in the 

Rocky Mountain Region. 

Oil Reporter offers this directory 
for use as a tool in planning sales 
programs to reach oil operators, 
drilling contractors, etc., in the 
publication’s territory. It includes 
listings of operators in western 
Canada where the industry is in 
the midst of noteworthy expansion. 


No. 278. Metal Progress Data File. 

Metal Progress has issued a file 
folder of data sheets, each of which 
is devoted to one of the operations 
in the metal industry, reports on 
its scope, and indicates the per 
cent of readers who specify, re- 
commend or purchase. 


No. 279. Western Aviation Industry 
Statistics. 

An analysis of the various phases 
of the aviation industry in the 11 
Western states, Alaska and Ha- 
waii is offered by Western Flying. 
Figures include manufacturing, 
airline operation, fixed base opera- 
tions, and a state breakdown of 
the number of certified planes, 
commercial airports and commer- 
cial services. 


No. 280. Market Information on 
Residential and Non-Residen- 
tial Building. 

American Builder has issued two 
folders, which give a picture of 
the current status of residential 


a a 


and non-residential building, with 
tables showing a monthly record 
of new non-farm dwelling units 
started and the number of new 
non-residential buildings in urban 
areas. 


No. 281. Electronic Markets. 

This 24-page, digest size external 
house organ, published monthly 
by the research department of 
Electronics, a McGraw-Hill publi- 
cation, carries a lot of non-tech- 
nical news about electronic and 


allied developments which should 
be of interest to sales and adver- 
tising men who deal with the field. 


No. 282. Food Packer Data File. 
How much land in the U. §S. is 
devoted to food crops grown for 
canning, glasspacking and freez- 
ing? How much of this land is 
directly controlled by canning, 
glasspacking and freezing compa- 
nies? Who in the company has 
charge of crop production? Is this 


individual a buying factor? These 


and other questions are answered 
in a data file, issued by Food 
Packer. 


No. 283. Market Data Book. 

This study represents the re- 
sults of McGraw-Hill’s 1949 census 
of manufacturing plants, locating 
the larger plants and rating them 
by industry and size. By showing 
the number of people at work in 
these plants, the study establishes a 
measure of their importance and 
a yardstick by which market po- 


111 


“Firestone Tire and Rubber Co. 


Won a saving tn printing costs... 


by switching to lower cost, high fileliéy 
Contolcdated ENAMEL PAPERS 
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@ Naturally, Firestone’s printing requirements 
are almost as many and varied as the products 
that bear the world-famous Firestone name. But 
for important printing jobs like the colorful retail 
catalog cover, where thousands of pounds of 
uniformly fine enamel papers are required, Fire- 
stone now specifies Consolidated Enamel Papers. 

The reasons are just plain good business sense. 
Consolidated Enamels give the top quality re- 
production necessary to display Firestone prod- 
ucts at their best. Yet, thanks to Consolidated’s 
modern method of manufacture, these same 
fine enamel papers cost 15 to 25% less than 
the old style, premium-priced enamel papers 
formerly used. 


The revolutionary Consolidated process respon- 
sible for this saving is as logical as Firestone’s 
money-saving switch. Following the continuous 
production line principle, commonplace in other 
industries, it eliminates many costly multiple 
operations still required by other papermaking 
methods. The result is a paper of highest quality, 
simultaneously enameled on both sides, in a 
single high-speed operation. 

Unless you are already using Consolidated 
Enamels, the modern economy of this process 
merits top-level investigation. The complete facts 
and samples we’ll send on request may prove 
that you are paying a penalty for outmoded ideas 
about fine printing paper. OC. W. P. & P. Co. 


ondcolcdated ¥NAMEL PAPERS 


PRODUCTION GLOSS 


MODERN GLOSS 


FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY 


Makers of C Id —di tive and industrial laminates * Main Offices: Wisconsin Rapids, Wisconsin 


Sales Offices: 135 Se. LaSalle $1., Chicago 3, Iilinois 
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tentials can be determined. 


and Facts, 


plants. 


No. 284. Western Beverage Market 


Western Bottler has published 
an analysis of the western soft 
drink market, showing trend of 
prices and profits, the character- 
istics of the market, and a state- 
by-state table of the number of 


No. 285. 1950 In the Palm of Your 
Hand. 

In this folder, Electrical Whole- 
saling has reprinted, from its Jan- 
uary, 1950, issue, a review of 1949 
performance and the outlook for 
1950 in the electrical industry. It 
gives figures on construction acti- 
vity, lighting and television, with 
specific data for various regions of 
the country. 
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_ PACKER READERS ARE BUYERS — 
_» “AND THEIR VOLUME IS) 


$ SIX BILLION YEARLY! 


since 1893 


CR 
THE PACKER (GX: 


weekly newspaper of 

the giant Fresh Fruit 

and Vegetable Industry Hh C A) 
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In the produce business, the 
Owners do the actual buying. And they buy plenty—harvest- 
ing and packing equipment, containers, packaging supplies, 
transportation, rapid communication, cars, 
about your products? You can tell your story to the entire industry 
through Tue Packer. These Owners—commercial growers, shippers, 
brokers, receivers—read Tae Packer, have read it an average of 16 
years. That is because Tue Packer maintains a 57 man reporting staff 
in 47 produce centers to give them the vital market news they need 
to operate in this fast moving business. This thorough 
readership can be turned into more sales for you. 


trucks . .. Do they know 


Get all the facts. Your PACKER Media File will be 
sent on request. 


THE PACKER 


SECOND AND DELAWARE STREETS * KANSAS CITY 6 MISSOURI 


207 N. MICHIGAN AVE., CHICAGO 1 + FRANKLIN 2-5854 


lollias 


Miller and 
Matchings 


INCORPORATED 


AMERICA’S FINEST PHOTO-ENGRAVING PLANT 


No. 286. Textile World Market and 
Media File. 

Textile World reports, in this 
data book, that the textile industry 
is second in number of plants and 
third in number of employes in 
all U. S. industry. The book gives 
figures on purchases of supplies 
and equipment by textile mills, 
purchasing by geograpnic seg- 
ments, a table showing the textile 
industry setup—plants and em- 
ployes—by states and major divi- 
sions, and many other details about 
the market and the publication. 


No. 287. Condensed Data on Textile 
World. 

A quick picture of the scope of 
the textile industry, whose prod- 
uct value is estimated conserva- 
tively at $10 to $12 billion, is avail- 
able in this 2-page summary, is- 
sued by Textile World. 


| | No. 288. Textile World Market and 


Media File, Data Sheet No. 3. 

A map showing the location of 
the textile industry by sections of 
the country and tables reporting 
ranking by states and sections in 
value of products. 


No. 289. Textile World’s Market 
and Media File, Data Sheet 
No. 5. 

A geographic breakdown of the 
textile industry by number of 
establishments and number of em- 
ployes is provided in this two- 
page report, issued by Textile 
World. 


No. 290. Sales Signals. 

News of mill developments which 
are sales leads for suppliers of 
goods and services in the textile 
industry is offered in this weekly 
service for Textile World adver- 
tisers and their salesmen. 


No. 291. Classified Directory of 
Appliance, Radio and Television 
Manufacturers. 

McGraw-Hill Publishing Co. has 
available, at 50¢ a copy, a 1949- 
1950 list of manufacturers of elec- 
trical appliances of all kinds, ra- 
dio and television receivers, 
home recorders, record players 
and phonograph records. 


No. 292. Your 1950 Market in the 
Billion Dollar Western Food 
Processing Field. 

Western Canner and Packer has 
issued this report, which is based 
on data gathered from the 750 
western seasonal food processing 
companies. Charts, tables and text 
show the scope of the western food 
processing industry, processed food 
packs, 1921-1949; equipment need- 
ed and the amount of money spent 
for food machinery; and sales pro- 
motional themes found to be ef- 
fective. 


No. 293. Let’s Look at Load Build- 
ing. 

Electrical World offers this re- 
port on a survey made among util- 
ity companies as to their present 
activities and future plans for sell- 
ing electrical appliances. 


No. 294. The Biggest Thing in 
Steam. 


This booklet, published by Elec- 
trical World, provides a measure- 
ment of the present and potential 
market among utilities for manu- 
facturers of steam generation 
equipment. 


No. 295, Bull’s-Eye Selling in the 

New Industrial Market. 

This is a 12-page reprint of an 
article published in the September, 
1949, issue of Modern Industry, 
providing an analysis of the in- 
dustrial market based on figures 
from the latest Census of Manu- 
factures, especially tabulated for 
MI and adapted and interpreted 
by Modern Industry editors. 


No. 296. Building Industry Mar- 
ket Data. 


Southern Building Supplies has 


available a number of data sheets, 
showing total new construction by 
geographic division for 1949; total 
private new construction for 1949; 
new private residential construc- 
tion for 1948, and new urban 
dwelling units by geographic divi- 
sion for 1949. 


No. 297, Electric Light and Power 
Industry Data. 

The South has 29% of the coun- 
try’s gain in output of electric 
power, according to statistics is- 
sued by Electrical South. A 
series of data sheets issued by the 
publication show the country’s 
gains, by regions; per cent of elec- 
trical industry in each section; gain 
in central station customers over 
a four-year period; gain in resi- 
dential, rural and commercial cus- 
tomers and other facts. 


No. 298. Do Southern Plants of 
Northern Companies Buy Their 
Own Equipment and Supplies? 

This folder, issued by Southern 

Power & Industry, reports on a 
survey of engineers and execu- 
tives, and a summary of the replies 
shows that supplies and equipment 
used in operation, maintenance 
and modernization of southern 
plants owned or controlled by 
northern interests are selected and 
purchased almost exclusively by 
the southern plants. 


No. 299. Southern Farmers Repre- 

sent an $8,123,000,000 Market. 

Led by a chart showing the 
South’s 1l-year record of cash re- 
ceipts from farm marketings, this 
folder, issued by Southern Hard- 
ware, reports on sales opportuni- 
ties for farm equipment in the 
South and Southwest. 


No. 300. Textile Manufacturing 
Industries. 

Textile Industries has published 
four data sheets on the southern 
textile industry, covering a graph 
of the five branches of which it is 
composed; wages and prices; pro- 
duction; and purchases. 


No. 301. Transportation Supply 
News Market Data. 


The transportation industry mar- 
ket is described in this folder, is- 
sued by Transportation Supply 
News, with data on its characteris- 
tics and the types of purchases 
made by the industry. 


No. 302. Mid-Century Inventory 
of Metalworking Production 
Equipment. 

American Machinist offers, at $2 

a copy, reprints from its Nov. 3, 

1949, issue, providing tables, some 

for important industrial cities and 

regions and others broken down by 
products, to show the condition of 
metalworking equipment. One 
hundred forty-five pages of charts, 
graphs, tables, text, and a sum- 

mary of 15 industry tables and 25 

geographic tables provide a com- 

plete picture of the obsolescence 
problem. 


No. 303. The Manufacturing Indus- 
tries as a Market. 

Factory Management and Main- 
tenance has available an extensive 
series of data sheets on the manu- 
facturing industries, showing what 
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the market includes, manufactur. 
ing as a source of employment, rel. 
ative importance of manufacturing 
as a source of income and other 


data. Each of 16 of the sheets! 


covers an individual segment of 
the market: aircraft, chemicals 
construction materials, etc., and 
other sheets show the influence of 
the plant operating group in pur. 
chasing raw materials and equip. 
ment of various-kinds. 


No. 304. 1950 World Motor Census, 

This annual, published by Amer. 
ican Automobile (Overseas Edi- 
tion) and El Automovil Americano, 
provides detailed facts and fig. 
ures on the current world automo- 
tive situation in more than 150 
countries. 


No. 305. Principal Export Markets, 

This 1950 edition, published by 
McGraw-Hill Digest, Ingenieria 
Internacional Industria and In- 
genieria Internacional Construc- 
cion, reports on principal export 
markets, postwar compared to pre- 
war, for metals and manufactures, 
machinery and vehicles, and chem- 
icals and related products. 


No. 306. Export Statistical Area 

Charts. 

McGraw-Hill International 
Corp. offers these statistical charts 
on Latin America, Europe and 
other areas (Africa, Asia and 
Oceania), published by McGraw- 
Hill International Corp. 


No. 307. U. S. Exports to Latin 
America. 

Ingenieria Internacional Indus- 
tria has issued this study of 1949 
U.S. exports to Latin America of 
principal goods used primarily for 
waterworks, sewage and sanita- 
tion projects. 


No. 308. U. S. Exports of Materials 
Handling Equipment. 

U. S. exports of materials hand- 
ling equipment to Latin America 
in 1949 are shown in this report 
published by Ingenieria Interna- 
cional Industria. 


No. 309. 1949 U. S. Exports, Ma- 
chinery, Equipment and Sup- 
plies. 

This study of 1949 exports of 
machinery and supplies used pri- 
marily in the chemical processing 
industries has been published by 
McGraw-Hill Digest, Ingenieria 
Internacional Industria and Ingen- 
ieria Internacional Construccion. 
Section 1 covers chemical reaction 
equipment; Section 2, materials 
handling and disintegration ma- 
chinery; Section 3, power machin- 
ery and equipment; and Section 4, 
other types of machinery, equip- 
ment and supplies. 


No. 310. The McGraw-Hill inter- 
national Trader. 

Overseas Business Services, a 
unit of McGraw-Hill International 
Corp., publishes this monthly ex- 
port letter, which interprets sig- 
nificant news and trends in world 
trade. 


No. 311. 1949 Exports of Drug and — 


Health Products. 

Pharmacy International and El 
Farmaceutico offer this report on 
1949 exports of drug and health 


products. 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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No. 312. U.S. A. Construction Con- 
tractors and Engineers Engaged 
in Foreign Projects. 

This report, published by Mc- 
Graw-Hill Digest, Ingenieria In- 
ternacional Industria and Ingen- 
ieria Internacional Construccion, 

reports on construction contrac- 
tors and engineers engaged in for- 
eign projects, including U.S. Army 
and Navy bases. 


No. 313. The Use of Industrial 
Films Abroad. 

A report published by McGraw- 
Hill Digest, Ingenieria Interna- 
cional Industria and Ingenieria In- 
ternacional Construccion. 


No. 314. Concerning Export Ad- 
vertising Copy. 
McGraw-Hill International Corp. 
has issued this booklet on copy 
in the export field. 


No. 315. Export Sales Quota Chart. 
Offered by McGraw-Hill In- 
ternational Corp. 


No. 316. Outlook for the Multi- 
Billion Railway Market. 
Railway Age has published this 
24-page booklet, graphically il- 
lustrated, which presents a con- 
cise report on what is happening 
in the railway market, and indi- 
cated buying trends for 1950. Rail- 
way activities from traffic and 
earnings to maintenance expendi- 
tures and the car and locomotive 
situations are reviewed thoroughly. 


No. 317. Diesel-Electric Locomo- 

tive Units in Railway Service. 

Simmons-Boardman Publishing 
Corp. offers this four-page copy- 
right preprint based on the rail- 
way inventory of diesel-electric 
locomotives. The tabulation pre- 
sents the growth of diesel-electric 
locomotives in number of units and 
in various horsepower classifica- 
tions. Small quantities of the re- 
port are available free; copies in 
large quantities are furnished at 
10¢ a copy. 


318. Railway Organization 
Chart. 

This chart, issued by Simmons- 
Boardman Publishing Corp., is pat- 
terned after the company depart- 
mental system set up by the rail- 
way industry as a whole. Although 
no two railway organizations are 
exactly alike, the chart presents a 
comprehensive arrangement of 
general railway organization prac- 
tice in the U. S. 


No. 


No. 319. Diesel Locomotive Re- 
pair Shops. 

This eight-page Simmons-Board-~- 
man booklet tabulates repair points 
on U. S. railroads, based on in- 
formation supplied directly by the 
roads. It lists repair facilities on 
69 railroads and designates shop 
locations where heavy mechanical 
and electrical repairs and run- 
ning mechanical and electrical re- 
Pairs are done. 


No. 320. 1950 Railway Market. 

Simmons-Boardman and its four 
railway publications have issued 
three four-page pamphlets called 
1950 Railway Market Fact Cap- 
sules. No. 1 deals with the $800 
million railway market in road- 
way, tracks and structures; No. 2 
reports on developments in the 
freight transportation market, with 
facts on replacement of equipment, 
maintenance and repair, and ma- 
terials handling; No. 3 deals with 
signaling and communications fa- 
cilities and equipment. 


No. 321. Diesel Progress Market 
and Media File. 

In this brochure, Diesel Prog- 
ress reports on its market—the 
diesel and gas engine manufac- 
turing industry and the large group 
of industries that supply parts, 
accessories and services to the 
diesel industry. Characteristics of 
the market are described, with 
figures on fuel consumption and 
purchasing potentials in the in- 


Available Market Data — Industrial 
To secure copies of data listed, use the handy coupons 


dustry. 


No. 322. How to Make Your Ad- 
vertising Work Harder. 

This booklet, issued by New 
Equipment Digest, contains, among 
other material, a breakdown of 
all plants by industry group and 
by number of employes, based on 
social security figures. 


No. 323. How to Help Your Sales 
Force to Sell More Materials 
Handling Equipment. 

New Equipment Digest has is- 
sued this booklet, which contains 
analyses which show the type of 
titles interested in materials hand- 
ling equipment and also the type 
of products manufactured by the 
companies inquiring for this equip- 


ment, bf 


No. 324. A Market for Equipment 
and Supplies Used for Water 
Supply, Sewage Disposal and 
Industrial Waste Treatment. 
Water & Sewage Works has pub- 
lished this booklet, which reports 
on expenditures in the past three 
years for new water works con- 
struction and sewage disposal fa- 
cilities; titles of men who buy 
or influence purchase of equip- 
ment and materials in cities of 
500,000 and in cities of more than 
1,000,00 population; and a partial 
list of equipment and materials 
they are responsible for buying 
or speeifying in the waterworks, 
sewage and industrial treatment 
markets. 


READER REACTION is UP 


Hundreds of retailers requesting 
thousands of reprints over just a 
few months is a-c-t-i-o-n-plus! 
That's why circulation is UP... 
why advertising is UP tool 


COSMETICS & TOILETRIES. 


More Effective—because it is more SELL ective 


170 Broadway, New York 1, N.Y. + MU 3-8700° 


One of the 10 HAIRE Merchandising Publications 


identified as your own. 


“Better Stencil Copies.” 


of the 


“what! You’ 


MIMEO-BOND 


_ LOOK FOR THE WATERMARK . 
HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


300 


ve finished those 3 
Q bulletins already ?4 


YES, MR. BARR. 
| ONLY NEED TO 
CUT ONE STENCIL 
FOR AS MANY AS 
5000 COPIES ON 
HAMMERMILL 
MIMEO-BOND 


That’s right! On Hammermill Mimeo-Bond you get as many as 5000 copies 
from a single stencil—and every one of them clear, clean, sharp, easy to read. 
On this specially processed mimeo paper you turn out bulletins, reports, price 
lists—any kind of mimeographed mailings—that invite reading and create sales. 

And Hammermill Mimeo-Bond comes in white and seven distinctive colors, 
enabling you to put your message on a “signal system” color readily 


Test Hammermill Mimeo-Bond. Send the coupon for 100-sheet 
test packet. With it we’ll include the Hammermill idea-book, 


member 
Guild of 


100-SHEET TRIAL 
PACKET OF HAMMERMILL 
MIMEO-BOND. 


1459 East Lake Road, Erie, Pennsylvania 


Mimeo-Bond and a copy of “Better Stencil Copies.” 


Please send me — FREE —the 100-sheet packet of Hammermill 
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Available Market Data — Industrial 


To secure copies of data listed, use the handy coupons 


No. 325. Signposts on the Roads 
and Streets of the U. S. 
Roads and Streets leads, in this 

booklet, with figures on miles of 

paved road, number of motor ve- 
hicles, population and national 
income, 1920-1949, and follows 
with numerous graphs and figures 
on expenditures for highway con- 
struction and maintenance, in- 
crease of mechanization of highway 
construction, and the buying and 
specifying factors in the industry. 


No. 326. Roads and Streets Study 
—the Market for Motor Trucks 
in the Highway Construction 
Field, 

Roads and Streets has published 
this study of its market, with par- 
ticular emphasis on the potential 
market for motor trucks. The re- 
port deals with number of con- 
struction and maintenance trucks 
in use by states and counties, mu- 
nicipalities and federal goverp- 
ment departments; size and value 
of maintenance trucks in use, and 
the annual truck replacement mar- 
ket. 


No. 327. Northwestern Miller Al- 
manack 1950. 

Northwestern Miller offers cop- 
ies of its 1950 Almanack number 
at $1 a copy. The book is full of 
statistical information about the 
flour, grain, feed and commercial 


baking industries, including prod- 
uction, packaging, regulations, etc., 
and includes the year’s important 
events in the industry. 


No. 328. Your Sales Outlook for 
1950. 

In this reprint of a Graphic Arts 
Monthly article, Peter B. B. An- 
drews, economist, outlines an en- 
couraging sales potential in the 
graphic arts industry. 


No, 329. Market Coverage Analy- 
sis. 

This analysis, issued by Graphic 
Arts Monthly, includes a state-by- 
state count of the number of 
graphic arts plants in the country 
and a state breakdown of nine 
major divisions of the industry. 


No. 330. Letterpress—Offset Mar- 
ket Analysis. 

Graphic Arts Monthly offers 
this compilation of the number 
of letterpress plants, offset litho- 
graphic plants and combination let- 
terpress-offset plants in each state 
in the country. 


No. 331. Chemical Process Indus- 
tries, General Statistics. 
Chemical Engineering has pub- 
lished this tabulation of statistics, 
based on the 1947 Census of Man- 
ufactures, showing number of 


plants and employes, value added 


by manufacture, cost of materials, 
fuel, etc., value of shipments, new 
plant and equipment, used plant 
and equipment and total capital 
expenditures for the chemical 
process industries. 


No, 332. Capital Expenditures in 
the Chemical Process Industries. 
The 1947 Census of Manufac- 

tures is the basis for this tabu- 

lation, issued by Chemical En- 

gineering. One table shows a 

breakdown of expenditures for ma- 

jor industry groups, and another, 

a breakdown by sub groups. 


No. 333. Geographical Distribu- 
tion of the Chemical Process 
Industries. 

In this tabulation, issued by 
Chemical Engineering, the number 
of chemical process plants are 
listed by states, and a stiimmary 
shows geographical distribution of 
plants with value of shipments. 
Material is from the 1947 Census 
of Manufactures. 


No. 334. Process Equipment Code. 

Equipment used in the chemical 
process industries is classified in 
this code, published by Chemical 
Engineering. A digital, rather than 
alphabetieal system is used for 
classification, to allow grouping 
of related equipment according to 
the basic concept of unit opera- 
tions. 


No. 335. The Food Processing In- 
dustries, General Statistics. 
Food Industries has published 


Here are the Facts and Figures to Prove: 


CIALLY FOR 
REPARED ESPE 
: & MIAMI M 


Miami Means ;Business 


Looking for new Sales Oppor- 
tunities? Then be sure to read this 
factual story of Greater Miami's 
year-round growth. Here’s 
convincing evidence that Miami 
and The Miami Herald are an 


effective team geared to produce 


results all summer 


every other season of the year. 


If you haven't 


JOHN S. KNIGHT, Publisher 

STORY, BROOKS & FINLEY, Notional Reps. 
A.S. GRANT, Atlanta 
Affiliated Stations -- 


long -- and in 


received this 


WQAM, WQAM-FM 


valuable survey ask your S. B. 
& F. man for your copy of 
““Miami’s Summer Business”’, or 
write direct to: Promotion 
Department, The Miami 
Herald, Miami, Fla. 


MIAMI--An International Market 


this series of statistical tabula- 
tions on the food processing indus- 
tries, based on the 1947 Census of 
Manufactures. The foreword ex- 
plains that the food group, as de- 
fined by the publisher, does not 
include plants whose primary 
products are “prepared animal 
feeds,” but does include fluid 
milk establishments. The figures 
show number of plants and em- 
ployes, value added by manufac- 
ture, and plant and equipment ex- 
penditures. 


No. 336, Capital Expenditures in 
the Food Processing Industries. 
1947 Census of Manufactures 

figures are used in this Food In- 
dustries tabulation showing cap- 
ital expenditures in the food pro- 
cessing industries, including major 
branches and a breakdown by 
sub groups. 


337. 
Plants. 

Manufacturers Record offers the 
1950 edition of its business ser- 
vice publication at $1 a copy. It 
contains complete listings of new 
industrial plants and plant expan- 
sions, proposed and completed, 
within the 16 southern and 
southwestern states during the past 
12 months. The tabulation is han- 
dled by states and cities. 


No. New and Expanding 


No. 338. If You Want to Sell More 
to the $625 Million Lithographic 
Industry. 

The National Lithographer re- 
ports on its market in this folder, 
which estimates the number of 
plants at 2,650 and places the 1949 
gross volume at $625,000,000. The 
folder lists a few of the many 
lithographed products and _ indi- 
cates the equipment used by litho- 
graphic plants. 


No. 339. The Pacific Northwest 

Market. 

Construction News Bulletin has 
available some statistics on the 
‘building market of the Pacific 
Northwest, including a report on 
building permits, and a table of 
building totals for December, 
1948 and 1949 and total 1948 and 
1949, broken down by states and 
cities. 


No. 340. Marketing Survey of the 

Cotton Trade Journal. 

In this booklet, Cotton Trade 
Journal reports on a Dun & Brad- 
street survey of the publication’s 
subscribers, using a sample of 93 
including large, medium and small 
concerns in five branches of the 
industry. Results are tabulated to 
show a breakdown of expenditures 
for equipment and supplies; use 
of mobile . equipment, including 
trucks, hand trucks, tractors, trail- 
ers and plows; a study of the com- 
panies’ transportation methods, and 
many other figures on the indus- 
try. 


No. 341. Analysis of Selling Aids. 

Manufacturers of plumbing and 
heating products will find in this 
Plumbing and Heating Journal re- 
port how 1,699 plumbing and heat- 
ing contractor subscribers operate 
their businesses in certain im- 
portant phases. For example, the 
number who have a store, a show- 
room, how they advertise locally, 
and their relations with whole- 
salers. 


No. 342. The Oil Industry of Latin 
America, 

Petroleo Interamericano offers 
this booklet about its market, 
showing a comparison of the 
Americas in production, petroleum 
reserves, number of operating re- 
fineries and refining capacity; 
graphs showing extent of oil ac- 
tivity in Latin America compared 
to other places; and a report on 
the buyers of equipment for Latin 
American oil operations. 


No. 343. Field Processing. 


The Oil and Gas Journal, in 
this study, provides manufacturers 
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of process equipment with ay 
analysis of their markets within 
the producing and pipe line phases 
of the petroleum industry. Dic. 
tates of efficient practice, the 
book says, have prompted a defi- 
nite trend toward the use of g 
wide variety of processes out in 
the oil and gas fields, and these 
operations are becoming known ag 
“field processing operations.” The 
report covers 12 field processes 
and includes a broadside, which 
shows these operations in pictures, 


No. 344. TBA. 

National Petroleum News hag 
published this booklet on what 
TBA is, how it got started and how 
it has grown. There are numerous 
tables in the study, including major 
oil company service stations and 
TBA programs; marketing ter- 
ritories of major oil companies; 
summary of jobbers handling TBA 
and antifreeze; and a _ regional 
breakdown of — handling 
TBA. 


No. 345. TBA... 
It. 

This illustrated booklet, _is- 
sued by National Petroleum News, 
reproduces numerous articles from 
the publication on TBA merchan- 
dising developments in the oil in- 
dustry. They cover the subject in 
detail from the standpoint of oil 
marketing operations, showing 
practical applications of TBA. 


No. 346. The Mysterious Mr. X, 

There is a lot of confusion, Na- 
tional Petroleum News says, in this 
booklet, about who owns and con- 
trols service stations. The material 
in the report is based on personal 
interviews at all the larger oil 
companies and a survey of inde- 
pendent jobbers. The text de- 
scribes a typical lessee operation; 
shows stations lessee’s costs of do- 
ing business; equipment always 
bought by the oil company for 
owned and lessee-operated stations. 
and many other details. 


No. 347. Light Construction Facts 
and Factors. 

American Builder offers a wall 
chart containing 15 graphs show- 
ing the status and trends in the 
construction industry, and numer- 


and How to Sell 


construction activity by census re- 
gions; dwelling units started, by 
type, since 1920; estimated new 
construction activity for 1949; data 
on lumber dealers; population, 


other market indexes. 


No. 348. The Story of Savings & 
Loans News. 

This compilation of material 
about the market reached by Sav- 
ings & Loans News contains sta- 
tistics on the savings and loan as- 
sociations in the U. S., the men 
who operate them, facts and trends 
in financing, and a discussion of 
the role such associations play in 
the selection of materials in the 
home building market. 


No. 349. A Market Study of Paints 
and Finishes. 

Architectural Record offers this 
10-page report on a survey con- 
ducted among architects to deter- 
mine their procedures in the selec- 
tion and specification of paints and 
finishes. 


No. 350. A Survey of Architects on 
Specifying Practices with Re- 
spect to Fastening Methods. 
This report, issued by Archi- 
tectural Record, covers the selec- 
tion and specification of fastening 
methods by architects and en- 
gineers. 


No. 351. A Market Study of Elec- 

trical Distribution Equipment. 
This survey was made by Archi- 
tectural Record to determine the 
extent to which architects specify 
panelboards, switchboards, circuit 
protectors and other electrical 
products. 


No. 352. A Market Study Covering 


ous tables of statistics including © 


marriages and divorces and many © 
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the Selection of Heating Equip- 


ment. 

This is a survey, available from 
Architectural Record, covering 
prand preferences and influence 
by architects on the selection of 
heating equipment. 


No. 353. Survey on Ventilating 

Equipment. 

This 12-page report, issued by 
Architectural Record, documents 
the influence exerted by architects 
on the selection and specification 
of ventilating equipment. 


No. 354. Analysis of Architect-En- 
gineer Planned Work by Dol- 
lar Volume and Number and 
Kinds of Projects for 1949. 

This is a semi-annual compila- 
tion, available from Architectural 

Record, showing dollar volume of 

contracts awarded in the 37 east- 

ern states, and the amount planned 
by architects and engineers. 


No. 355. Survey of Dealers’ Selling 
Practices, 

American Lumberman & Build- 
ing Products Merchandiser offers 
this report on a study of the opera- 
tions of retail building products 
dealers, covering data on inven- 
tories, employes, sales, percentage 
of sales spent for advertising and 
many other details. 


No. 356. Handling Price Competi- 
tion. 

This is an August, 1949, reprint 
from American Lumberman & 
Building Products Merchandiser, 
of an article on price competition 
by Arthur E. Hood, editor of the 
publication. A table of figures 
headed, “What it costs to cut 
prices,” illustrates several pages of 
advice and tips to salesmen faced 
with price problems. 


No. 357. Tremendous Farm Mar- 
ket. 

Data for this report on the farm 
market for building products were 
supplied by Midwest Farm Papers 
Inc. Illustrating the report are 
tables showing plans to build, re- 
model or repair in the seven mid- 
western states covered by mem- 
bers of the publishing group. Pub- 
lished by American Lumberman & 
Building Products Merchandiser. 


No. 358. What’s Ahead in the Pow- 

er Field for 1950 (and Beyond). 

This booklet, issued by Power, 
is an analysis of trends in the 
field, written by Philip W. Swain, 
editor. It deals with technical 
trends, industrial plants, fuels and 
firing methods, gas turbines, etc. 


No. 359. Directory of Manufac- 
turers’ Agents. 

Power and Operating Engineer, 
McGraw-Hill publications, have 
published this directory of manu- 
facturers’ agents serving the power 
field, as a guide to those seeking 
distribution connections for their 
products. The price is $10 a copy. 


No. 363. Pulsebeat of Industry. 

This publication, issued period- 
ically as a McGraw-Hill service, 
is a digest of current industrial 
problems, trends and the future 
outlook, written by editors of the 
various McGraw-Hill business pa- 
pers. 


No. 364. Business’ Plans for New 
Plants and Equipment. 
Graphs and charts illustrate this 
McGraw-Hill report on industry’s 
1950 plans for new plants and 
equipment. 


No. 365. Handy Guide to the Busi- 
ness and Industrial Fields Served 

by McGraw-Hill Publications. 
Each of the McGraw-Hill publi- 
cations is represented in this guide, 


_ Use The Coupons 
in Requesting Data 


each in a separate folder stapled 
in a loose-leaf binder. Each pub- 
lication’s folder contains data on 
the characteristics of its market 
and statistics covering it. 


No. 


a periodical newsletter full of facts 
and tables of figures to help anyone 
making market studies of either 
the institutions field or the domes- 
tic engineering market. 


No. 367. The Specialty Market for 


plains the chemical specialties 
market, tells which products are 
included, and details the things 
that specialty makers buy. Pub- 
lished by Chemical Industries. 


No. 368. Estimate of 1950 Produc- 


by Rock Products contains infor- 
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366. Domestic Engineering 
News Letter. 


Domestic Engineering publishes 


Chemicals. 
A 36-page booklet which ex- 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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tion by Major Segments of the 
Nonmetallic Minerals Industry. 
This loose-leaf binder produced 


mation on estimated 1950 produc- 
tion and number of plants (with 
state and regional breakdowns) 
for cement, crushed stone, sand 
and gravel, lime, gypsum, ready 
mixed concrete and concrete prod- 
ucts. 


SOON TO BE PUBLISHED 


No. 360. Guidebook to Industrial 
Markets. 

This book, scheduled for publi- 
cation this summer by Modern In- 
dustry, will be a full-scale exten- 
sion of the summary data con- 
tained in “Bull’s Eye Selling in 
the New Industrial Market” (No. 
295 in this section). The publisher 
expects to present tabulations on 
major plants for the 90-odd pri- 
mary industrial marketing areas 
in terms of the major industry 
classifications. The probable price 
will be $10. 


No. 361. 1951 World Oil Market 

Data Book. 

Gulf Publishing Co. plans to 
have ready for June publication 
this extensive study of the market 
possibilities in the oil producing 
industry, including trends indica- 
ting continuing steady demand for 
petroleum products; market out- 
look for the industry for the next 
five years; location by state and 
county for equipment; distribution 
of buying power among various 
occupational classifications and by 
sizes of companies and many other 
details. 


No. 362. Box Manufacturing Data. 

Information in this booklet, which 
will be available from Shears after 
June 15, will be broken down by 
setup box, folding carton, corru- 
gated and solid fiber box plants. 
Major equipment and quantities 
used in a typical cross-section of 
each industry are shown, along 
with figures on paperboard con- 
sumption. 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


No. 101. A Report About Business- 

Sponsored Teaching Aids. 

Available free to advertisers and 
agencies is this 114-page book, is- 
sued by F. A. Owen Publishing Co., 
publisher of The Instructor. It con- 
tains a wealth of information on 
free classroom material—how it is 
prepared, produced and distrib- 
uted; its availability, actual use 
and evaluation. A _ bibliography 
lists books, periodicals, theses, bul- 
letins, yearbooks and other source 
material on free and inexpensive 


No. 100. Data Book. by the 44 State Teachers Maga-|issued by State Teachers Maga- 
The educational market covered|zines is analyzed in this folder, | zines Inc. It describes teachers’ use 
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about the formability of VINYLITE Plastic Rigid Sheets! 


Rigid Sheets—are tough, strong, stiff, yet 
light in weight. They hold these qualities 
despite exposure to water, changes in 
weather, alkalies, and most strong acids. 
They withstand temperatures up to 55 deg. 
C. and will not support combustion. 

They are offered in an unlimited range of 
colors—clear, translucent, or opaque—with 
glossy-smooth or matte finish. For more 
facts and figures about VINYLITE Rigid 
Sheets, write Dept. HL-67. 


Forms by L. A. Darling Co., Bronson, Mich, 


DIsPLAY FORMS cut a fine figure in economics 
when they’re formed of economical ViINy- 
LITE Plastic Rigid Sheets. This material 
shapes readily. It holds its shape perma- 
nently without change in dimensions. 
Multi-color printed in the flat, it can then 
be pressed into complicated three-dimen- 
sional advertising displays of your products, 
requiring no additional coloring or finish- 
ing. Counter displays, signs, models—all 
products made of VINYLITE Brand Plastic 
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Available Market Data — Professional 
To secure copies of data listed, use the handy coupons 


of advertising material in class- 
rooms, their influence as student 
advisers and in making school pur- 
chases, and shows how the mar- 
ket can be covered on a national, 
sectional or statewide basis. 


No. 107. What Is a Hospital Archi- 
tect? 

Based on a special study made 
by F. W. Dodge Corp., this report, 
offered by Hospital Management, 
shows where responsibility lies for 
specification of building supplies 
and equipment, and how the right 
buying influences can be reached 
at the right time, when hospital 
construction plans are being de- 
veloped. 


No. 108. Modern Medicine Reader- 
ship Study. 

The number and nature of doc- 
tors who read Modern Medicine, 
their general attitude toward the 
publication, and acceptance of the 
new feature, “Surgical Techni- 
gram,” are reported in detailed 
tabulations in this readership 
study. 


No. 109. Male Sex Hormones. 

This study, issued by Modern 
Medicine, provides a statistical pic- 
ture of the current trend of phy- 
sicians’ practice in the use of An- 
drogens, with charts and graphs 
showing the number of doctors 
using Androgen therapy, the 
number of patients treated, indica- 
tions for which the products were 
used, brand and dosage used, and 
the results. 


No. 102. Travel Contest Analysis. 
F. A. Owen Publishing Co. has 


| 

a a 
NEW YORK OFFICE: 
224 EAST 38TH ST. 
MURRAY HILL 7-6477 


alk 
MICHIGAN AVE. 
OT ILLINOIS 
PHONE ST2-7487 


issued this report on the 1949 
travel contest conducted by The 
Instructor. A detailed analysis is 
tabulated to show U.S. and foreign 
countries, regions, cities, hotels 
and resorts visited by teachers; 
means of transportation used; 
names and locations of tour or- 
ganizations and other data on 
teachers’ travel. 


No. 103. The Story of Scholastic 
Magazines. 


This folder, published by Scho- 
lastic Magazines, reports on the 
magazines’ market, discusses their 
influence in classroom and home 
and shows how they are used in 
schools. The publications on which 
the folder reports are Junior Scho- 
lastic, Senior Scholastic, World 
Week and Practical English. 


No. 104. How to Sell Effectively to 
Architectural Organizations. 


The importance of the architec- 
tural organization as the link be- 
tween the client and all the other 
building factors is brought out in 
this sales manual, published by 
Progressive Architecture. It analy- 
zes step by step the purpose, func- 
tions and organization of the archi- 
tectural firm as an aid to building 
products salesmen. The price of the 
book is $1. 


No. 105. Facts for Planning Build- 
ing Product Sales, 


This booklet, published by Pro- 
gressive Architecture, identifies 
major specification factors—“how 
building products get into build- 
ings”—as shown in a survey made 
among building owners. The in- 
vestigation included the study of 
441 individual products in 100 re- 
cently completed buildings of var- 
ious types in 13 major cities. 


No. 106. The Medical Market— 
Forecasts. 
Modern Medicine offers a series 
of bulletins called “Modern Medi- 
cine Topics,” including three which 


show how the estimated $7.9 billion 
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will be spent in the medical mar- 
ket. Charts and diagrams illustrate 
the material. 


No. 110. What Penetration Means 
to Food and Equipment Ad- 
vertisers. ‘ 


Whom should you reach, and 
how, and what do you say to sell 
food products and equipment in to- 
day’s multi-million dollar hospi- 
tal field? The answers are set 
forth in this study made by Critch- 
field & Co. and published by Hos- 
pital Management. In addition to 
identifying those responsible for 
food and equipment purchases, the 
survey shows reader-preferences 
among 17 media and contains 42 
most-mentioned subjects, which 
can serve as idea-starters for 
copywriters and account execu- 
tives. 


No. 111. School Market Outlook for 
1950-1960. 


Data on the school building 
boom and factors which support 
it are included in this pamphlet 
issued by School Management. 


No. 112. The 1950 School Market 
for Construction Materials. 
This leaflet, prepared by School 

Management, is drawn from es- 

timates prepared by the Depart- 

ment of Commerce on _ school 
building construction requirements 

in 1950. 


No. 114. Film & Television. 

Flory Films Inc. offers copies of 
Vol. I, No. 1 of its house organ, 
which outlines the market for 
home economics films. Distribu- 
tion channels for reaching the po- 
tential audience for home econom- 
ics films are shown; figures are 
given for the number of individuals 
studying homemaking; and sub- 
jects covered by home economics 
courses are given. 


SOON TO BE PUBLISHED 


No. 113. Health and Nutrition Sur- 
vey. 

Scholastic Magazines will pub- 
lish this third annual survey early 
in June. The study, part of the 
publisher’s continuing health and 
nutrition program, is a nationwide 
sample of junior and senior high 
school students, covering their 
breakfast-eating habits, with sec- 
tions on consumption of soft drinks 
and candy, tooth-brushing habits, 
and influence of teen-agers on 
family meals. 


Fairchild Names Ellis; 
Offers New Engraving Stylus 


Harry Ellis Jr., formerly with 
Amos Parrish & Co., New York, 
has been named sales manager of 
the graphic arts division, Fairchild 
Camera & Instrument Corp., New 
York, succeeding Dudley Hollister, 
who has resigned. 

Fairchild also announced that 
engraving costs will be reduced 
by a new disposable engraving 
stylus, which will be provided free 
to users of the Fairchild photo- 
electric engraver, and will elimi- 
nate returning the styli to the 
plant for resharpening. For an 
8x10” plastic engraving, cost will 
drop from 93 to 70¢. 


NIAA Chapter Elects 


The Miami Valley Industrial 
Marketers, Dayton chapter of the 
National Industrial Advertisers 
Association, has elected the fol- 
lowing officers: President, Tom 
Polley, Hugo Wagenseil & Asso- 
ciates; vice-president, Charles Bru- 
ner, Master Electric Co.; treasurer, 
E. B. Gray, Buckeye Iron & Brass 
Co.; and secretary, Watson Met- 
calfe, Kircher, Helton & Collett. 


Allied to Promote TV Show 


Fromer-Kram Expositions Inc., 
New York, has retained Allied 
Syndicates Inc. as public relations 
counsel for the National Television 
and Electronics Exposition to be 
held at the 69th Regiment Armory, 
New York, Sept. 23-30. The ex- 
position will be the industry’s first 


major show for consumers in the 
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Sales Promotion Deals with Imagination 
As Well As Things, GF’s Parker Declares 


New YorK—‘“Sales promotion 
deals not only with things, goods 
to move and goods to sell, but also 
with ideas and imagination,” Wes- 
by Parker, vice-president of Gen- 
eral Foods Corp., told guests of the 
company attending a dinner held 
here at the conclusion of a 12-week 
seminar on “Sales Promotion Tech- 
niques” given for General Foods 
executives by the Food Industry 
Training Center, City College of 
New York. 

“The importance of the sales 
»oromotional job increases as we 
recognize that all merchandising is 
‘ocalized,” Mr. Parker observed. 
“Its importance increases as stiffer 
competition on the retail level has 
‘o be met everywhere. The oppor- 
unity is unlimited. So ought to be 
she horizons of those applying 
themselves to the job.’* 

The seminar was worked out un- 
der the direction of Parlin Lillard, 
sales promotion manager of Gen- 
eral Foods, and consisted of a ser- 
ies of discussion meetings for 20 
junior executives to cover and 
evaluate current phases of the 
manufacturer’s sales promotion ob- 
jectives. The project was designed 
and supervised by Rudolph L. 
Truenfels, head of the City College 
food industry training unit. Mr. 
Truenfels acted as chairman at 
each of the sessions. 


@ Speaking at the dinner, Mr. 
Truenfels stressed the larger func- 
tion of sales promotion in the pres- 
ent age of self-service. Describing 
sales promotion as “instrumental” 
in moving goods from the dealer’s 
shelves, he said: 

“Its territory reaches into all 
corners of integrated merchandis- 
ing plans. Sales promotion must 
enlist the distributor’s initiative 
and drive, it must help housewives 
to select in the desired way, where 
formerly they took the retailer’s 
word.” 

Calling attention to the impor- 
tance of business paper advertise- 
ments, he said: 

“They ought to be so designed as 
to make the salesman’s job both 
easier and more successful. They 
ought to be recognized as part of 
the sales manager’s arsenal to be 
used for the dissemination and 
strengthening of his message to 


; 
those who will complete his selling 


job in their stores.” 


m= Among speakers at the seminar — 


were: 

Patsy D’Agostino, past president, 
National Association of Retail Gro- 
cers; Joe Bildner, president~ and 
owner, Kings Super Market; 
George Kraus, Associated Food 
Stores; Carl Dipman, editor, Pro- 
gressive Grocer; Benjamin Wood, 
director of merchandising, Glass 
Container Manufacturers Institute; 
Harry Hard‘ng, vice-president, and 
Peter Langhoff, director of re- 
search, both of Young & Rubicam; 
and Kenath T. Sponsel, vice-pres- 
ident, and Ralph Tassinari, account 
executive, both of Foote, Cone & 
Belding. 


‘Libelle’ Reports Circulation 
Record; Raises Ad Rates 


The Dutch edition of Libelle, 
women’s weekly published in Hol- 
land, has reached a circulation of 
662,967, the largest ever recorded 
for any publication in the Nether- 
lands, according to G. P. Weeren, 
American representative for the 
magazine, The country’s popula- 
tion is about 10,000,000. 

Advertising rates will be raised 
July 1, Mr. Weeren said. One- 
time rate will range from 580 flor- 
ins for one-sixth page to 3,080 
florins ($810) for a full page. 


Woman's Service Magazine 
Set to Take Advertising 


The Wac Journal Publishing Co., 
New York, will accept advertising 
for All Women’s Services Journal 
starting with the September issue, 
when the publication adopts a 
standard 84x11” format. 

The company guarantees 10,000 
subscribers and has announced that 
copies will be available for news- 
stand and post exchange distribu- 
tion. The basic page rate for one 
insertion, b&w, will be $245, with 
cover positions costing an extra 


$100 
Maps Luggage Campaign 


American Tourister Luggage, 
Providence, which recently placed 
its advertising with Ben Kaplan 
Advertising, Providence, will start 
its advertising June 18 in the New 
York Times and July 16 in This 
Week Magazine. The company is 
expanding its line of men’s luggage, 
streamlining its production and by 
fall will double capacity. 
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,Ltd., Denver. A series of fash- 
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WINNER—Here G. H. Scheisser, captain of Erwin, Wasey’s winning bowling team, 

gets a Marlin rifle from C. W. Fuller, vice-president and ad director of Sports 

Afield. Looking on are R. Kenna, president of Marlin, and David N. Laux, publisher 
of Sports Afield. All E-W keglers received rifles. 


Maclean-Hunter Sees 
Ad, Subscription 
Rate Increases 


Toronto—Maclean-Hunter Pub- 
lishing Co. reported a net profit 
for 1949 of $100,587 on gross rev- 
enue amounting to $10,211,900, 
compared with a net of $71,522 in 
1948. 

Sharply rising wage and mat- 
erial costs present difficult prob- 
lems for publishers of business 
papers and periodicals, according 
to Horace Hunter, president of 
the company, who added that 
“there are only two ways by which 
we can meet these increased ex- 
penses: (1) By increasing our 
subscription and advertising rates; 
(2) by some reduction in costs 
due to improved methods of opera- 
tion.” 

Wage and material cost increases 
become effective immediately, he 
pointed out, but advertising con- 


tracts may extend for a full year, 


and subscriptions are paid for as 
far as three years in advance. Thus 
there is, he said, a considerable 
lag before necessary rate increases 
become effective. 


Maxon to Open New Branch 


Maxon Inc., with offices in De- 
troit, Chicago and New York, plans 
to open a San Francisco office 
within a short time. George A. 
Thuss is directing operations in 
San Francisco, preparatory to 
opening of the new office. 


O'Dwyer Joins ‘Coronet’ 


David O’Dwyer, formerly on the 
eastern sales staff of Seventeen, 
has joined the sales staff of Coro- 
net in Philadelphia. 


May Become Arvin Industries 

The directors of Noblitt-Sparks 
Industries Inc., Columbus, Ind., 
maker of Arvin brand products, 
have voted to change the name of 
the company to Arvin Industries 
Inc. A stockholders’ meeting has 
been set for June 29 and if they 
approve, the change will become 
effective July 3. 


Publishes Second Register 


Public Relations Society of 
America, New York, has published 
the second annual edition of the 
“Public Relations Register,” the 
society’s membership directory. 
The register lists 800 public re- 
lations executives in 34 states, 
Canada, Hawaii and four foreign 
countries. 


BOAT CONSTRUCTION 


4ts constructed In the 
South In 1948 than in the rest , 
of the nation combined. —w WF 
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Commercial Cooking 
Drive in ‘Time’ 
Set by Hotpoint 


_Cuicaco—Hotpoint Inc. will 
launch a consumer advertising 
campaign for its commercial elec- 
tric cooking equipment with a ser- 
ies of b&w ads in Time, starting 
June 19. Ads are scheduled once 
a month from June through Sep- 
tember and twice a month from 
then until the end of the year. 

Purpose of the campaign will be 
to tell the general public about the 
engineering advances built into 
home appliances, which have re- 

Ited from long time manufac- 
ture of commercial equipment for 
such mass feeding operations as 
hotels, restaurants, factories and 
hospitals. 

Time was chosen for the initial 
insertions because Hotpoint felt 
it had a large enough circulation 
to provide an accurate sample. If 
the test is successful, however, 
other publications and media will 
be used. 


as James J. Nance, president of 
Hotpoint, compared the national 
advertising on trucks, run by the 
‘automobile industry, with the cam- 
paign planned by Hotpoint. He 
pointed out that the company has 
promoted its kitchen and home 
laundry appliances in consumer 
media for 40 years. 

Casler, Hempstead & Hanford 
Inc. here is the agency for Hot- 
point’s commercial cooking equip- 
ment division. 


Lorton Names MacGruder 


Howard Lorton Inc., Denver, 
maker of luxury furniture, has 
Named MacGruder, Bakewell & 
Kosta, Denver agency, to handle its 
campaign through newspapers and 
direct mail. MacGruder also will 
promote Damascus-made sandals 
imported by Richard S. Nelson 


on magazine ads, starting with the 
June issue of Glamour, is planned. 


Goodrich Names DeLong 


Clyde O. DeLong, sales mana- 
ger of the plastic division of the 
B. F. Goodrich Co., Akron, has 
been named division general man- 
ager in charge of manufacturing 
and sales. Mr. DeLong, whose 
headquarters are in the company’s 
plant in Marietta, O., joined Good- 
Tich in 1928, starting as a clerk 
in the industrial products division. 


Watson Named Head of ASA 


Alfred Watson, assistant treas- 
urer of the Curtis Publishing Co., 
Philadelphia, has been named ‘ 
chairman of the public relations 
committee of the American Sta- 
tistics Association. He will launch 
an extended program to acquaint 
the public with the objectives of 


Fram Helps Oil Dealers 
get “‘Under the Hood’”’ 


Building Sales from 
the Customer’s Viewpoint 


In the Kodachrome motion picture, ‘‘Hoods Up,”’’ 
Fram Corporation is dramatizing the manner in which 
sales are built—from the customer’s viewpoint—to 
create satisfaction and build repeat sales. 

Motion pictures—professionally produced in the 
light of practical merchandising knowledge—show 


complete customer satisfaction. 


dealers the way to more business, greater profits and 


Jha 
JAM HANDY 


Ogarg ze 
—for the customer’s viewpoint 


PRESENTATIONS e TRAINING ASSISTANCE ¢ SLIDE FILMS ¢ TELEVISUALS ¢ MOTION PICTURES 
NEW YORK 19, WASHINGTON D.C. 6, PITTSBURGH 22, DETROIT 11, DAYTON 2, CHICAGO 1, LOS ANGELES 28 
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The Right Seot in 
TOPEKA KANSAS 


Profits Drop But Cosgrove Says Minnesota 
Valley Canning Will Continue Ad Pressure 


LeSeur, Minn.—Despite a severe 
reduction in net earnings in the 
fiscal year ended March 31, 1950, 
Minnesota Valley Canning Co. will 
continue as a large user of ad- 
vertising, according to E. B. Cos- 
grove, president of the company. 

In the annual report, Mr. Cos- 


been built through a calculated 
and aggressive promotion of our 
brands to build consumer demand 
and a rapid rate of disappearance 
from the grocers’ shelves. 

“Over a 23-year period, our ad- 
vertising investment has totaled 
$13,454,599, which means that we 
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amount in good will, consumer de 
mand and retailer activity that we 
have returned in net profits. Ad- 
vertising pressure has been main. 
tained through good years 
lean years, profit years and | 
years. This continues to be a guid- 
ing policy of our business,” he as. 
serted. 


ws The report for the last fiscaj 
year showed a net profit of $132,. 


& COMPAN Y 


grove declared: “This business has! have 


invested about the same| 409, compared to $1,789,082 for t 
previous year. Gross U.S. 


bring your layouts to life... print on er 


international TICONDEROGA TEXT 
and COVERWEIGHT 


Probably America’s most popular text paper —any job 
printed on this paper is a souvenir job. Use it with letterpress, 
offset, gravure. Specify it for programs, folders, menus, 


all fine printed material. 


Watermarked Ticonderoga Text comes in 7 colors plus cream and 
brite white; laid or wove; envelopes to match. And in matching 


colors, Ticonderoga Cover. International Paper Company, 


220 East 42nd Street, New York 17, N.Y. 


INTERNATIONAL 


for printing and converting 


were $33,559,143, up $893,250 fr 
the previous year. 

Mr. Cosgrove attributed the 
profit reduction to the short crop 
of peas and consequent high costs, 
and the unusually large corn crop 
for the second year in a row. Can- 
ners’ corn stocks were at record 
levels, he said, and price reduc- 
tions were inevitable. 


Joseph Fiske Sues 
Putnam over Failure 
to Start Newspaper 


SPRINGFIELD, Mass.—A $1,000,000 
damage suit against former Mayor 
Roger L. Putnam, president of 
Package Machinery Co., has been 
filed in federal court in Boston by 
Joseph J. Fiske of Jersey City, 
N. J., alleging breach of contract 
for not organizing a daily newspa- 
per here. 

In February, 1947, when this city 
was without daily or Sunday pa- 
pers due to a strike, it is alleged 
that Mr. Putnam agreed with Mr. 
Fiske to advance necessary sums 
from time to time to the extent of 
$500,000 for the purchase of equip- 
ment, newsprint, etc., to publish a 
paper. 

Mr. Fiske alleges that Mr. Put- 
nam agreed to back a corporation 
to publish the paper and that Mr. 
Fiske was to receive 50% of the 
shares of capital stock in return for 
organizing the newspaper. 


a Mr. Fiske avers that he pro- 
ceeded in good faith, arranged for 
the printing machinery, plant and 
office space, and newsprint, and 
made contracts with various unions 
in preparation for starting the pa- 


per. Mr. Fiske says he also made 
arrangements for advertising in the 
proposed Springfield Sentinel. ‘| 

It is alleged that Putnam then 
failed to comply with the agree- 
ment and dropped the entire mat- 
causing plaintiff great loss) 
and damage. 


DuMont Signs Tide Water; Ups 
‘Captain Video’ Schedule 


DuMont Television Network has 
signed Tide Water Associated Oil 
Co., New York, to sponsor “Broad- 
way to Hollywood,” featuring 
George F. Putnam on Wednesday 
nights. Lennen & Mitchell is the 
agency for Tide Water. 

Walter H. Johnson Candy Co., 
Chicago, which sponsors “Captain 
Video” over DuMont once a week, 
will air the 30-minute show on a 


semi-weekly basis starting June 6. 


Thursdays on 10 stations—was/ 
bought through Franklin Bruck. 
Advertising Corp., New York. 


Dubins Opens Own Studio 


Milt Dubins, former advertisi 
art director of J. M. Korn & Co. 
and Deane, Klein & Davids 
Philadelphia, has opened his 0 
studio at 1623 Walnut St., Phila 
delphia. 


Cayton Gets Fur Account 


Seltzer - Bernbaum - Goldstei 
New York, fur manufacturer, h 
appointed Cayton Inc., New Yor 
to handle its advertising. 
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Retail Trade in Standard Metropolitan Areas Having Central Cities With a Population of 250,000 or More in 1940’ 
Stores and Sales for Central City and Balance of Metro Area: 1939 and 1948 
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place in the nation’s metropolitan 
areas, especially as between the 
| central city and surrounding area, 
are pointed up in this first analysis 
of returns from the 1948 Census of 
Business. The accompanying anal- 
ysis by the chief of the business 
| division of the Bureau of the Cen- 
sus, plus the basic metropolitan 
market statistical material appear- 
ing in the table above, are of major 
importance to everyone interested 
in marketing consumer goods or 
services. 


By W. C. TRUPPNER 
Chief, Business Division, 
Bureau of the Census 

Toward the end of 1949, the 
Census Bureau completed its 
enumeration of the almost three 
' million retail, wholesale, and serv- 
} ice trade establishments within 
the scope of the 1948 Census of 
Business. This was the first Busi- 
ness Census taken since the one 
covering 1939. The bureau is now 
completing the publication of pre- 
liminary 1948 trade figures for 
each of the 3,110 counties and in- 
dependent cities of the United 
States. 

Several years ago students of 
distribution and marketing, repre- 
sentatives of trading concerns, and 
business men in general vigorously 
Supported a move to: conduct a 
Census of Business for the year 
1948. They felt that the pattern 
of individual domestic markets for 
800ds and services as well as the 
distribution structure of the coun- 
try had altered so much in the de- 
cade of the forties that a measure 
of what had happened was badly 
needed for intelligent business 
Management and planning. 

Now that the results of the Cen- 


possible to begin the kind of anal- 
ysis of the data which leads to a 
better understanding of the func- 
tioning of our economic system, 
and possibly to reshaping the na- 
tion’s marketing and distribution 
structure to make it more efficient 
in bringing the goods and services 
produced to the final consumer at 
low cost. 


= From a broad point of view, the 
proportion of our total economic 
and human resources devoted to 
distributing goods and services in- 
creased substantially from 1939 to 
1948. Sales at retail tripled, in- 
creasing from $42 billion to about 
$130 billion. Sales at wholesale 
rose from a level of $55 billion in 
1939 to approximately $185 billion 
in 1948. Receipts reported by 
establishments in the service trades 
included in the Census of Busi- 
ness were better than two and one 
half times the 1939 volume, rising 
from less than $5 billion to over 
$13 billion in 1948. 

Despite these large increases in 
sales and receipts, there was little 
change in the number of establish- 
ments over the nine-year period. 
Perhaps of greater significance is 
the fact that there was an increase 
of about 45% in the number of 
persons employed in the distribu- 
tion of goods and services from 
1939 to 1948. This gain placed the 
distribution of goods and services 
in the United States at a high level 
as a provider of jobs to the labor 
force of the country. 

However, the essence of a com- 
plete census is the detail provided 
for analysis of the total picture. 
Data for small geographic areas 
and detailed kind of business clas- 


metropolitan centers of our coun- 
try. Included in this article is a 
table which has been prepared by 
selecting the retail trade statistics 
for certain of the counties and 
large cities of the country as they 
were presented in the preliminary 
county reports of the 1948 Census 
of Business. The table was pre- 
pared by combining the number of 
retail stores and sales credited 
to each of the counties making up 
the approved standard metropoli- 
tan areas of the country with cen- 
tral cities of over a quarter of a 
million population (1940 census). 

The data are shown separately 
for the central city of each metro- 
politan area as well as for the re- 
mainder of each area. First, this 
table provides a measure of the 
importance of the large centers of 
population of the country as re- 
tail markets. Second, it shows the 
shifts which have taken place 
since 1939 among these large cen- 
ters. Finally, it provides some 
analysis of the changes in the 
shape and pattern of each of these 
markets in terms of its internal 
structure. 


a The movement of people across 
the political boundaries of our 
great cities into the surrounding 
counties is a well known and much 
publicized social phenomenon of 
this period in our country’s his- 
tory. The fact that some retail 
stores are moving along with the 
population is also well known. The 
1948 Census of Business provides 
a statistical measure of the extent 
to which this latter development 
occurred in the decade of the for- 
ties. 

A glance at the table reveals a 


sifications provide a basis for 


number of interesting facts. First, 


consumer expenditures for goods. 
Second, the group of large market 
centers, as defined by these stand- 
ard metropolitan areas, while re- 
cording a sales increase of 192% 
from 1939 to 1948, did not quite 
reach the national total sales in- 
crease of slightly better than 200%. 
This is not, of course, a striking 
or crucial difference, but it does 
demonstrate that the very high 
rate of growth which character- 
ized these centers in the past has 
apparently tapered off. 


w Third, the relative rate of 
growth in the central city (as de- 
fined by its political boundaries) 
is compared with the rate of 
growth in each metropolitan area 
exclusive of the central city fig- 
ures (“balance of area”). The 
changes in the proportion of each 
metropolitan area market account- 
ed for by the central city and the 
balance of the area are also shown. 

While the aggregate of the cen- 
tral cities included in the 32 me- 
tropolitan areas still account for 
some two-thirds of the total me- 
tropolitan area market, striking 
sales gains are shown for the sur- 
rounding counties in a number of 
the areas. As a matter of fact, 
the retail sales increase for the 
“balance of area” is greater than 
it is for the central city in every 
single case. In other words, no 
matter how rapidly sales increased 
in the central cities, the increase 
was greater in the surrounding 
counties. 

Over all, the counties around the 
central cities of our great metro- 
politan areas increased their share 
of these markets from 284% of 


1939 sales to 32.1% of 1948 sales. 


decrease of almost 9% in the num- 
ber of retail stores from 1939 to 
1948, while the “balance of areas” 
in the aggregate showed almost 
a 6% rise. The decline in the num- 
ber of stores in the central city 
and the increase in the surround- 
ing counties was characteristic of 
each of the size groups for which 
data are tabulated separately as 
well as for the total. 

As was pointed out above, the 
fact that this phenomenon has 
been occurring is not exactly a 
surprise to anyone. As a matter 
of fact, the census can only reveal 
what alert business management 
has already accomplished. But an 
accurate measure of the extent to 
which the movement has already 
occurred and the individual dif- 
ferences among the various market 
centers of the country represents a 
contribution to serious thought on 
the distribution resources and 
markets of the country. 

It is not the Bureau’s function 
to interpret the statistical data it 
produces and apply them to the 
social and economic problems to 
which they relate. Rather it is 
the Bureau’s function to develop 
reliable statistical measures which 
can be used with confidence in the 
many situations requiring a solid 
informational basis for intelligent 
decision. 


Atlas Steel Starts Drive 


Atlas Steel Ltd., Welland, Ont., 
this month has started a campaign 
in business papers, illustrating 


uses for Atlas stainless steel. Ads 
also will invite requests for ten 
technical bulletins on the handling 
of stainless steel. Tandy Advertis- 
ing Agency, Toronto, directs this 


advertising. 
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r card discounts on multiple 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


YOUNG ADVERTISING MAN WANTED 
A well established manufacturer of in- 
dustrial equipment, located in Chicago, 
needs a young man to act as assistant to 
the Advertising Manager. The ability to 
think creatively and write clearly and 
convincingly is an essential requirement. 
Industrial advertising experience and 
some sales experience will be helpful 
qualifications. Write for interview, stating 
your age, education, experience and sal- 
ary requirements. Our Advertising Depart- 
ment knows about this ad. 
Box 3162, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 7-2063 Chicago 
Advertising and Sales Promotion Manager 
ae by leading New York publisher of 
business publications. Must be experienc- 
ed in creating and producing a volume of 
sales promotion material, advertising 
sales presentations and magazine advertis- 
ing. Send full details with recent snap- 
shot (to be returned) to 
Box 3171, ADVERTISING AGE 
11 E. 47th St., New York 17,N. Y. 
ATURE, EXPERIENCED WRITER who 
Sau interior decoration or architecture 
will find a permanent, interesting, well- 
paid position with a long established pub- 
lishing company. Either man or woman. 
Please state age, experience, and be pre- 
pared to send samples of your work. Sta- 
mats Publishing Company, Cedar Rapids, 
Iowa. jeer ig 
ADVERTISING TYPOGRAPHY 
Salesman or Service man. The man we are 
thinking about might wish to take an in- 
terest in a going business and eventually 


into the 
fully 


MISCELLANEOUS 


FOR 
LATIN AMERICAN 
PUBLICITY DISTRIBUTION 

Aureliano Rivera 4, Mexico 20, D. F. 
ATTENTION! Artists, Art Directors, Ac- 
count Executives, Advertising Men. ALL 
LEATHER PORTFOLIO. Designed by an 
artist for artists. A fine piece of luggage. 
Featuring: Single or double Zipper Fast- 
eners on three edges, Disappearing han- 
dles, Finest Top Grain Cowhide, Aniline 
dyed, Waterproof lining, Turned edges, 
Lock stitched, Large inside pockets. For 
illustrated price list write: 

Box 3170, ADVERTISING AGE 

200 E. Ulinois St., Chicago 11, Th. 

BLACK: LIGHT SPECIALIST— 
Creates artwotk fer posters, murals & il- 
lustrations. Full ation on request. 
Jo Engle, 3638-5, ball Ave., Chicago 
18, Illy KE 9+3378 ‘he 

FINE AGRICULTURAL ART 

Write for Folder of Stock Ilustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 
MODERN COMMERCIAL PHOTO STUDIO 
Chicago, Near North. Fully equipped— 
ready to operate. For sale or rent. 4 
story bldg. (3200 sq. ft.) 1 floor suit- 
able for living quarters or art dept. Ideal 
for artist-photographer or adv. agency. 
Must be seen to be appreciated. Phone 
DE 717-0204. 


Sele 5 . ' : o Pp i body 


date Display classified advertisements take cord rate of $10. 


nsertions and space over 5 


Figure bold face heads 
face 40 per line Bos 
column inch. Regu 


inches apply on display 


POSITIONS WANTED 


COMPTROLLER-CHIEF ACCOUNTANT. 
Public, private experience, knowledge of 
taxes. Desire printing, publishing or 
agency, Chicago location with opportun- 
ity. Now comptroller chain of small daily 
newspapers and radio stations. Age 37. 
Box 3159. ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TRY THIS FOR SIZE 
A young marketing man, 29, with young 
ideas and lots of research know-how is 
going places. 5 solid yrs exp. in liquor, 
drugs, Adv. Set up own research dept. 
Personable, responsible, and gets results. 
Box 3172, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
ADV. PROMOTION—Chicago top daily & 
farm papers natl. rep. seeks brighter fu- 
ture as assistant, mgr., or comparable 
creativg-admin, job. Copy, layout, ideas, 
planning. 2 yrs. air force pub. rel., 
2% yrs with publishers. Missouri U. grad., 
27, married. Can relocate. $4800. 
Box 3173, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


LAYOUT ARTIST—Desire change, $65 min. 
2% yrs. exp. College grad. 

Box 3175, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
MAIL SALES WRITER 
With the human touch. 22 profitable years 
in books, services, clothing, specialties. 
, or half time within 200 miles of 

New York. College, 46, married. 
Box 3176, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


4 


TO A $10,000 
COPYWRITER WHO 
WASN'T LOOKING 
FOR ANOTHER JOB 


(... 10 seconds ago!) 


This just to be one of those opportu- 
nities you can’t flip the page on without a closer 
look. It’s a chance to step into a challenging 
creative job as No. 1 man under the V.P. and 
Copy Director of one of the top 4-A agencies 
in the Midwest. 


You would quickly become assistant copy chief 
or copy group head for a number of accounts. 
You would work with a compact, congenial 
group that believes in teamwork (no politics) to 
produce outstanding advertising. You would live 
in an important major city, but one without 
commuting problems. Your salary would be 
$10,000 to $12,000, depending on past earnings. 
What must a man bring to the job? Over 5 
years’ experience as .a topflight agency copy- 
writer. A mind that thinks unusually straight, 
that takes a fresh, non-cliche approach to prob- 
lems. An ability to write for all media (includ- 
ing radio and TV) with an exceptional vivid- 
aess, warmth, and understanding of people. 


If you honestly think you and the job fit, why 
not ta'k it over with your wife, tonight? Then 
write fully and in complete confidence, outlin- 
ing your education, age, experience. Enclose a 
few typical samples, entirely your own, which 
need not be returned, plus a recent snapshot. 


BOX 17630, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. 


TOP NOTCH PRODUCTION MAN 
SEEKS NEW CONNECTION 


Do you need a man to relieve you of all your production responsi- 
bilities—an experienced man who can step right in and take over? 
Thoroughly familiar with all phases of printing and typography. 
Has art and layout ability—and especially good at merchandising. 
Age 38. Married . . . sober and dependable. Now managing highly 
productive lithographing plant. Prefer working for large manufac- 
turer in Chicago but will consider out-of-town connection. 


Box 7628, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIl. 


PROFIT-MAKING MAGAZINE 
8 aL SALE ‘ 
ere’s an excellent opportuni 
someone interested in the juvenile 
or girls 


publication field—a magazine 
in the 11 to 16 age Frou. 
This is a well-established, profitable 
magazine. It is a member of ABC. 
Reason for selling —publisher’s doc- 

e pr on net earnings over 
past ve years. May be purchased with 
moderate down payment and balance 
from earnings—or cash sale if desired. 
Purchaser must be a responsible indi- 
vidual or organization. Replies held 
strictly confidential. 

Box 7615, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


AD AGENCIES 
Looking for Television Billing? 


| have an attractive proposition for an ag- 
gressive agency that wants a television depart- 
ment or has a T.V. department that is not 
making its ‘nut’. Am now with a "“dead-on- 


its-feet'’ agency where | instituted T.V. opera- 
tion currently doing a consistently profitable 
job. Have written, directed, produced and 
planned small and large budget shows, some 
that you may have seen and liked. Also de- 
vised and effectively coordinated television 
programming with successful merchandising 
and sales promotions. 


Box 7624, ADVERTISING AGE 
200 E. Illinois St., Chicago II, Ill. 


LOOKING FOR 
1-MAN ART DEPT.7? 


With 15 years solid agency and retail experi- 
ence in layouts, comprehensives, finished art 
and type know-how. 
real future. Age, 37; reliable, sober, married 
and not a floater. 


Box 7626, ADVERTISING AGE 
200 E. Illinois St., Chicago II, Ill. 


Go anywhere offering | 


DO YOU NEED AN 
ADVERTISING MAN 


who has competent skills in the planning 
creating, production and merchandising of 
all phases of advertising including: 

@ Magazines, newspapers, radio and 
other media 
Business and trade papers 
Sales manuals, selling aids, slide 
films, etc. \. 

Product promotion at distributor, 
dealer and consumer levels. 

This man\is young enough (37) to adapt; 
experiénced enough (15 years in advertis- 
ing) to know his way around; particularly 
strong on electrical, building and automo- 
tive products and publication promotion. 
He wants to build a future with a first 
rate organization as advertising manager 
or agency account man. 

Minimum salary — $12,000 with potentials. 
At present employed as account executive 
with leading agency. Best references. Will 
talk to you anywhere between New York 
and Chicago. 4, 


‘’ 
Write Box 7627, ADVERTISING AGE 
200 E. Illinois St., Chicago II, Ill. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET -RESULTS 


Steele Spurs Pepsi 
Along Comeback Trail 


Budget Hits $4,000,000; 
Company to Mend Fences 
Under Ex-Coke Executive 


By Maurine CHRISTOPHER 


New YorK—Pepsi-Cola Co., 
striving hard to regain its strength 
after a postwar setback, will spend 
$4,000,000 on advertising this year. 
This is an increase of approxi- 
mately $1,000,000 over the 1949 
budget. 

Charged with the responsibility 
of getting Pepsi's sales moving 
again in the right direction is Al- 
fred N. Steele, 
president and 
chief executive 
officer of the 
company. Former 
merchandising 
head of Coca- 
Cola Co. Mr. 
Steele joined 
Pepsi-Cola in 
April, 1949, as 
v.p. and advanc- 
ed to the presi- 
dency in March, 


Alfred Steele 


1950. 

Having started by strengthening 
the company’s management with 
executive promotions and addi- 
tions, Mr. Steele is now moving 
into the second phase of his re- 
habilitation program—market-by- 


Account Executive 
Desires to Relocate 


Circumstances make it advisable for 
this account executive with 18 years 
of successful advertising experience to 
change his connection. 

He is interested in discussing the 
matter with the agency principals of 
an alert, forward-thinking, large or- 
ganization capable of backing up, 
with sufficient services of agency per- 
sonnel, the full abilities of a man 
whose current income is in excess of 
$20,000 per annum. 

Although he controls some business, 
an arrangement is desired that would 
include handling additional important 
accounts. Naturally all correspondence 
will be confidential. Write: 


Box 7629, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TO ONE PUBLISHER IN THE U.S. 


. . who wants more aggressive, 
intelligent sales representation in 
the East. Our record proves re- 
sults. If your publication has a 
good potential that needs devel- 
oping and you want a sepresenta- 
tive organization to operate as 
your own office . . . we’d like to 
work... sell... and produce for 
you. 


Box 7625, ADVETISING AGE 
11 E. 47th St., New York 17, N.Y. 


Advertising Age, May 29, 


market sales drives. 


= Mr. Steele believes that Pepsi, 
Cola, which skyrocketed to f 
and fortune with a hit radio jin 
lost out in the marketing strug 
that followed the lifting of war 
time restrictions because the co; 
pany “came out of the war wi 
no plans,” while Coca-Cola came 
out slugging. 

Net sales for Pepsi-Cola and j 
subsidiaries in 1946—during eight 
months of which there was ration- 
ing—were $45,078,357. In 1947 
the figure jumped to $56,453,218; 
the next year net sales dip 
to $46,627,240. The decline contin 
ued in 1949, which saw net sale 
fall to $45,630,574. A part of thi 
decline was due to the sale of th 
company’s Cuban subsidiary, which 
brought in a sizable revenue from 
its sugar plantation. The sale 
wasn’t consummated until Febru-} 
ary of this year, but this change 
was already beginning to affect 
Pepsi-Cola’s balance sheet in 1949. 

Steele was in a perfect position 
to know just how well the large- 
size cola was doing in the early 
1940s. One of his assignments at 
Coca-Cola was to find out why 
Pepsi was outselling Coke two to 
one in New York and beating it by 
smaller margins in Boston, Phila- 
delphia, Cleveland and Chicago. 
Coca-Cola conducted special stud- 
ies in these markets to correct the 
situation. 


a The job of mending Pepsi- 
Cola’s relations with bottlers and 
helping them regain lost customers 
has already started in some areas. 
A hard-hitting campaign is in 
progress in Chicago, where com- 
ics, daytime radio and television 
are being used. Other territories 
—those with the greatest poten- 
tial will come first; markets where 
Pepsi has hit the bottom will not 
be touched at all at this time— 
will be given the same sort of lo- 
calized, saturation treatment. 

Mr. Steele will spend a great 
deal of time in the field assisting 
bottlers in ironing out their prob- 
lems, as will Richard Burgess, an 
ex-bottler, who recently was pro- 
moted to vice-president in charge 
of bottle sales. 


— 


# Another major objective in the 
company’s immediate files: in- 
stallation of _vending machines. 
Pepsi-Cola, slow to cultivate this 
phase of the market, is trying to 
make up for lost time. The prin- 
cipal factor slowing the distribution 
of vending machines of all types 
has been their high cost. Toy 
alleviate this, Pepsi has designed 
a small machine (which pays off 
with an 8-ounce bottle for a nickel 
and makes change) to sell for 
$135. 

The heavy emphasis on local- 
ized needs and problems will bring 
about the company’s return to its 
first love—spot radio. “Counter- 
spy,” sponsored Tuesdays and 
Thursdays over ABC, will be 
dropped after the broadcast of 
June 29. 

These funds will be channeled 
into spot radio and newspapers, 
where b&w and r.o.p. color ads 
will be used. Television will get 
an increasing amount of play. An- 
nouncements and programs are 
scheduled locally. A network TV 
show will be added soon. Maga- 
zines will be included in the fall 
plans. 


= “More bounce to the ounce” will 
be reiterated throughout the year 
as a come-hither to Pepsi drink- 
ers, but the “highest purity and 
more quick food energy” (U. S. 
Testing Co.) story will be sub- 
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OW YOU CAN SEE IT! 


SPRINGMAID 


YOU WON'T BELIEVE IT UNTIL YOU DO!- 


COME SEE The fabulous 


THE ASTOUNDING NEW BED THAT'S ROCKING THE ENTIRE SLEEP INDUSTRY 


ACOUSTICOT HAS EVERYTHING! Joe Gish, spnincmatn's 


ACOUSTICOT 


Undercover Ageat, utilized its utopian conditions to test 


sheets. He used sixty models and found “NOT ONE SINGLE CASE OF 
INSOMNIA DUE TO SLEEPING ON SPRINCMAID SHEBTS.” Designed and built 


by the makers of famed sheets, the 


is the 


acme of sleeping perfection. 11 is completely outfitted to provide 

the-absolute maximum of unhampered sleeping bliss. You'll do well to 

let vour umagination rest on this singular lesson. But whatever you do— 

don't mise this sensational experience. See this tenth wonder of 

the world for vourself. See what vou've been missing all your life. 
Priced from $3500 


RW WNITES 


‘ABSOLUTE MAXIMUM’—Television, screen for home movies, and air conditioning 

are some of the less astounding pieces of equipment in this Springmaid Acousticot, 

which, copy says, was used to test Springmaid sheets. “Priced from $3,500,” says” 
the ad, which appeared in the Boston Herald. 


limated to an enjoyment, good fel- 
lowship appeal to partygoers. and 
partygivers. 

The company currently is test- 
ing its products in cans in a few 
eastern markets. A carton of three 
12-ounce cans retails for 25¢. Ten- 
ounce bottles are being marketed 
experimentally in some southern 
areas. 

Apparently Pepsi’s merchandis- 
ing-advertising treatment already 
is beginning to take. Sales for 1950 
are running about 10% ahead of 
last year. However, medicine costs 
money and the first quarter 
showed a deficit of $100,000. 


a What Pepsi-Cola is looking for 
as a permanent cure is another 
advertising campaign that “hits 
the spot.” Although the famous 
jingle, “Twice as much for a nickel 
too,” is practically a part of the 
country’s folklore, it can no longer 
be used to sell Pepsi since neither 
price nor bottle size—8 and 12- 
ounce bottles mentioned in it—are 
standard any more. New words 
will be set to the old familiar tune. 

The nature of Pepsi’s new at- 
tack will depend on the outcome 
of top strategy meetings now going 
on, with top executives of the com- 
pany and Biow Co.’s brain trust 
in attendance. 


® Pepsi-Cola’s new trouble shoot- 
er, Alfred N. Steele, has led a 
charmed life. Unlike most busi- 
hess men, he seems never to have 
had a minor position, although he 
started his career with a rela- 
tively small company. 

Born in Nashville, Al spent his 
youth traveling around the world 
with his parents. His father’s job 
—mechanical engineering—took 
the Steeles to Tokyo, London, Pan- 
ama and Manila. Their son re- 
turned to the United States in 1919 
to attend Northwestern University, 
from which he was graduated four 
years later. 


Armed with his diploma, Al con- 
vinced the Union Bed & Spring 
Co. it needed new blood and talked 
the Chicago company into making 
him sales manager. 

At that time one of the Pitts- 
burgh universities—he doesn’t re- 


call just which—was recording the 


Sr ee En ape, eo 


amount of energy used up by peo- 
ple, who toss from side to side 
and otherwise exert themselves 
while sleeping. 


ws To young Steele this seemed the 
perfect gimmick. He contacted the 
university for permission to use 
their recorder, gave it the name 
Sono-Meter and built an advertis- 
ing campaign around it. Window 
displays featured sleeping dummies 
and the Sono-Meter. In nine 
months, Union Bed & Spring—the 
company is no longer in existence 
—increased its sales nearly 80%. 

This campaign not only launched 
his business career at full speed, 
but provided the contacts for his 
next job. Having used a great deal 
of space in the Chicago Tribune, 
Al became very friendly with its 
national advertising manager. In 
1926 he moved to the Tribune as 
merchandising manager for the 
rotogravure department. 

His next spectacular advertising 
coup came three years later while 
he was advertising director of Stan- 
dard Oil of Indiana. And again it 
was science from which he took 
his cue. % 


= At that time, new gasolines were 
being developed for the high com- 
pression engines, which were just 
coming in. Mr. Steele, seeking to 
understand the new developments, 
visited Standard’s scientists and 
asked them to explain the im- 
proved gasoline in layman terms. 

“The scientist used a story of an 
antelope as an illustration,” Al 
recalls. “An antelope travels along 
at a relatively slow pace until 
frightened, then he increases his 
speed many times over. They com- 
pared the reserve energy released 
in the improved gasoline to this 
speed reserve.” 

This was all the inspiration Mr. 
Steele needed. He labeled the re- 
serve energy “live power” and 
dramatized it with a wild animal 
show, featuring lions and tigers, 
at the Chicago World’s Fair. It 
was also used as the peg for a tre- 
mendously successful advertising 
drive for Red Crown gasoline. 


w As a by-product of this ac- 
tivity, Mr. Steele became a co- 


owner of Cole Bros. circus for a 
few years. Occasionally, he would 
ride with the circus for a couple 
of weeks and lend a hand with 
administrative details. 

In 1936 Mr. Steele was named to 
head the Detroit office of Colum- 
bia Broadcasting System. Here 
he kept a watchful eye on the 
“Ford Sunday Evening Hour” and 
on Chrysler’s “Major Bowes 
Show.” He remained with CBS 
until D’Arcy Advertising lured 
him to New York to work on the 
Coca-Cola account. Al’s nine-year 
sojourn with D’Arcy—the longest 
he has had with any company— 
ended in 1945 when he left to be- 
come vice-president in charge of 
merchandising for Coca-Cola. 
When he quit the agency he was 
a partner and vice-president in 
charge of the New York office. 


@ The favorite avocation of Mr. 
Steele, who is the father of a 7- 
month-old son and a_ college 
daughter, is farming. He now lives 
in New York, but intends to return 
to the country soon. He enjoys the 


theater, golf and riding. 

An attractive man with gray 
hair, gray-blue eyes and a casual, 
unhurried air, Mr. Steele is the 
sort of person who enjoys his 
work. His assignment at Pepsi- 
Cola—the most challenging to 
date, he feels—is no exception. 
And already he is on the prowl 
for the Pepsi version of “live 
power.” 


Schumacher Plans Campaign 

F. Schumacher & Co., New York, 
has scheduled a campaign of full- 
color ads in House Beautiful and 
House & Garden for next fall, to 
promote its French Morroccan 
themes for printed and woven 
home fabrics and wallpapers. Law- 
rence Boles Hicks Inc., New York, 
handles the account. 


Kelvinator Starts Campafgn 

Kelvinator Co. of Canada, Lon- 
don, Ont., has launched a news- 
paper campaign which will run 
through September. Trade publi- 
cations, dealer aids and broad- 
sides also are used. The Toronto of- 
fice of McKim Advertising Ltd. 
is directing the campaign. 
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Stein Promotes Schamberg 


Morton G. Schamberg, a Chica- 
go divisional sales manager of A. 
Stein & Co., maker of Paris belts, 
suspenders and garters, Perma- 
Lift brassieres and corsets and 
Hickory notions, has been appoint- 
ed Chicago general sales manager. 
Mr. Schamberg has been with the 
company since 1925. 


Appoints Gray & Rogers 

Gray & Rogers, Philadelphia, has 
been named publicity and public 
relations counsel for the Free Li- 
brary of Philadelphia, effective 
June 1. 


Weintraub Agency Moves 


William H. Weintraub & Co., 
New York, has moved its offices to 
488 Madison Ave. 


THE ARTKRAFT* SIGN CO. 
Arteratr® mentoring Corporation 
900 Kibby St, Lima, USA 
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Prominent Users of Strathmore Letterhead Papers: No. 87 of a Series 


The Bismarck Hotel, today, is part 
of an imposing center built by the 
Eitels in the very heart of Chicago. 
Besides the hotel, it includes a 
towering office building and one of 
the Midwest’s smartest theaters. 


em ene sn 
teame 


Chicago’s beloved Bismarck 


chooses STRATH M 0 RE 


There’s been nothing to compare with the Bismarck since the Eitel 
family first started dining visitors to the Chicago World’s Columbian 
Exposition in 1893, Famous for its food, famous for its hospitality, 
the Bismarck is a landmark to all those travelers who appreciate 


good living. 


It is no accident that the Bismarck’s letterhead is on Strathmore...it 
is only another example of the careful planning for perfection of 
detail that has made the Bismarck what it is. 


Have you considered, lately, the importance of the impression your 
letterhead makes? Does its design express the character and tradition 
of your company? Do the texture and surface make an important 
background for your correspondence? Consult the supplier of your 
letterheads. Ask him to submit new designs on Strathmore expressive 
papers...to make quality an integral part of your message. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE 


MAKERS 
OF FINE 
PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 
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This department is a reader’s forum. Letters are welcome. = 


Arnold Points Difference 
Between Film, Kinescope 


To the Editor: I was very amazed 
to read the Eye and Ear Depart- 
ment feature in this week’s (May 
8, 1950) issue of ADVERTISING AGE, 
in which the author tells about 
television films. 

I say “amazed” advisedly, be- 
cause the gentleman who wrote 
the article is obviously quite in 
the dark as to the tremendous dif- 
ference between kinescope film 
and regular film for television use. 

For his edification, I would like 
to state the difference. A kin- 
escope is a picture film taken di- 
rectly from the tube of a television 
set. It is a one-camera job taken 
directly from a TV tube. 

On the other hand, regular films 
(either for television or for usual 
film use) are made as generally 
done by Hollywood techniques, In 
addition to this, these Hollywood 
techniques are being adapted by 
such film companies as the Jerry 
Fairbanks outfit and the Bing 
Crosby picture people, utilizing a 
chain of cameras, cutting in and 
out of each camera as the action 
progresses, and then editing the 
film from the cameras used on the 
job. 

Apparently, the author of the 
Eye and Ear Department has con- 
fused kinescope films and the other 
films. I wholeheartedly agree with 


him that at the present stage of 
development, kinescope films are 
atrocious. But, certainly no one can 
say that the other two varieties 
are not top quality, and in most 
instances, every bit as good in 
quality as live presentations. 

I believe this is an extremely 
important point for advertisers to 
know, so that once and for all, 
there will be no confusion between 
kinescope and regular film. 

Murray ARNOLD, 

Program Director, WIP, Phil- 

adelphia. 


Adds to FM-Baseball Story 

To the Editor: Following up Ted 
Leitzell’s letter in the May 1 edi- 
tion of ADveRTISING AGE, I would 
like to add a few more words about 
baseball broadcasting over FM. 

In the Ohio Valley, the whole 
martini is FM—vermouth and gin. 
Ask any radio dealer for 30 miles 
around the Wheeling-Bellaire- 
Steubenville area what has kept 
radio sales at such a high peak 
for over two years. The radio deal- 
er will tell you it’s the FM broad- 
casts of the Cleveland Indians 
games by WTRF-FM in 1949 and 
1950. The Cleveland Indians and 
the Pittsburgh Pirates broadcast 
over another station on FM only 
and are continuing to gain sales 
of radios—one of the important 


THE anti TIMES 


Owners and operators of Radio Station WHAS and Television Station WHAS- TV 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Local basketball and football sched- 


profit articles. 

Zenith, RCA, GE, Philco, West- 
inghouse and many other distribu- 
tors can point to a sell-out demand 
due strictly to big league ball 
games on FM only in this area. 


ules are another important pro- 
gramming that has developed de- 
mand for FM radios. 

Individual programming of FM 
radio can develop audience—it’s 
true here and in many areas. An- 
other station can do it if they 
don’t duplicate. 

AL FIsHER, 

WTRF-FM and AM, Bellaire, 

O., Wheeling, W. Va. 


ee oe 
Feels Concern About Trend 


of TV Merchandising 


To the Editor: The enclosed ad 
is self-explanatory. We feel the 


“Ace does everything.” Hace 
(rhymes with hossy), in case Mr. 
Crichton was not told, means Duz 
(or does). Damned .clever these 
P&G. 
OcTAvVIO JORDAN, 
Advertising Manager, Tech 
Publishing Co., Champaign, 
Til. 


Too clever, Mr. Jordan. P&G 
says: “Your article is correct; Mr. 
Jordan is mistaken. Tide is called 
Ace in Cuba, not Hace, and the 
slogan used there is Ace Hace de 
Todo, which is the equivalent of 
‘Duz Does Everything.’ The slo- 
gan is pronounced ‘Ah-say Ah-say 
deh toe-doe.’” We’re not the ones 
to meddle with pronunciation, ex- 
cept to say that if you do it Mr. 
Jordan’s way it sounds like nurs- 
ery talk, and P&G’s way sounds 
vaguely like Senator Claghorn. 


Long-Time Subscriber 
Boils Right Off Sub List 

To the Editor: This is it, as far 
as I’m concerned. I’ve put up with 
the snide comments of your (sic) 


Creative Man for a long time 
(check your subscription records 
for verification). His remarks on 
the Kaiser Aluminum vs. Du Pont 
ads take the cake. The jirque is 


situation in Los Angeles, and un- 
doubtedly elsewhere in the coun- 
try, is serious. 

Our hope is that manufacturers, 
too, will sense the gravity of hav- 


Pr te aa de eee ae eee * MHS es " 


The Television ad ot the left never wos 
published, but toc many thet ore ah-so- 


timiler are in your popers every doy. Let 


ws polet out o few sips thot don't show 
« . to the unauspecting public. 


Me. 1—Sure, it's the “lowest price ever”, 
but it never wus ony higher either! And 


every tore has it at the SAME PRICE. 


‘ 


No 2-Get out your magnitying gloss, 
salt in your lowyer, and you'll find this 
price of $799.95 for the 36” Whiaser. 


Ne This nice big price of 66.85 
dovsn’t go with the above 36” Whirter. 
Oh net You get model208 which ja 
slightly smaller (6 3 incher 0 be exact). 


Ah, bot you thought you got the big 36" 
Whiexer for $68.85. Now, that's just o 


small error on your port, You find thot ovt 


otter you get inte “Good Old Sam's” ploce 
of “business ond he gow: to work on you. 


IT IST FUNKY! WE ADMIT IT! IT'S SERIOUS! 


_Raputable stores everywhere deplore this misleading advertising a 
_bacae  destroy publi confides in al Tloion advertting. a 


=o ova tar ater ptn wr nos nes Sa 
ose SAMer BH YOUR Coveney, cr ind 
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TREND?—This Los Angeles newspaper ad is cited by a reader as an example of a 
“damaging trend” in television set merchandising. 


ing television merchandising reach 
the low level to which a few un- 
principled stores in each com- 
munity are pushing it. 

Perhaps your publication of this 
ad may stimulate other merchants 
to actively resist this damaging 
trend. 


either an adolescent punk—prob- 
ably a pimply relative on the pay- 
roll—or one of those never-has- 
beens who is an “expert”... at 
second guessing any and every ad 
that was ever written. 
Whoever he is, to hell with him. 
Cancel my subscription. 
RicHarp B. ALmy, 
Berlin, Conn. 


Skip the Percentage 
Formula, Marketer Agrees 

To the Editor: Your editorial of 
May 15, “Let’s Destroy the Per- 
centage Phobia,” was quite inter- 
esting to me ds we have been 
wrestling with this same problem. 
I am enclosing an article of mine 


J. P. ScystTer, 
Advertising and Publicity Di- 
rector, Eastern Columbia, Los 
Angeles. 


Clever P&G Settles a Point 

To the Editor: You sure murder- 
ed one clever slogan in your lead 
article on P&G. 

Tide is called Hace in Cuba, not 
Ace. and the slogan used there is 


which just ran in Food Field Re- 
porter bearing on the matter. 


Hace Hace de Todo, which means 
“Does does everything,” and not 


Advertising Age, May 29, 1959 


To a large extent we have sp 
cialized in the marketing of new 
items, but whether new or old, it 
has been a problem to get the ad- 
vertiser to focus his aim on the 
over-all job to be done without 
attempting to bind it to a fixed 
percentage of some sort. 

I am sure that your editoria] wil] 
be helpful to many of us. 

JAMES WILLIAMSON, 

Vice-President, Peter Hilton 

Inc., New York. 


Steubenville 
Herald-Star 


Census takers will 
show a big farm 
market around 


Steubenville, 


But, while we're waiting for 
the ‘tally, we've discovered for 
ourselves that in the immedi- 
ate Steubenville market, there 
are approximately 3,700 farms 
producing grain, cattle, dairy 
products, fruit, vegetables and 
poultry, and last available fig- 
ures showed a gross value of 
farm products amounting to 
more than $5,000,000. 


19 Granges and 
1700 4H Club Members 


We also found that there are 
19 Grange organizations for 
adults and almost 1700. 4-H 
Club members among the small 
fry, which shows that our 
farmers enjoy their “sociabil- 
ity” too. 


The “Hub” for Farmers 


Steubenville is the natural 
“hub” of retail buying for our 
farm folk and they vie with the 
industrial workers of our area 
for the values that are offered 
daily by our retailers who, in 
1949, used 10,177,426 lines of 
retail advertising to help build 
a retail volume estimated at 
better than $63,000,000. 


Over 28,000 Circulation 


The Herald-Star is now pub- 
lishing in excess of 28,000 copies 
daily to reach these potential 
buyers for your products. 
When you want something sold 
in Steubenville, my time is 
your time. 


OUR 7 PAPERS 


CANTON (OHIO) REPOSITORY 
STEUBENVILLE (OHIO) HERALD-STAR 
SALISBURY (MD.) TIMES 

These 3 represented by 
Story, Brooks & Finley, Inc. 
MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 
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Auto Dealers to War 


(Continued from Page 1) 

J. M. Sanders, of Hill & Tibbitts, 
Washington Ford dealer, who is 
chairman of the special three-man 
committee handling the problem, 
said it is too soon to discuss the 
approach the dealers will take in 
seeking a remedy. 

He pointed out, however, that 
dealers in some communities al- 
ready had obtained more favorable 
rates as a result of negotiations 
with local newspapers. 


s There is some feeling NADA 


ant Ay 
‘2 


STAR 


will try to deal with the problem 
through a series of local confer- 
ences. 

Asked what justification there 
appeared to be for the differences 
in rates, Mr. Sanders told AA, bid iy | 
be darned if I can see any.” 

Other members of the NADA 
committee are Fred G. Litsinger, 
Litsinger Motor Co., Chicago, and 
Charles Schnurmacker, Manhattan 
Pontiac Co., New York. 

Among business men here there 
had been considerable speculation 
that newspaper advertising may be 
an extremely inexpensive and per- 
haps even profitable venture for 
television dealers buying extensive 
newspaper spreads at local rates. 

Media people, who for under- 
standable reasons will not be iden- 
tified, say there is considerable 
suspicion that retailers.may be ex- 
ploiting their advantage of paying 
local rates to the newspaper, and 
billing the manufacturer for his 
share of the deal at one-time 
_ rates. 


s In New York, newspaper sour- 
ces estimated that more than 90% 
of daily newspapers retain the 
“automotive” classification, and 
bill dealers on that basis. 

Where a dealer advertises “‘ser- 
vice,’ one observer said, the ad 
is usually placed at the retail 
rate. But if the copy says “Ford,” 
“Pontiac” or other brand ser- 
vice, then it’s billed as an auto- 
motive ad. 

Newspapers are said to feel that 
—despite the automobile dealers’ 
arguments—there is a _ consider- 
able difference between an ap- 
pliance dealer, with many brands, 
and an automobile dealer, with 
one line of cars to sell. 


s One agency, which handles a 
major automobile account, pointed 
out that such a plan would have 
its disadvantages from the manu- 
facturer’s point of view. 
Under the present setup, while 
a dealer has a considerable voice 
spending dealer-accumulated 
.us, the factory supervises the 
allocation of the money for him in 
his territory. If dealers placed 
their own newspaper ads locally, 
it would be difficult for the manu- 
facturer to keep in close touch 
with the proceedings, it was said. 
As automobile dealer advertis- 
ing is now handled, a retailer who 
is unhappy with the course of 
events usually takes his complaint 
to the company’s regional office. 
Eventually, his problem is 


on Newspaper Rates 


worked out between the manufac- 
turer and his agency. 


s This agency also suggested that 
such an. advertising program 
might be costly in the long run for 
the company, which will still have 
to compensate its agency even if 
it doesn’t place the advertising. 

Newspapers themselves will fur- 
nish the most formidable opposi- 
tion to such a proposal, one agen- 
cy executive feels. He believes 
auto manufacturers will want a 
local rate if they can get it and 
that agencies will not be opposed 
to the idea if the copy is commis- 
sionable somewhat along the lines 
of practices in effect in the home 
appliance field. 


Toni Signs Three 
ABC Programs for 
Summer Campaign 


New YorK—Toni Co., through 
Foote, Cone & Belding, has signed 
to sponsor three ABC broadcasts 
for a special summer campaign 
starting today (May 29). 

The shows are “Modern Ro- 
mances,” “Quick as a Flash,” and 
“Chance of a Lifetime.” These last 
two will continue under Toni’s 
sponsorship on some days of the 
week through Aug. 4. 

Quaker Oats Co., through Price, 
Robinson & Frank, has carried 
“Quick as a Flash” three days 
weekly during the past season. 
The last broadcast scheduled for 
the current cycle is June 9. 

Bruner-Ritter has _ broadcast 
“Chance of a Lifetime” as a Sun- 
day night attraction for some time, 
but will discontinue the show as 
of June 4. Under the home per- 
manent manufacturer’s sponsor- 
ship, it will be a daily 15-minute 
show. 

Raymond Spector Co. is in the 
middle of summer plans for Bru- 
ner-Ritter. An early TV debut is 
probably in the offing for the 
watch band maker. 


Court Rules in Favor 
of Caldwell-Clements 


The appellate division of the 
New York supreme court last 
week affirmed a lower court rul- 
ing in favor of Caldwell-Clements 
Inc., publisher of Radio & Televi- 
sion Retailing, in its breach of 
contract suit against McGraw-Hill 
Publishing Co. (AA, Dec. 25, ’49). 
The latter will appeal to the state 
court of appeals. 

McGraw-Hill agreed when it 
sold Radio & Television Retailing 
in 1942 not to publish another pa- 
per in the field until 1951, and 
the courts have held it violated 
this agreement in deciding to in- 
crease its TV coverage in Electri- 
cal Merchandising with its Octo- 
ber, 1949, issue. 


Staples-Smith to Hockaday 


Staples-Smith, New York, win- 
dow designer, has selected Hock- 
aday Associates, New York, for 
promotion in business papers and 
by direct mail. The account was 
previously placed direct. 


Boston, Chicago, Cincinnati, 


Texaco Star Theater (NBC) 
Godfrey's Talent Scouts (Lipton’s, CBS) . 
Godfrey. and His Friends (Chesterfield, CBS) 
Toast of the Town (Lincoln-Mercury, CBS) . 
Stop the Music (Admiral, Old Gold, ABC) . 


-42.6 


-40.2 
34.5 


Pulse Network TV Leaders 
May 1-7, 1950 


Cleveland, Dayton, Los Angeles, New 
York, Philadelphia, Washington 


EVENING 
en ee eee 55.2 | The Goldbergs (Sanka, CBS) 


Kraft Theater (NBC) 


. 40.8 |Saturday Night Revue (Several beat NBC) Px 


Fireside Theater (Procter & Gamble. 
Studio One (Westinghouse, CBS) 


NBC) . 


MULTI-WEEKLY 
=: Doody (Mars, Colgate, International 


Lucky Pup (Ipana, Gast and Plenty Candy, 


Sundial Shoes, CBS) ..........sceeeees 13.2 
Cactus Jim (participating, NBC) ......... 12.5 
4|Small Fry Club (Co-op, DuMont) ......... 12. 
Mohawk Showroom (NBC) ............6.. 12.4 
Godfrey & His Uke (Hi-V, CBS) ......... 12. 


Magic Cottage (Peter Paul, DuMont) ....... 9.8 


28.2|E. Fogg, Consumers Power Co.; 


SPONSOR—Ross Roy (center), president of Ross Roy Inc., Detroit, receives a Junior 
Achievement plaque for sponsoring a teen-age company, Personal Gems, during the 
past year. Others in the picture include JA members and T. G. McCormick, executive 
vice-president of the agency; Harry Mellen, comptroller; Ted J. Wilner, copywriter; 


and E. G 


G. Baldes, contact man. 


58 Industrial 
Editors Win 
ICIE Awards 


PITTSBURGH—The International 
Council of Industrial Editors gave 
awards in its 1950 publication con- 
test to 58 publications, with more 
than 100 publications receiving 
honorable mentions. 

C. S. Bolen, Southern Bell] Tele- 
phone & Telegraph Co., Atlanta, 
was elected president of the or- 
ganization at its ninth annual 
meeting in Pittsburgh. 

New Ist vice-president is W. R. 
Gerler, S. C. Johnson & Son, Ra- 
cine, Wis., and 2nd vice-president 
is Paul Ackerman, Pullman-Stan- 
dard Car Mfg. Co., Chicago. 

Frances Parry, Koppers Co., 
Pittsburgh, was elected secretary 
and H. R. Freitag, Modern Wood- 
men of America, Rock Island, III, 
was named treasurer. 


e Here are the winning publica- 
tions, their editors and sponsoring 
companies in the ICIE competi- 
tion: 


INTERNALS 


MAGAZINES: The Ohio Bell, Douglas 
M. Berwick, The Ohio Bell Telephone 
Co.; The Seagram Spotlight, Eugene 
Feen, Seagram Distillers Corp.; Better 
Living, W. F. DeLoache, E. I. duPont 
de Nemours & Co.; Hello, Charles A. 
Adams, The Crowell-Collier Publishing 
Co.; Sovthern Telephone News, C. S. 
Bolen, Southern Bell Telephone and Tel- 
egraph Co.; Wichita Falls State Hospital 
News, William L. Lightfoot, Jr., Wichita 
Falls State Hospital. 

Skyline, Adrian Sorrells, North Ameri- 
can Aviation, Inc.; The GE Lampmaker, 
Clyde D. Carder, Lamp Department, Gen- 
eral Electric Co.; The Sunray News, 
Luther Williams, Sunray Oil Corp.; The 
Ford Dealer, C. H. Dykeman, Ford Motor 
Co.; Republic Reports, William D. Mar- 
tin, Republic Steel Corp.; Standard 
Torch, Bob Siebert, Standard Oil Co., In- 
diana; Ties, B. E. Young, Southern Rail- 
way System. 

The Patriot, Charlotte M. Riggs, John 
Hancock Mutual Life Insurance; Imperial 
Oil Fleet News, James M. Redditt, Im- 
perial Oil Ltd.; Today, G. F. Zimmerman, 
International Harvester Co.; Standard 
Oil News, William Habich, Standard Oil 
Co., Kentucky; The Forty Niner, Merilyn 
Snyder, Society for Savings; Dealer News, 
J. B. Mann, International Harvester Co.; 
Safeway News, Abel F. Lemes, Safeway 
Stores, Inc.; Telephone Review, C. R. 
Deyo, New York Telephone Co. 

Unifruitco, David D. Zingg, United 
Fruit Co.; The Cementer, Grover Kilgore, 
Halliburton Oil Well Cementing Co.; 
Northwestern Bell, Sigurd U. Bergh, 
Northwestern Bell Telephone Co.; Upjohn 
News, W. A. Earl, The Upjohn Co.; Lever 
Standard, Jack Barnes, Lever Brothers 
Co.; Certified News, L. O. Green, Wilson 
& Co.; Snap-on-News, John L. Conron, 
Snap-on-Tools Corp. 


g@ NEWSPAPERS: Sears News-Graphic, 
Lee W. Sagers, Sears, Roebuck and Co.; 
Friendly Forum, Dan Palmer, Thomp- 


31.8 | son Products; Pontiac Chieftan, H. V. 


Munce, Pontiac Motor Division, General 
Motors; Consumers Power News, Florence 
“AM,” 
Kay Taylor, American Mutual Liabil- 
ity Insurance Co.; Plymouth Cordage 
News, Harold G. Roberts, Plymouth Cord- 
age Co. 

Servel Inklings, Alice Dalrymple, Ser- 
vel Inc.; The Power Plant, Donald B. 
Lee, Pratt & Whitney Aircraft; Bundy 


Co.; The Illuminator, W. A. McClung, 
Appalachian Electric Power Co.; Seibe- 
neer, Douglas Mueller, Seiberling Rubber 
Co. 

OTHERS: McCall People, Richard M. 
Levy, McCall Corp.; Bulletin, Hester 
Murray, Ohio Bell Telephone Co.; The 
Lockheed Story, John E. Canaday, Lock- 
heed Aircraft Corp. 


EXTERNAL 
MAGAZINES: DuPont Magazine, E. R. 
Manchester, E, I. duPont de Nemours & 
Co.; Steel Horizons, F. L. Newmeyer, 
Jr., Allegheny Ludlum Steel Corp.; To- 
morrow’s Tools—Today, Darwin H. Clark 
Lane-Wells Co.; Modern Pharmacy, 
George A. Bender, Parke, Davis & Co.; 
Northern Circuit, W. H, Craig, Northern 
Electric Co.; The Red Barrel, Hillary 
C. Bailley, Coca-Cola Co. 
NEWSPAPER: Rotary News, Robert A. 
La Chance, White Sewing Machine Co. 
OTHER: Alcoa Aluminum News-Let- 
ter, Robert A. Neary, Aluminum Co. 
of America, 


INTERNAL—EXTERNALS 


MAGAZINES: The Bee-Hive, Paul W. 
Fisher, United Ajircraft Corp.; Kaiser 
Aluminum News, Chandler Young, Kaiser 
Aluminum and Chemical Corp.; Bell 
Laboratories Record, P. B. Findley, Bell 
Telephone Labs, Inc.; Pictorial Report, 
Paul W. Fisher, United Aircraft Corp.; 
This Earth, Permanente Cement Co.; 
Shell Progress, John Earl Davis, Shell 
Oil Co.; Winged Chix, Leo B. Olson, De- 
Kalb Agricultural Association, Inc. 

NEWSPAPER: The Pure Globe, Fred 
Ruoff, The Pure Oil Co. 

OTHER: Annual Report 1949, Cleve- 
land Electric Illuminating Co. 

ASSOCIATION: American Gas Associ- 
ation Monthly, Jac A. Cushman, Amer- 
ican Gas Association. 


DuMont Forecast of 
‘50 TV Set Output 
Reaches 6,000,000 


New YorK—Dr. Allen B. Du- 
Mont, president of Allen B. Du- 
Mont Laboratories, has predicted 
that TV set production this year 
may hit 6,000,000. This is a jump 
of 1,000,000 over previous esti- 
mates for the 1950 output. 

Dr. DuMont made his statement 
before a joint luncheon meeting 
of the Sales Executives Club and 
the American Television Society. 
Currently video receivers are be- 
ing manufactured at the rate of 
5,500,000 annually, but the last 
quarter of the year should see 
the pace stepped up considerably, 
he said. 

Income of the television indus- 
try this year will be at least $2 
billion—most of which will come 
from set sales, Dr. DuMont fore- 
cast. 


ein an earlier address, Mark 
Woods, vice-chairman of the 
American Broadcasting Co., re- 
vealed that ABC has developed 
a new process of recording live 
telecasts. He said that the system, 
to be made available soon to all 
ABC non-interconnected stations, 
“will render present kinescope 
recording methods obsolete.” 
(ABC is expected to unveil this 
new TV recording process within 
a couple of weeks. The network 
engineers are said to have greatly 
improved the final product by per- 
fecting the development process.) 


Manville Research Moves 
Richard Manville Research, 


New York, has moved from 15 W. 


Tuba, Kathleen Wagner, Bundy Tubing | 45th St. to 225 Park Ave. 
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Avco Buys Bendix 
Stock: No Change 
in Ad Plans Seen 


SoutH BEND, InpD.—Working con- 
trol of Bendix Home Appliances 
Inc. has passed to Avco Mfg. Corp, 
as the result of Avco’s purchase of 
about 16% of the Bendix stock. 

In announcing the stock pur- 
chase to Bendix distributors, Jud- 
son S. Sayre, president of Bendix, 
emphasized that distributors of 
Avco’s Crosley appliances will not 
be offered the Bendix line of 
laundry equipment. The Bendix 
distributor organization will con- 
tinue unchanged. 

Bendix has no plans for chang- 
ing its advertising or promotion 
programs. The company now is 
winding up its second-quarter ac- 
tivity and will launch a new hard- 
hitting campaign later this sum- 
mer. Plans for the new drive were 
formulated before Avco acquired 
its stock interest, ana no changes 
in the promotion strategy or de- 
tails are expected. 


@ Avco was organized under the 
name of Aviation Corp. in 1929, 
and operated American Airlines 
as a wholly owned subsidiary un- 
til 1934, It reduced its interest in 
American Airlines to 4% in 1946, 
dropped holdings in aircraft man- 
ufacturers, and adopted the name 
Avco Corp. in 1947. 

Since 1945, the company has 
shifted its interest from aviation 
to appliances and other fields. 
Through Crosley division, it pro- 
duces’. refrigerators, freezers, 
ranges, radios and television sets. 
And through its American Cen- 
tral division, it manufactures 
sinks and cabinets. 

Main reason for the purchase 
of Bendix stock was to round out 
the line of Avco appliances. Ben- 
dix manufactures automatic wash- 
ers, ironers and driers. 


s Further evidence of Avco’s dim- 
inished interest in the aviation in- 
dustry was provided last week by 
its decision to sell 366,954 shares 
of stock in Pan American World 
Airways—about 6% of that com- 
pany’s total stock issue. 

The purchase of Bendix Home 
Appliances stock last week, inci- 
dentally, was not the first time 
Avco has had an interest in Ben- 
dix. In the mid-30s, Aviation Corp. 
purchased about $120,000 worth of 
Bendix stock, but disposed of it 
in 1938. 


P&G Drops ‘T or C’; 
Show Seeks AM-TV Sponsor 


Procter & Gamble, Cincinnati, 
will discontinue sponsorship of 
“Truth or Consequences” (NBC) 
after a 10-year run as of June 24. 
The rating for the Ralph Edwards’ 
audience participation broadcast, 
skyrocketed a couple of years ago 
by mammoth contests, which 
were credited with starting the 
giveaway craze, was not especially 
impressive this season. Compton 
Advertising, New York, handled 
the show. 

P&G reportedly is interested in 
“T or C” as a television property. 
However, Mr. Edwards’ agent, 
Music Corp of America, is looking 
for an advertiser who is sold on 
the show for both AM and TV. 


Downey Moves to CBS 


Coca-Cola Co., New York, will 
transfer the Morton Downey song- 
fest to CBS, effective Oct. 7. The 
program will be heard at 10:30 
a.m., EST. The company currently 
sponsors Mr. Downey in three late 
evening 15-minute programs over 
NBC. This series, to go off the 
air July 1, formerly was carried on 
Mutual. 


Pepsi-Cola Advances Roche 
Pepsi-Cola Metropolitan Bottling 
Co., New York, a Pepsi wholly 
owned subsidiary, has appointed 
Roland F. Roche, who joined the 


Pepsi-Cola Co. in April, 1949, as 


vice-president in charge of adver- 
itising and sales. 
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James Meade 
Appointed to 
Head the FTC 


WASHINGTON—Former Senator 
James Meade (D., N. Y.) was ap- 
pointed chairman of the Federal 
Trade Commission Wednesday. 
Under the FTC reorganization, 
which becomes effective at the 
same time, the chairmanship car- 
ries with it responsibility for the 
commission’s administrative prob- 
lems. 

Centralization of administrative 
power in the hands of a Presiden- 
tially appointed chairman is one 
of the reforms instituted by Presi- 
dent Truman as a result of the 
studies of the Hoover Commission. 

Reorganization of FTC had been 
opposed by some business groups, 
but the Senate voted Tuesday to 
permit the Presidential program to 
go ahead. 


s Since its founding in 1914, FTC 
has rotated the chairmanship, with 
each member serving for a year. 
Administrative problems were 
handled by the full commission, 
Commissioner Lowell Mason had 
been acting chairman of FTC for 
the past 18 months. 

A similar Presidential reorgani- 
zational blueprint for the Federal 
Communications Commission was 
rejected by Congress May 19. By 
vote of the commission itself, how- 
ever, virtually all FCC’s adminis- 
trative functions are vested in 
Chairman Wayne Coy. 

When his appointment as FTC 
chairman was announced, Sen- 
ator Meade—a member of FTC 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
SIncE 1o26 
LOS ANGELES HALLIBURTON BLDG. 


SAN FRANCISCO CENTRAL TOWER 
SEATTLE NEW WORLD LIFE BLDG. 


‘sentatives and eight years in the 


since Nov. 10, 1949—declared: 

“The protection and well-being 
of our free enterprise system and 
the future of small and indepen- 
dent business will be uppermost 
in my mind. 


e “The opportunity for construc- 
tive service on the part of the 
Federal Trade Commission was 


never greater than it is at present | 


with our free enterprise system 
competing with the authoritarian 
systems of the Old World.” 
Before becoming a member of 
the Federal Trade Commission, 
Commissioner Meade had served 
ten terms in the House of Repre- 


Senate. During the war he was a 
member of the Senate special com- 
mittee to investigate the national 
defense program. He became 
chairman of that committee when 
his colleague, Harry S. Truman, 
resigned from the post to become 
Vice-President of the United 
States. 


Journalism Contest 
Announced by ANPA 


The subject for the 10th annual 
journalism contest sponsored by 
the American Newspaper Publish- 
ers Association will be “When I’m 
the editor: the kind of newspaper 
I’m going to make and why.” The 
deadline for entries is Jan. 10, 
1951. 

The contest is open to graduate 
and undergraduate students in reg- 
ularly organized colleges, schools 
or departments of journalism. A 
cash award of $500 plus a gold 
medal goes to the first-prize win- 
ner and scrolls to the second and 
third-prize winners. Entries limited 
to 2,500 words must be submitted 
to the ANPA office through the 
dean or department head of the 
school in which the student is en- 
rolled 


Two Appoint Goff Agency 


R. W. Goff Inc., Cranston, R..L., 
has been appointed to handle the 
advertising of Gray Products, 
Cranston, R. I., manufacturer of 
advertising and sales promotion 
novelties; and Rhode Island En- 
gineering & Mfg. Co., Central Falls, 


R. I., manufacturer of aluminum 
awnings. 


for 
quality 


ea plates. ee 


CHICAGO'S LARGEST FINE 
PHOTOENGRAVING PLANT 


JAHN & OLLIER 


... consistently finer re- 
production is the hallmark 
of Jahn & Ollier’s high 
craftsmanship standards 


ENGRAVING COMPANY 
817 W. WASHINGTON BLVD. 
CHICAGO 7, ILLINOIS 
-»MOnroe 6-7080.. 


en 


Koenig, Lindberg Engineering Co., and 


DECIDE EDITORIAL AWARDS—Hard at work picking the win- 
ners in the 1950 competition of Industrial Marketing for busi- 
ness paper editorial achievement is this group of judges. Upper 
left, Dan E. Smith, Poole Bros.; Elmer H. Vogel, Kling Studios; 
Norman W. Forgue, Norman Press; Stan Ekman, illustrator. 
Upper right, H. W. Stoetzel, Glenn, Jordan & Stoetzel; N. D. 
Buehling, Fensholt Co.; Wendell E. Ray, International Har- 
vester Co.; Henry M. Coen, Link-Belt Co.; (standing) L. C. 


Harvey S. Pardee, 


Harvey S. Pardee & Associates; William A. Marsteller, Rockwell 
Mfg. Co,; Arthur R. Tofte, Allis-Chalmers Mfg. Co. At lower 
left are R. K. MacDougal, Young & Rubicam; Seymour Mintz, 
Admiral Corp.; Alexander Rogers, Libby, McNeill & Libby; 
C. W. Mulaney, Walgreen Co.; David G. Watrous, Parker Pen 
Co. At lower right are Allan D. Parsons, Allan D. Parsons 
Advertising; John L. Scott, G. D. Searle & Co.; Charles §. 
Downs, Abbott Laboratories. Awards will be presented at the 
NIAA meeting, June 28-July 1, in Los Angeles. 


JAMES L. TROWBRIDGE 

New YorK—James L. Trow- 
bridge, 56, account executive of 
Batten, Barton, Durstine & Os- 
born, died May 19 at his home in 
Pleasantville, N. Y. 

Following the first world war, 
in which he saw service overseas, 
Mr. Trowbridge was on the staff 
of the Wall Street Journal as a 
reporter before joining BBDO in 
1921. 


ALFRED B. RODE 

New YorK—Alfred B. Rode, 76, 
chairman of the board and former 
president of Rode & Brand, one 
of the oldest lithographic compa- 
nies in the United States, died 
May 21. The company founded by 
his father in 1878 was purchased 
two months ago by the Stecher- 
Traung Lithographic Corp., Ro- 
chester, N. Y. Mr. Rode was a 
founder and former president of 
the Lithographic Technical Foun- 
dation. 


H. P. DUCHEMIN 

Ha.irax, N. S.—Henry P. Duch- 
emin, 81, publisher of the Post- 
Record, Sydney, N. S., and a form- 
er president of the Canadian Press, 
died May 21. 

Mr. Duchemin entered the news- 
paper business in 1914 when he 
was appointed editor of the Syd- 
ney Post. He became president of 
the company in 1940 after having 
been vice-president and managing 
director since 1921, when the Post 
and Record were merged. 


HARVEY H. MILLER 

Norwoop, O.—Harvey H. Miller, 
67, president of the American 
Laundry Machinery Co. here, died 
May 20. 

Mr. Miller started with the com- 
pany as an office boy in 1899, ris- 
ing to vice-president in charge of 
sales promotion and advertising 
by 1928. He succeeded E. B. Stan- 
ley as president in 1946. 


GEORGE R. PROBST 

WELLSVILLE, N. Y.—George R. 
Probst, 53, manager of steam tur- 
bine sales for Worthington Pump 
and Machinery Corp., Harrison, N. 
J., died here May 14. 


ARTHUR H. COOKE 


Boston—Arthur H. Cooke, 58, 
manager of the Mergenthaler Lino- 
type Co. office here for the past 
ten years, died May 17 of a heart 
ailment. 

After conducting a publishers’ 


representative and advertising of- 


fice in Boston for two years, Mr. 
Cooke joined Mergenthaler in 
1922. 


J. LESLIE RUPERT 

PHILADELPHIA—J. Leslie Rupert, 
62, formerly with N. W. Ayer & 
Son here, and with the Battin Ad- 
vertising Agency in New York, 
died May 21 in Memorial Hospital, 
West Chester, Pa. 

For the past two years Mr. Ru- 
pert had been in the sales promo- 
tion department of the Denney 
Tag Co. of West Chester. He also 
was a former advertising manager 
of the Supplee-Wills-Jones Milk 
Co. in Philadelphia. 


A. DILLON STUBBINGS 

ToronTO—A, Dillon Stubbings, 
40, director of sales for J. J. Gib- 
bons Ltd., advertising agency here, 
died May 18 at Sunnybrook Hos- 
pital. 


Becomes KWK Inc. 


Thomas Patrick Inc., owner of 
Station KWK, St. Louis, has 
changed its name to KWK Inc. 


Pabst Promotes Biron 


E, W. Biron, sales manager of 
the special sales department of 
Pabst Sales Co., Chicago, has been 
promoted to assistant general sales 
manager in charge of export and 
special sales. 


Evans Joins WFMY-TV ~ 

Virgil V. Evans, formerly com- 
mercial manager of Station WCOG, 
Greensboro, N. C., has joined the 
sales department of WFMY-TV. 
Greensboro Daily News and Rec- 
ord television outlet. 


WOR Appoints Curl 

Joseph N. Curl, former WOV, 
New York, salesman, has joined 
WOR, New York, in a similar 
capacity. 


A R 
Plsaee dan covered trom coast to coast tor 
advertising, editorial and research purposes. 
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3 WORKING UNITS DOUBLE 
THE WORKING SPACE 


® Washable Kalistron plastic 
top resists acetone and 
fixatif; has beveled 
wooden rim to prevent 
spillage. 

® Deep dustproof drawer for 
paints, pencils, brushes. 


30” long dustproof sliding 
panel that pulls out UNDER 
drawer. More space than 
you've ever had before for 
equipment! 

38” long, 24” high, 
24” deep, just the right 
height to double 

as a coffee table! 


Visit America’s Largest Art 
Supply Center 


ARTHUR BROWN « BRO. 


2 West 46th Street, New York 19, N. Y 
The department store of art materials 


Pa ll | IS all wood ...walnut or natural ~ 
Tabouret 


annie, 
with 3 distinct working units 
that double your working space! 


Rosamond Pauli learned about art supplies the 

hard way — by buying them for artists in 

one of the country’s largest ad agencies. That's 

why you'll find her tabouret practical, ingenious, 
good-looking — the kind you would have 

designed for yourself. Come in to Arthur Brown & Bro. 
and see it today, or write for illustrated pelder. 

A real value at $85. 
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Advertising Age, May 29, 1950 


April Sales of Chain Stores 
—_April. % Gain —————4 Months ————.% Gain 
or Loss or Loss 

1950 1949 1950 1949 

Aa 884,74 824,800 + 8.3 $54,017,331 $50,428,656 + 7.1 
iow 6. 9G5453,.383 ° 63,732,936 — 34 250,196,371 254,147,498 — 2.0 
National Tea 23,363,650 21,246,667 + 10. 90,551,741 84,094,426 + 7.7 
Safeway «+--+ sarees 86,561,321 - — 43 326,111,474 347,595,833 — 6.2 

Group Total . 556,713 $184,365,724 — 0.4 $720,876,917 $736,266,413 — 2.1 

. bage 643,917 11 = $521,972,916 $429,496,621 + 6.0 
buck $196,829,290 $194,643, + 

[mei = ate 11,459,274 10,978,434 + 44 40,931,931 36,439,312 + 12.3 

Tetome 5470563 aoLauo 2st — 63 204154513 258.650608 —_ 56 

Group Total .. $303,039,127 $306,732,612 — 1.2 $807,099,160 $787,541,541 + 2.5 
Drug Chains 

| Peoples «beau $3,808,434 $340 — 22 $14,818,412 $15,067,189 — 17 
Walgreen ....0- 13,278,965 277; i _ 51,873,129 ‘52,230,831 — 0.7 

Group Total .. $17,087,399 $17,171,986 — 0.5 $66,691,541 $67,298,020 — 0.9 
Variety and Miscellaneous 
bets Co. . $ 725,788 $ 942,351 — 23.0 $ 1,835,869 $ 2,198,101 — 16.5 

an 3,834,081 4,313,736 — 111 12,292,181 12,673,216 — 3.0 

8,033,416 9,398,217 — 14.5 33,402,844 39,311,516 — 15.0 
Serslidated Retail 

eee 2,610,749 3,357,326 — 22.2 9,277,091 11,087,513 — 16.3 
{Diana Stores 

TR. vcceece 1,483,421 1,573,607 — 5.7 12,784,622 13,641,117 — 6.3 
Eiison Bros. . 080,685 9,526,947 — 15.2 22,775,456 24,720,323 — 7.8 
Gamble-Skogmo 9,505,141 10,818,011 — 12.1 33,420,627 37,446,450 — 10.7 
Grant, W. T. .. 19,098,195 484,838 — 6.7 59,843,905 62,228,570 — 3.8 
joreen, H. L.... 8,202,922 8,676,110 — 5.5 20,808,758 21,251,822 — 2.1 
_ Stores 

andes 2,728,050 3,155,646 — 13.6 9,093,844 9,590,828 — 5.2 
ierstat Dept. 

Pres 5,237,936 5,846,587 — 10.4 13,520,711 14,306,663 — 5.5 
Kresge, ‘s. Ss. 23,647,176 25,723,649 — 8.1 78,096,7 +228,675 — 3.8 
Kress, Pears 12,390,749 13,894,220 — 10.8 44,758,118 48,318,404 — 7.4 
Lane , 

a wteasate 4,126,078 5,187,238 — 20.5 15,185,729 17,547,500 — 13.5 
Mccrory “es 7,837, 8,227,873 — 4.7 27,192,007 ,729,809 — 19 

¢ jan 
wStre 4,295,371 4,543,522 — 5.4 11,097,661 11,410,202 — 2.7 

i] 

SP 6,724,520 8,012,782 — 16.1 20,918,550 22,069,111 — 5.2 
— Stores, 

PASTE 357, 9,913,000 — 5.6 25,329,400 200 2.2 
Miller-Wobi Co 2,709,172 3,208,235 — 15.6 22,915,661 26,020,452 — 11.9 
urphy, G. C. 12,296, 12,717,262 — 3.3 39,563,401 39,802,111 — 0.6 
Neisner Bros. .. 4,912,495 5,234,322 — 6.1 15,498,747 16,187,687 — 4.3 
Newberry, J. J. 10,721,431 11,070,775 — 3.2 35,766,827 36,665,451 — 2.5 
Peery ' ¢ .. 71,600,344 76,299,643 — 62 231,116,969 235,772,135 — 2.0 

orp. 

America ..... 3,145,082 3,401, aa — 75 10,036,157 10,084,703 — 0.5 
Sterchi Bros. 1,077,826 + 12.7 2,035,131 1,742,996 + 16.8 
Bestern | Auto ... 11,134,000 9,283,000 + 19.9 38,419,000 31,878,000 + 20.5 

7 ire ‘51,624,233 = 53,215,384 — 2.9 177,087,312 177,050,328 
13 Total .. $307,140,107 $328,981,735 — 6.6 $1,024,073,342 $1,057,862,883 — 3.2 

bined 

es cshake $810,823,346 $837,252,057 — 3.2 $2,618,740,960 $2,648,968,857 — 1.2 
iThree month period. {Nine month period. “Two month period. 

- Appoints Three Ford Appoints Three 

Earl D. Studer has been named|_ W. E. Simms has been named as- 
administrative manager of the/sistant manager of fleet sales in 
sales department of Kaiser-Frazer| the general sales office, Ford Mo- 
Corp., Detroit. He joined K-F in|tor Co., Detroit. James J. Larkin 
1945 as manager of distribution.| and John W. Chenault have been 
James A. Currie has been ap-|appointed assistant managers of 
pointed distribution manager of/ fleet sales in the field, operating 
K-F, succeeding Mr. Studer. Neil| from the general office, Detroit. 
H. Van Dyke replaces Mr. Currie 
as assistant distribution manager. | CgJoric Stove Names Baral 


Appoints Richard Durham 


Transportation Displays, New 
York, has appointed Richard F. 
Durham, previously manager of 
Bankers Magazine, as New Eng- 
land manager. 


J. T. Baral, formerly advertis- 
ing manager of Roberts & Manders 
Inc., which recently shut down 
operations, has been appointed to 
the newly created position of sales 
promotion manager of Caloric 
Stove Corp., Philadelphia. 


Only the Rockford 


owning citizenry. 


A. B.C. 
CITY ZONE 


122,601 


Newspapers can 


cover this prosperous 13 county market 


An area abounding in agricultural richness . . 
ordinary industrial development...in a stable, home- 


. in extra- 


In the Rockford Morning Star and Register-Republic 
you can reach 80,007 families daily, 93,604 with Sunday 
issue, (circulation: March average). 


IN ILLINOIS 
FORD 
"fed tohe 977,854 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 


Issues French Radio Study 


“Presenting Radio as an Adver- 
tising Medium in the Province of 
Quebec,” a booklet showing radio 
set ownership and listening, has 
been produced by R. C. Smith & 
Son, Toronto. It shows statistically 
and graphically just what the situ- 
ation is in the bilingual home of 
the French Canadian market. It 
shows that the French, within their 
homes, invariably speak the French 
language, even if they use English 
outside the home, The booklet was 
produced on behalf of stations 
CKVL, Verdun-Montreal; CKCV, 
Quebec; CHLN, Trois-Rivieres; 
CHLT, Sherbrooke; CJSO, Sorel; 
CHEF, Granby; CHRL, Roberval, 
and CHGB, Ste. Anne de la Po- 
catiere. 


CBC Promotes Two 


Canadian Broadcastin Td 
Montreal, has promot Marcel 
Carter and G. W. Richardson to 
positions of executive assistants to 
management. Mr. Carter, former 
head of administrative services, 
will be attached to the executive 
office of Dr. Augustin Frigon, 
general manager, with duties cen- 


tering on the financial and econ- 
omic operations. Mr. Richardson, 
assistant director of personnel 
and administrative services, be- 
comes assistant to Donald Manson, 
CBC assistant general manager. 


Hutchins Shifts Burton 


Hutchins Advertising Co., New 
York, has shifted James Burton, 
formerly manager of the Holly- 
wood office, to assistant to the 
vice-president in charge of radio 
and television. Mr. Burton also is 
manager of the agency’s film pro- 
duction department. 


Jacobs Appoints Schramm 
Walter Schramm has been ap- 
ointed an account executive of 
orton M. Jacobs Agency, San 

Francisco. 
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Noble Joins Ford Motor 


Frank W. Noble, formerly ad- 
vertising and sales promotion man- 
ager of the Eureka division of the 
Eureka-Williams Corp., has joined 
the advertising and sales promo- 
tion staff of Ford Motor Co., De- 
troit. He has been assigned to spec- 
ial promotional activities and will 
work under the direction of Gor- 
don Eldredge, manager of the de- 
partment. 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


11 E.WALTON PLACE - CHICAGO II 
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PLAY UP YOUR SALES TALKS 


NOW you can make a game of your sales promotion. 
For give-aways or resale. Tailor-made, exclusively yours 
under two U. S. Patents. 
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Free sample and prices. 
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Sales Execs Told 
Need for 2,000,000 
More Salesmen 


(Continued from Page 1) 
facts on selling as a career,” Prof. 
Hawkinson declared. “They must 
offer good recruiting, better train- 
ing and above all, sell selling to 
college men.” 


a The survey, polling 85,000 col- 
lege students, showed 76% with 
a prime interest in selling, he said, 
These, he said, like selling for its 
variety, the independence it of- 
fers, its better pay and opportunity 
for advancement. 

“The principal disadvantages of 
a salesman’s job the students men- 
tioned were the travel involved, 
the instability of work and the 
social status of a salesman,” he 
said. 

Eldon S. Dummit, of Kentucky, 
former national commander of the 
American Legion, emphasized the 
“urgency for salesmen and ambas- 
sadors who will voluntarily serve 
in advancing the public welfare.” 

“This is one of the anchors so 
crucially needed in our democ- 
racy,” he declared. 

According to Meade Johnson, 
general sales manager of Yale & 
Towne Mfg. Co., Stamford divi- 
sion, the successful sales promotion 
program must include three basic 
elements—timeliness, coordination 
with the activities of the field 
sales force, and consistency with 
sound public relations policy. 


@ Mr. Johnson also told the sales 
executives about his company’s 
“keys to happiness” sales promo- 
tion program—developed jointly 
with the National Association of 
Home Builders. The project was 
designed to increase the sale of 
Yale locks, and also to merchandise 
the idea of private ownership of 
homes. 

Pay-off of the “key to happi- 


BOOKLETS 3.0001 


Distinctive epee with that come- 
hither pee that impels, tells—sells. 
Request Fitzjohn book—on your 1.h, 
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Leo P. Bott, Jr., 64 E. Jackson, Chicago 


ees Se se 


ness” promotion is the presenta- 
tion of two gold-plated specially- 
designed Yale keys to new home 
owners by members of the Na- 
tional Association of Home Build- 
ers. 

He also warned planners of sales 
promotion ideas that such pro- 
grams “must not, in any way, of- 
fend society, run counter to the 
social objectives of your company, 
nor whittle away stated policy in 
regard to consumers, distributors 
or dealers...and it should not 
only be a booster for sales, but 
for reputation as well.” 


ws George R. Browder, director of 
advertising and merchandising, 
Hudson Motor Car Co., declared 
that one of the greatest difficulties 
facing sales executives today “is 
the lack of appreciation of what 
selling is, what it can do and what 
it has done in thousands of cases.” 

Mr. Browder declared that the 
basic laws of salesmanship are as 
firm and inflexible as the basic 
laws of mathematics. He warned 
management to become aware of 
“what is going on on the firing 
line” and cautioned, “If we have 
poor selling, the responsibility lies 
not with the men at the end of 
the line but with sales manage- 
ment at the head of the list.” 

“Planned Call Selling” as prac- 
ticed by Ford Motor Co. was de- 
tailed by Henry M. Strout, parts 
and accessories sales manager of 
the company’s Ford Division. 


s Strout asserted that in the plan- 
ned call selling as followed by Ford 
in contacting its 6,500 dealers, five 
basic rules are followed, in this 
order: 

1. Survey. Get the facts. Every- 
thing about the dealer must be 
known—his ratio of truck to 
passenger car sales, his inventory 
needs, his potential. 

2. ANALYZE. Examine the facts. 
All that is learned in the first 
step must be correctly analyzed 
and utilized for successful selling 
with dealers. 

3. PREPARE. It is considered ne- 
cessary to hold preliminary sell- 
ing conferences with personnel. 

4. SELL. This is simply a basic, 
ever-present rule to “sell the deal- 
er.” He should be sold the idea 
of handling genuine factory parts 
and accessories. 

5. FoLLow THROUGH. This is the 
final and continuing step. 
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was discussed. by Colby Pollard, 
sales training manager of the A. 
B. Dick Co., Chicago. He declared 
that, in the field, training pro- 
grams have not only proved ef- 
fective but have also drastically 
reduced the over-all training ex- 
penditures of his company. 

“The distributor is capable of 
training his own salesmen if pro- 
per types of materials are pro- 
vided,” Mr. Pollard asserted. He 
added that in the first year the A. 
B. Dick program has been in oper- 
ation, only 7% of the first 500 
persons registered for the course 
have failed to complete it. 

The course includes regular 
mailings of distributor manage- 
ment guides that deal with sales 
and sales management, operating 
controls, personnel training and 
sales promotion. 

In addition, each mailing in- 
cludes material for training the 
salesman himself. Necessary in- 
formation for instruction is sent, 
together with assignment sheets 
and questions for fill-in answers. 
These are returned to the home of- 
fice for correction and grading. 


a An on-the-stage demonstration 
of how demonstration itself pays 
off in sales was outlined by Hal 
L. Biddle, general sales manager 
for Ironrite Inc., Mt. Clemens, 
Mich. During his talk, a shirt was 
ironed in three minutes by an 
Ironrite employe while blind-fold- 
ed. This, Biddle pointed out, dra- 
matically shows prospects how 
much the product can do. 

Arthur H. Motley, retiring chair- 
man of the organization, said that 
only in the United States among 
all the free countries is the trend 
toward collectivism in government 
advancing. 

Mr. Motley, president of Parade 
Publication Inc., only recently re- 
turned from an extensive trip in 
England and Europe with a group 
of American business leaders. 

“And I can report that only in 
America is the trend toward a 
planned and controlled economy 
continuing,” he said. “Everywhere 
it was apparent that governments 
had begun to realize that the prime 
objective—good jobs for most of 
their people—depended upon the 
sales ability of business, and not 
upon a bureaucratic allocation of 
production.” 


a D. Leo Dolan, director of the 
Canadian Travel Bureau, told the 
“Canada Day” luncheon of the 
convention that the challenge of 
democracy today is the most vital 
in all history. 

Mr. Dolan said that in advanc- 
ing the cause of democracy it is 
the duty of the traveling sales- 
man to devote much of his spare 
time and talent to spreading the 
“gospel” of democracy. 

Arthur A. Hood, vice-president 
of Vance Pub- 
lishing Co., Chi- 
cago, was elected 
chairman of Na- 
tional Sales Ex- 
ecutives Inc. 

In recognition 
of Mr. Motley’s 
widespread trav- 
el during the 
year on behalf of 
the NSE, the 
group awarded 
him its first hon- 
orary title of “Certified Profes- 
sional Salesman.” 

The Sales Management award 
was won by the Los Angeles Sales 
Executives Club in recognition of 
its work in the advancement of 
salesmen, The Raymond Bill 
award, established by the pub- 
lisher of Sales Management, went 
to the Sales Managers Association, 
San Francisco, with the Sales Ex- 
ecutives Club of Northern New 
Jersey, Newark, receiving honor- 
able mention. This award notes 
advancement of sales management 
as a science. 


Arthur A. Hood 


STARTER—This four-color page in the 
June 12 issue of Life and the June 19 
issue of Time opens a summer campaign 
for Campbell Soup Co.'s jellied con- 
somme. American Home, Good House- 
keeping and The Saturday Evening Post 
also are on the magazine list, and sup- 
port will be given on radio spots and 
commercials on Campbell’s network shows. 


Acme Beer's ‘Do It’ 
Outdoor Copy Stirs 
Up Lively Interest 


San Francisco—Acme Brewing 
Co.’s current “do it” campaign 
(AA, April 24) appears to have 
hit the jackpot in achieving noto- 
riety for the product. 

Little did even the most opti- 
mistic copywriter at Foote, Cone & 
Belding, the brewer’s agency, 
dream that the campaign would 
garner the miscellaneous publicity 
it has. 

First of all, Acme spotted 231 
24-sheet posters around the city. 
Copy blared that “Outfielders do 
it,” “Flycasters do it,” “Welders do 
it.” Several of the posters pro- 
claimed that “Telephone girls do 
<° 

When they read this on their 
way to work, the switchboard gals 
turned pink. 

“The little letters with the aster- 
isk which explained, ‘Ask for 
Acme,’ weren’t obvious enough,” 
the operators and telephone execu- 
tives declared, “and the signs left 
the wrong impression,” 

So the agency hastily removed 
the telephone girl posters. 


s But the campaign boomed right 
along. Wags appeared on the 
streets of this city’s sedate finan- 
cial district wearing little buttons 
on their lapels. The message: “Do 
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YOU Do It?” 

And a bar out on Mission § 
sports a new sign: “Camels Don¥ 
Do It—They just take a skinful ¢ 
water every week or so and let 
go at that. That’s what makes t 
so dad-burned sad.” 


ACME EXPANDS RADIO 


San Francisco—Acme Brewip 
Co. is extending its radio adver, 
tising from California only to F 
cific Northwest markets. 

The new radio schedule ¢ 
for one hour and 15 minutes night 
ly, Monday through Saturday, ove 
Station KPOJ, Portland, and 
hour and a half for the sap 
period over KJR, Seattle. Called 
“The Acme Hop,” it is emceed iy 
Portland by Bob Roberts and ir 
Seattle by Len Beardsley. This j 
supplemented by regular spots 
nearly all of the major towns and 
cities of Oregon and Washingto 

The program is in addition t 
the regular radio schedules car 
ried in San Francisco, Sacramente 
Fresno and Los Angeles. 


Will Push ‘Green Oranges’ 


The Florida Citrus Commission 
has launched a newspaper cam- 
paign in all major marketing cen- 
ters to explain why ripe Florida’s 
Valencia oranges turn green. The 
drive will attempt to teach the 
housewife “that an orange can be 
greenish looking and still be thor- 
oughly ripe, with lots of sweet 
juice inside.” Radio and direct mail 
also will be used. Benton & Bowles, 
New York, is the agency for the 
commission. 


Aldens Issues Summer Book 


Aldens, Chicago, has issued its 
summer clearance sales book, out a 
month earlier than last year and 
with 22 more pages in it. Among 
the values in radio and TV sets; 
an Ecstacy 16” tube set is priced 
at $239.95, a reduction of $100. 


Miller Agency Adds Bagley 


Miller Advertising Agency, New 
York, has added Milton F. Bagley, 
previously with the New York 
Herald Tribune, as an account ex- 
ecutive. 
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sf Improved Trade 
«4 Show Auditing 
| Practice Urged 


ve New YorK—The trade show as a 
ve sales tool and as an advertising 
medium was analyzed in detail 
here last week at a two-day con- 
call# ference sponsored by the Exhibi- 
S tors Advisory Council. It brought 


out a growing demand among ex- 
1 an hibitors and advertisers for an 
authoritative trade show audit and 
for standardization of trade show 


d inf wules and regulations. 

d ™ cc. H. Wantz, convention man- 
18 if ager, General Electric X-Ray 
's iM Corp., and chairman of the coun- 
oad dl’s show audit committee, said 


that this group is cooperating with 
n t@ gmilar committees of the associa- 
tion of National Advertisers and 
National Industrial Advertisers As- 
sociation in the preparation of an 
analysis of what a show audit 
should include. 

“The trade show is a form of ad- 
vertising,’” Mr. Wantz said. “Our 
committee plans to make a com- 
parison of the trade show with 
other forms of advertising so all 
advertising can have a comparable 
statistical basis.” Joint conferences, 
he said, will be held with commit- 
tees of the Exhibit Managers As- 
sociation, International Conven- 
tion Managers Association, Inter- 
national Auditorium Managers As- 
' sociation, Exhibit Producers and 

Designers Association and the 
Medical Exhibitors Association. 


s Techniques of market research, 
Mr. Wantz said, will have to be 
bapplied to explore present trade 
show markets and to develop new 
ones. A program for standardizing 
y regulations regarding height, noise, 
lights and floor space at trade 
| shows is also being considered by 
the council. 

W. H. Uffelman, manager, gen- 
eral exhibits division, E. I. DuPont 
de Nemours & Co., discussing the 
| importance of organization for ef- 

fective exhibiting, revealed that 
} each year DuPont exhibits in 70 to 
| 80 trade shows and that “for 88% 

of our production the industrial 
trade show is a natural medium.” 
| He said that his department acts 
1 in an advisory capacity, following 
preparation of the budget, in the 
selection of space, the design and 
planning of the display, and the 
details of operating the exhibit. 


a “We prepare cost estimates and 
obtain competitive bids from dis- 
play builders. We control and ac- 
count for the spending of money in 
the conventions and exhibits part 
of product advertising budgets,” 
he said. 

He advocated making trade 
shows “an important part of your 
advertising program,” and urged 
that “an adequate budget be set 
up to do a creditable job.” 

William H. Collins, director of 
advertising, Dravo Corp., and vice- 
chairman of the industrial ad- 
vertising group of the ANA, dis- 
cussed the recent ANA survey on 
trade shows which disclosed that 
96% of the association’s respond- 
ents choose trade shows to sell 
800ds and that 90% offer adver- 
tising material at their exhibits. 

Trade shows, Mr. Collins said, 
are advertising as well as sales 
operations. In 70% of the com- 
panies answering the ANA ques- 
tionnaire, the advertising depart- 


ment pays the bill for the trade 
show and plans and designs the ex- 


hibit. 


® Dexter Keezer, head of the eco- 
nomics department of McGraw- 
Hill Publishing Co., speaking at 
the luncheon session May 24, pre- 
dicted good business for the re- 
Mainder of this year but warned 


SLOAN AWARD—James A. Barnett (left), 
Lever vice-president in charge of advertis- 
ing, receives the Sloan radio award for 
distinguished public service to highway 
safety during 1949 from Alfred P. Sloan, 
chairman of General Motors Corp. and 
president of the Alfred P. Sloan Founda- 
tion. Lever’s “Big Town” radio show de- 
voted three half-hour programs to high- 
way safety last year. 


against two trouble spots—‘“the lag 
in capital investments in plant and 
equipment, and the rise of creep- 
ing unemployment.” 

M. R. Budd, assistant director 
of advertising, Hercules Powder 
Co., recommended six points for 
exhibitors: “(1) Tie in directly 
with the sales objective of your 
company; (2) support the indus- 
try of which you are an integral 
part; (3) exhibit only in properly 
sponsored shows; (4) use the ex- 
hibit as a springboard for the in- 
troduction of new products; (5) 
make good use of your exhibit dol- 
lar; (6) pull out of unprofitable 
shows.” 


‘Saturday Night’ 
Sold Out for Fall 


New York—‘“Saturday Night 
Revue” will be completely sold 
out when it returns to NBC-TV 
Sept. 9. 

The two-and-one-half hour mu- 
sical comedy-vaudeville package 
has nine advertisers signed as 
sponsors for fall. 

Three companies will carry 30- 
minute segments of the show, fea- 
turing Jack Carter from Chicago 
and Sid Caesar from New York. 
They are: Campbell Soup Co. 
(Ward Wheelock Co.); Snow Crop 
Marketers (Maxon Inc.), and 
Crosley Division of Avco Mfg. 
Corp. (Benton & Bowles). 

Six advertisers have bought 
one-minute announcements in the 
remaining hour of the program. 
The list of products sponsored: 
Whitman’s chocolates (handled by 
Ward Wheelock Co.); Johnson’s 
wax (Needham, Louis & Brorby); 
Wildroot hair tonic (Batten, Bar- 
ton, Durstine & Osborn); Scotch 
tape (Batten, Barton, Durstine & 
Osborn); S.O.S. Co. (McCann- 
Erickson) and Benrus watches (J. 
D. Tarcher Co.) 

The New York portion of the 
“Revue” is already on_ hiatus. 
Chicago’s contribution, the “Jack 
Carter Show,” will leave the air 
for a vacation in three weeks. 


‘American Home’ Carried 
6-Page Drexel Ad in 1949 


In reporting last week on Drexel 
Furniture Co.’s use of multi-page 
ads this year in Better Homes & 
Gardens and in other magazines in 
other years, AA inadvertantly 
failed to mention that Drexel in 
June, 1949, ran a six-page four- 
color ad in The American Home. 
A Starch survey indicated, inci- 
dentally, that about 888,000 wom- 
en looked up the name of their 
dealer in the dealer list carried in 
the insertion. 


Camels Cancels Durante 
Jimmie Durante’s movie con- 
tract with Metro-Goldwyn-Mayer, 
which prohibits his appearing be- 
fore TV cameras for another 18 
months, in part has led R. J. Rey- 
nolds Tobacco Co. to end its spon- 
sorship of Durante’s NBC radio 
show as of next month. Reynolds 
wanted some commitment on a TV 
show at an earlier date (and has 
not been satisfied with Durante’s 


Last Minute News Flashes 


James Lees & Sons Promotes Homer Evans 


BRIDGEPORT, Pa.—James Lees & Sons Co., manufacturer of carpets, 
has promoted Homer H. Evans Jr., who formerly headed hand-knitting 
yarn advertising, to director of advertising and promotion. 


Zonite Names Hartell V.P. of Advertising 


New YorK—Zonite Products Corp. has appointed Eric Hartell as 
vice-president in charge of advertising, a newly created post. Mr. 
Hartell has been general advertising manager since 1943. 


B&B Names Bolte, Cobbs, Sidnam V. P.s 


New YorK—Benton & Bowles has elected two former account super- 
visors and an account executive as vice-presidents. Brown Bolte and 
John Cobbs Jr. Both have received appointments as vice-presidents, 
while Alan Sidnam has been named vice-president and promoted from 
account executive to account supervisor. 


New Lemon Quick Concentrate Out Next Month 


New YorK—Lemon Quick, a new powdered flavoring concentrate, 
manufactured by the Lemon Quick Co., is being marketed through 
local food jobbers to restaurants, hotels and confectionery manu- 
facturers, and is being advertised in June, July and August issues of 
hotel, tavern and soda fountain business papers. It will be made avail- 
able to consumers July 1 through food stores in 2% oz. and 3% oz. 
bottles to sell for 25¢ and 37¢, respectively. Advertising in consumer 
publications is being planned for fall. Moss Associates is the agency. 


Lipton Tea to Offer Knife Set Premium 


HOBOKEN, N. J.—Thomas J. Lipton Inc. will make a premium offer 
of a kitchen knife set—for 25¢ and a Lipton tea box top, starting June 
11 in two Sunday magazines and 72 newspaper magazine and comic 
sections. The offer also will be promoted through radio spots on 200 
stations. Young & Rubicam is the agency. 


American Plans Follow-Up Coach Service Drive 


New YorkK—American Airlines, which concluded an introductory 
newspaper campaign for its 601 (“Blue Ribbon Coach”) service be- 
tween New York, Chicago and Los Angeles last Friday, will soon 
launch a follow-up campaign for the economical coach service with 
small space ads in newspapers. The introductory ads ran in 14 papers 
covering the three cities. Ruthrauff & Ryan is the agency. 


Lorentzen Hardware Shifts to Hazard Agency 


New YorkK—Lorentzen Hardware Mfg. Corp. has appointed Ha- 
zard Advertising Co. to handle advertising in magazines, business 
publications and professional journals. The account was formerly 
serviced by James Thomas Chirurg Co. 


CBS Signs with Wrigley; Other Late News 


e CBS picked up $500,000 (time and talent) in summertime busi- 
ness last week from William Wrigley Jr. Co., Chicago, which has 
bought 36 radio half hours during the summer season. Time, bought 
through Arthur Meyerhoff & Co., will be filled with various Colum- 
bia packages. 


e American Association of Advertising Agencies has incorporated 
as a non-profit membership corporation under the laws of the 
state of New York. 


e McCann-Erickson, which now has more than 14 clients using 
spot TV, will expand its coverage for Altes Brewing Co., Detroit, 
soon and start a regional announcement drive for Leisy Brewing 
Co., Cleveland. 


e Stokely-Van Camp, Indianapolis, will make its bow as a net- 
work TV advertiser with a bi-weekly 15-minute program on NBC 
starting June 27. The show, which will provide for local announce- 
ments featuring various Van Camp products in various areas, may 
star a musical group. This is the first network telecast to be placed 
by the newly merged agency, Calkins & Holden, Carlock, McClinton 
& Smith. 


e Pan American Coffee Bureau, New York (Federal Advertising 
Agency), will sponsor Edwin C. Hill’s five-minute newscast twice 
weekly over ABC, starting June 6. The rest of the daily series, now 
carried by Miles Laboratories (Wade Advertising Agency), may 
be picked up by the bureau when Miles cancels June 20. 


e Carnation Co., Los Angeles (Erwin, Wasey & Co.) will start a 
new audience participation show, “Hollywood Party,” over CBS 
July 7 at 10:30 a.m., EDT. 


e Richard Swift, general manager of WCBS, New York, is now 
doubling as head of WCBS-TV as well. Clarence Worden, WCBS 
director of special features, has been appointed assistant to Mr. Swift. 
Richard Doan, formerly of Martin Stone Associates, has been named 
director of TV programs, and George R. Dunham Jr., now of CBS Radio 
Sales, WCBS-TV sales manager. 


e American Molasses Co., New York, has returned its advertising 
account to the Charles W. Hoyt Co., which handled it from 1931 to 
1943. McCann-Erickson has been handling it recently. John G. 
Jones, advertising manager of American Molasses, told AA new ad- 
vertising plans are being formulated and will be ready in the fall. 


@ Don McGee, formerly account executive with Campbell-Mithun, 
Chicago, and Kenyon & Eckhardt, New York, has been appointed di- 
rector of marketing and merchandising of new products by the Mayers 
Co., Los Angeles, Mr. McGee handled the Gold Seal account while 
with Campbell-Mithun. 


ratings this year). 


Transit Advertising 
Group Elects Ray Carr 


Ray Carr, Pacific Northwest 
Transit Advertising, Portland, 
Ore., has been elected president 
of the National Association of 
Transportation Advertising. Other 
officers: Vice-president, N. Gist 
Lamdin, Nation-Wide Bus Adver- 
tising Inc., New York; secretary, 
G. Donald Murray, Public Service 


Coordinated Transport, Newark, 
N. J.; and treasurer, Benjamin 
Page, Transportation Displays Inc., 
New York. 


Donald Shaw Joins ABC-TV 


Donald Shaw, former TV traf- 
fic supervisor for American Broad- 
casting Co., has joined the station 
relations department of ABC-TV, 
New York. 
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Drug Makers Told 
To Discontinue 
Fraudulent Ads 


WHITE SULPHUR SPRINGS—Pro- 
prietary drug makers were warned 
by their own trade association of- 
ficials last weekend that the “dis- 
couraging trend” of drug ads dur- 
ing the past year can lead to more 
drastic federal and state controls. 

Dr. Frederick J. Cullen, execu- 
tive vice-president of the Propri- 
etary Association, told the indus- 
try’s 68th annual convention here 
Saturday that many of the full- 
page ads used by industry mem- 
bers in the past 18 months “in our 
opinion are not within the letter 
or the spirit of the law.” 

“Such advertising,” he reminded 
makers of leading packaged drugs, 
“results in unfavorable comment 
on proprietary medicine advertis- 
ing as a whole. It is true that such 
copy is used by a minority of ad- 
vertisers, but, regardless of that 
fact, it is flashy copy and attracts 
adverse comment which is detri- 
mental to the advertising of the 
entire drug industry.” 


a Dr. Cullen, who pioneered the 
industry’s efforts to maintain a 
voluntary advertising code, urged 
manufacturers and agencies to ex- 
amine portions of a Supreme 
Court decision supporting the 
fraud order issued by Postmaster 
General Jesse Donaldson, which 
held that “advertisements as a 
whole may be completely mislead- 
ing although every sentence sep- 
arately considered is literally 
true.” 

The court continued: “This may 
be true because things are omitted 
that should be said, or because ad- 
vertisements are composed or pur- 
posefully printed in such a way 
as to mislead...People have a 
right to assume that fraudulent ad- 
vertising traps will not be laid to 
ensnare them.” 

Dr. Cullen said his report on the 
trend in industry advertising was 
based on nearly 10,000 ads ex- 
amined by the association’s ad- 
visory committee on advertising 
during the past year. 


a “When we of the advisory com- 
mittee on advertising give full 
consideration to this advertising 
trend, we realize we have seen 
tuli-page ads for certain types 
of medicines come and go along 
with the product, because such 
advertising as a rule is not based 
upon a sound, efficacious product. 

“Therefore both product and 
advertising must soon disappear. 
We are hoping that the present ad- 
vertising trend, which is resulting 
in a type of copy that is not in the 
best interests of either the con- 
sumer or the manufacturer, will 
soon disappear, and if necessary, 
the product also.” 

He said advertising for medi- 
cinal preparations must be “truth- 
ful, dignified and in good taste, 
and not set up following the same 
methods that are used to attract 
the reader’s attention to a luxury 
product. Manufacturers of medi- 
cines are selling essential health 
items which are sent into Amer- 
ican homes for the purpose of re- 
lieving suffering.” 


Mars Signs with ABC Net 


Mars Inc., Chicago, has signed 
with American Broadcasting Co. 
to sponsor a five-minute, Monday 
through Friday program over the 
coast-to-coast network, starting 
Sept. 18. The program, details of 
which will be announced later, 
will be heard from 5:55-6 p.m. 
in all time zones and will pro- 
mote Milky Way candy bars. Leo 
Burnett Co., Chicago, is the agen- 
cy. 


196% Advertising Age, May 29, 1950 = . 
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Retail, Wholesale and Service Establishments, 1948 


Preliminary Data trom the 1948 Census of Business, With Comparisons for 1939, 
by Trade Group and Kind of Business 


Advertising Age, May 29, ig 


Trade group and kind of business 


RETAIL TRADE, Rotel sscccccccccccscecscccccs 


Food BTUs ccccccccceseceeceesseeeeseseees 
Grocery stores, without fresh meat...... 
Grocery stores, with fresh meat..ssseses 
Meat markets, fish markets..escccccceeee 
Fruit stores, vegetable markets, ..++++++ 
Candy, mut, confectionery stores.....+++ 
Dairy products stores, dealers 
Bakery products storer seerereeeesece 

» POULtrY dealers.scecseseceveseveees 
other food stores.. eeeeeereeeee 


Eating and 4 * SEPA IE 
Eating places 2 CORPO Ree eee ere eeeeeeee 
Drinking 


PIACOSs covccscereseeseeereseces 


General Stored. cosccscccccecsecesceeresese 


General merchandise BTOUPs cecccccceceecese 
Department BOTOB. ceccceccrcesecscseress 
Dry goods, gmeral merchandise stores... 
Variety Stores. sssccecccceseceseeecseses 


Apparel Peceeeecereseceeeeeeeeeeeseres 
‘Men's, boys' clothing, furnishing stores, 
Pamily clothing stores..cessesceresscees 
Women's ready-to-wear stores...scesereee 
Millinery Storessccccscccccccccsecceseee 
Other women's access,, specialty oe 
SNOO BtOTOBscesccccscccccesvsseecesesers 
Custom tallors...crecsececceseseesserees 
Purriors, fur GhopS..ccccccscescsesseees 
All other apparel store 


Furniture, furnishings, appliance group.... 
Furniture stores, sscsscccccscssecenecsees 


Automotive ZTOUP. cccccccccsseseesesesecsess 
Motor vehicle (new and used) dealers..... 
Motor vehicle (used) dealers....ssssesse 
Tire, battery, accessory dealers,........ 
Motorcycle,aircraft, boat dealers......+: 
Other autamotive dealers, .secscsececeeess 


Gasoline service stations, .soccreseerseeees 
Lumber, building, hardware group.+ssssssere 
lumber yards, building materials dirs... 
Plumbing, paint, electrical stores,....++. 
Hardware Stores, .cccevsccsceseesssscsoees 
Farm equipment dealers. sccscececscncesess 
Drug and proprietary SLOTOS. ccccsesccseces 
Liquor BLOT OS. ccccccsescsesccerceseseceoess 
Secondhand Stores.sesscesceeesecersevcseess 


Other retail stores.....ese++s 
Fuel, fuel oil, ice dealers... 


Book, stationery iiiinaiisetesoneos 
Sporting goods stores, bicycle stores.... 
FLOTASEO. cccccccccccccccccccccccccescoece 
Beccvececececese 
eee eee eeeeeeee 

Beccecevvere 
Music BLOTOS, cescccccccescescesseseseeess 
Luggage, leather goods stores...ecssesees 
Optical goods BLOTOB ce cocccccccecverecsese 
Cawera, photographic supply Tancooege 
Office, store machine and equip, dirs.... 
All other retail Gtores,sssessscessereees 


WHOLESALE TRADE, total...cocceccesecseveseses 
Merchant wholesalers, total...cccccsecerees 
Groceries, confectionery, meats...seccess 
Groceries (general line)...ssecessssere 
Confectionery. scccccsccccsseccccseseese 
Pish, 808 £00d8..cscsccceccsssssesesese 
Meats and meat products...sescscsesecees 
Other grocery, food specialties.......+. 
Farm products, edible.ssscscesccsseecsesses 
Dairy, Poultry product.ssecccscccesseses 
Fruits, vegetables (fresh). .scccccecseces 
Beer, wines, distilled spirits, ..sscscssess 


Tr, PROCTOR OOH ER EHS EE EEE EEE EEe 
t) 


Wines, distilled PATACS. ce cccccceveceeee 


“Paid 
Qos end yoeet Paid employees Establishments Sales and 8 t 
Establishants and pts, workweek ertied” entire = < aserest Bow. 15 ¥ 
entire year nearest Nov, 15 2/ Trade group and kind of busi 
1948 1939" 1948 193 1948 193F 198 1939 1948 19399* 1HE 
(mumber) | (number) [(thous. dol.)j(thous. dol.} (number) | (number) (number) |(number) [thous. dol.){thous. dol.)] (number) | ( 
1,769,993] 1,770,355] 130,527,317] 42,041,790 | 6,927,691) 4,621,606 WHOLESALE TRADE - Contimed..+...sseccsseeses ri Bree Pres apenie 
chemicals Po CEB cecssee 6 3 ? 
504,480] 560,549] 30,960,440] 10,264,967 | 1,012,934] 614,746 wag Bag = ote ae "2a3| “"2g7| "nz, 363,621| 21,125 
154,343) 200,303) 4,045,341) 2,225,435 89,215) 131,543 Drugs, drug sundries  ropestatty Lines)? 1,916 1,321 585,758 157,190} 15,456 
~223,527| 187,034) 20,727,011) 5,496,318 | 602,235) 421,491 Industrial chemicals, explosives,......| 1,201 7b 685,194 200,719} 10,478 
29,470) 424360) 1,777,986, 750,797 | == 47,627 55,115 Paints ami varnishes,......sssecccccese]|  1p280 934 | 226,23 60,283] 8,676 
15,781| 27,666 399,993] 222,239 14,917] 20,282 
| 6 M’enl «a.em'mel poten | ted «62D Catacse ont gontesto msagh Yenkooesoon] AO] NT] SND) Lies] Bee 
2a;i73| iesses| “yaprrea| lessozr| “a2"935| 23¢oys "MSening, Furnishings, foctwoarsccscc:] “su | kere] bakesun| Mpooyson | Sosans 
oe] wel sifenl sie| aaa a ods (general Lim)ss.cceecceeccee] 168 zz} "4uh,993| 206,963] | 8,28 
20,999} 14,080 = 6M 22,h1s} = 21,255 4 pawe~t apr Sy piece 
Freee eq 9386} 10,699,576 3-520,052 1,345,338 $30, 063 ROCIONS.. ccccccccccccocccsdeoccccccce 5,273 3,270} 2,006,202 572,153 27,882} 30, 
792| 6,475,482) 2,135,020 | 976,350) 607 cods Sesbessdeceuenan GE 605| 1,742,233 409,315} 11,952 
152,352 135,594 4,215, 0% 1,385,032 222,181 Pte home PEG II 3,798 2,24 1,904,642 973,hbb 31,920 
21,596] 39,668] 1,163,975] 810,342 41,453) 62,423 Furniture (household, office)....ss+e+e 1,168 433 $60, 578 61,188} 11,560 
52 50 15,930,708) 5,665, 1 29 Home furniMings,..cccscsesccereseseces 2,630 1,761 92k, 064, 312,276 20,3600} 15, 
298 ‘aan ka 397k a "Bi Os Ses Paper and its products.ssesvessevesssvree]  by00] 2,098 1,904,976] 574,973] 494198] 3, 
‘ ’ ’ ' +Ce Nee 
20,250| 16,946] 2,508,426] 976,801 | $31,903] 229,449 Sel iliercrtecsssesans ins | mes | 390593 meee] 9,112 
115,333 106,959 9,797,438 3,258,772 580,919) 417, Stationery, office supplies 880 DeCe 182,367 DeCe 10,302 
23,723 21,501| 2,376,530] ~ 773,312 93,089] 70,752 Wallpaper. ccccccccccccccece 255 Nec. 31,440 NeCe 1,732 
12,655 10,053 1, , 301 429,454 113,309 61,598 Other paper CES cecccccecceccecece 1,926 Tee 929,980 NeCe 19,827 
30,654 25,620) 3,277,307) 1,009,496 225,000) 143.985 Farm products--raw material s.....ssssse0s 2,579 2,086} 6,769,746) 1,628,706 24,409 
} 13,475 17,293 438,053 219,149 31,024 40,616 Mataomotive..ccccccccccccsescecccecceesces 14,615 7,827 4,096, 563 260,029 135,572 
19,560 20,487) 1,468,223 617,064 660) 66,257 Automobiles, other motor vehicles...... 2,226 nce} 1,413,393 Dele 65k 
eee me gts Savage Her} er Automotive equipment, tires and tubes..| 12,389 Rete hem wnat NeCe a 
’ ’ 6 948 
7,956) —3,907|—arayaas| A900 | 25,769) 7,526 Moaneral-Aines apparaies, auppiisesscc.:| agai | seit | ayaresin| —Astssap | tatzzs 
85,548 ry Hern at fy Herr ed Electrical appliances and specialties.. 2,500 1,455 9998, 817 9 95 40,174 
050 s : 
rma) 206) ° "503, Masui | 29,002] 8,542 Mereraare tate Nestingerereeseeeveee| 2077 | Peis | Measeaso | © Syasooo | seston 
etn | as'aen | aatotet| astéss | assieae| rims Pluubing, heating equijment, supplies..| 3,729 | | 2,225 | 1,001,40h| 379,975] 43,561 
7,243 2,9 387,129 48,675 14,458 5,783 Lumber, construction materials. ...esseses He 74 Maa peng ir ar 4 
© Lumber, millwork...cccccscsceseveseeves ’ , ’ , 
pres so 13/971 990 eae ott poder} Other construction materials...........| 2,560 1,633 | 1,127,905] 316,762] 32,918 
16,049 9980 | 2,432,834 193,790 32,065] 13,7h4 Machinery, equipment and supplies........| 21,432 11,270 | 6,718,282 | 1,440,371] 187,665 
20,617 18,525 361, 523,685 73,336} 59,800 Commercial machines and equipment...... 41733 1,643 $39,730 136,08 32,026 
4,667 1,018 352,202 20,967 9,787} 1,934 Construction machinery, equipment...... . . f 
Parm-dairy machinery, equipment......++ 1,13 319 535,679 9395 9,308 
Industrial machinery, equip. su Bee 7,231 4,018 966, 55h 936 71,739 
ee ee ae By ey poh pn Professional equignert, supplies.......| 2,577 | 19634 "355,335 172,855 | 28,118 
sd iy ee" dt‘ Service establis Ps» SU s. . le 5 ’ ’ 
Berize| 354067 | “seiszraus | isu78cuss | zestor| 32.957 hment. equi byi92 | 3,008 | 762,355 725 | 22,779 
20,398 | 14,600] 1,150,009) “22,76 | 75,708) 35,766 py yl ~ enor 655 | aus | 252,292] 65,002] 5,098 
71 2497 eibddbl nbecedenbe 
27 °590 rier 2'362;710 | -3ue'a33 | Tarso| 243920 Metals, metalwork (except scrap).....++e+| 2,791 | 1,017 | 2,059,608 515,975 | 33,487 
$ Iron, steel and products...scscccccceee| 15532 853 | 1,549,601 | 304,440 3292 
55,851 | 57,99 | 4,012,523 | 1,562,502 | 282,390) 192,296 Nonferrous metals, metalwork......-..0 260 164 | "510,007 211,535] 5,195 
33,628 19,196 | 2,585,970 306,538 BMS; BAN Wadn GNIENB Rc doccroccvcccsvccceseesons 7,643 6,059 | 2,711,416 656,000 59,773 
16,964 | 23,962 303 ,636 138,007 | 20,787) 2,132 ena Ee 1,869 | 1,687,727 3345136 601 
, : ’ , : . Tana) Mat eel oe 321,864 | 32,172 
164,196 | 172,375 | 10,395,854] 3,496,437] 476,968 lala , | . = 
22,680 41,172 2,421, 013, 9026 | 111,884 Other merchant wholesalers... 15,550 10,508 8, 286,783 2,630,874 | 135,5 
21,635 21,667 | 3,146,361 779 ,289 72,220} 49,472 Amusement, sporting goods.. a 1,128 553, 124, 4) 15,739 
21,268} 14,559] 1,233,192 361,595 | 69,145] 37,609 Books, periodicals, newspapers, 1,599 866 158,958 168,572 | 22,418 
6,733 7,801 534,885 192,026 47,90 28,295 Coal, COKE cocesccccccccecececccccceese 962 919 2,043,074 512,835 10,623 
8,603 3,546 Blab 949 63,751 Us,27b| 6,144 Farm supplies...ccsoccescccessececececs 1,628 1,477 1S i geen bat 4 
reer 4 Ag er Fotalen and sesdactersre? | Stee | ates | frocsm | leeeres | Gas 
wen Tit nas? De 16009 n't Merchant wholesalers, 0.€.C.+.sesesseee 4,589 3,038 | 2,434,436 | 1,060,356 | 41,273 
12,522 7429 199 ,286 53,568) 13,981) 6,436 Manufacturers sales branches (with stock). : 
6.107 2,930 337,987 65,127 19,090 by ord manufacturers sales offices (without 23,196 17,917 | 50,610,038 | 15,048,967 | 478,639 
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Buyers at 14th 


Radio, TV Parts 
Show Optimistic 


CuIcaco—Business was brisk at 
the 1950 Parts Distributors Con- 
ference & Show here last week. 

Despite indications of a summer 
slump in television receiver pur- 
chases from retailers, the radio 
and TV parts distributors were not 
concerned. 

The parts and component equip- 
ment manufacturers who exhib- 
ited their wares at the show were, 
in general, pleased with the traf- 
fic past their booths; were grat- 
ified by the interest displayed by 
visitors, and were happy over 
sales. 

The distributors represent a ma- 
jor portion of the wholesale seg- 
ment of the billion-dollar annual 
replacement parts industry. And 
through their orders, they in- 
dicated that they are somewhat 


anxious about the possibility of 


shortages of certain TV compon- 
ents later this year and in early 
1951. 


a Many of the distributors were 
inclined to discount the prospect 
of a severe TV receiver sales 
slump this summer. They feel that 
consumer buying will continue at 
satisfactory—though lower—levels 
this summer and that buying pres- 
sure will be very strong in the 
fall—hence the anxiety about pos- 
sikle shortages later in the year. 

Television’s rapid rise has cre- 
ated one of the major problems 
faced by replacement parts dis- 
tributors. A TV set usuaily has at 
least twice as many parts as a 
radio set. In order to carry an ad- 
equate stock of TV components, 
therefore, distributors had to dou- 
ble and sometimes triple their in- 
ventories—over a very short per- 
iod of time. 


@ With a large inventory, a dis- 
tributor is faced with the necessity 
of instituting adequate controls. A 
price change can make an un- 
wieldy inventory a distinct liabil- 
ity—and sometimes wipe out the 


profit. 


Coupled with the inventory con- 
trol problem is the problem of 
financial management of the en- 
larged business, and the necessity 
for using new sales and merchan- 
dising techniques. 

To provide a sounding board for 
these problems, the show manage- 
ment this year instituted a series 
of three educational sessions—one 
on sales and merchandising, one on 
inventory control and one on fi- 
nancial management. 


@ The response to the merchan- 
dising session was_ sufficiently 
gratifying to stimulate plans for 
down-to-earth discussions of ad- 
vertising on next year’s program. 

One of the items displayed in 
the exhibit hall, which attracted 
a great deal of attention, is the new 
Anchor Radio Corp. television pre- 
amplifier or “booster.” It is de- 
signed for use in extreme “fringe” 
areas where signals are very weak 
or where high noise levels are 
found. 

The booster is said to increase 
TV signal strength five times 
without distortion and at the same 
time reduce the noise level to a 
point where optimum reception is 


i oe MU 


obtainable. 

The show is sponsored by five 
organizations: Radio Manufactur- 
ers Association; Association of 
Electronic Parts & Equipment 
Manufacturers; Sales Managers 
Club, eastern division; National 
Electronic Distributors Associa- 
tion, and the West Coast Electron- 
ics Manufacturers’ Association. 


Harben Appoints Mason 


T. Gordon Mason has been ap- 
pointed general sales manager and 
director of marketing service of 
Harben Inc., Dallas, which de- 
velops and markets a wide variety 
of products. Mr. Mason was for- 
merly vice-president in charge of 
national sales and advertising of 
Dr. Pepper Co. and recently be- 
came a seminar leader in the man- 
agement course for business ex- 
ecutives conducted periodically at 
Southern Methodist University, 
Dallas. 


Franz Named Maxon Director 


Joseph T. Franz, vice-president 
and oldest employe of Maxon Inc., 
Detroit, has been elected to the 
agency’s board of directors. Mr. 
Franz has been with the agency 
since its incorporation in 1937, 


Rew rat ae ee 


‘Home Furnishings’ Grows 


Home Furnishings, published by 
Haire Publishing Co., New York, 
will grow from a 9”xi2” format to 
114%”x11%” beginning with the 
June issue. Haire says it will in- 
crease circulation to 18,000 to cov- 
er every segment of the retail 
trade, including furniture, home 
furnishings and department stores 
in every section of the country. 
ABC circulation figures for De- 
cember, 1949, show net yor in- 
cluding bulk, to be 7,417 


TV/Films Appoints Squire 


TV/Films, New York, has named 
David F. Squire, formerly wit 
20th Century Fox Films, executive 
vice-president. Prior to 20th Fo 
Mr. Squire was production co 
ordinator for Alexander Kord 
Studios, London, England. TV/ 
Films produces television commer 
cials, as well as motion picture 
for television and theater presen 
tation. 


Ritchie Joins McCann 


Haiden Ritchie has joined th 
copy department of McCann- 
Erickson, San Francisco. He for- 
merly was in the advertising de- 
partment of Roos Bros., San Fran 
cisco department store chain. 
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AT NBP MEETING—Adin Davis, managing director of Controlled 
Circulation Audit, addresses the meeting of National Business 
Publications Inc. at White Sulphur Springs, W. Va. Listening are 
(eft to right) Harvey Conover, Conover-Mast; Joseph Hildreth, 


ace) Sh ais 


Chilton Co.; W. A. Marsteller, Rockwell Mfg. Co., another 
featured speaker; Mr. Davis; E. Lyman Bill, Bill Bros. Publishing 
Co.; and Paul Wooton, president, Society of Business Maga- 
zine Editors. 
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es Fue hs ee aay 


Utilities Admen 
Elect Hewson; 
Awards Given 


Kansas City, Mo.—William B. 
Hewson, president of Brooklyn 
Union Gas Co., Brooklyn, N. Y., 
was elected president of the Public 
Utilities Advertising Association 
at its annual meeting here. 

Other officers elected: John E. 
Canfield, Wisconsin Power & Light 
Co., Madison, ist vice-president; 
Paul L. Penfield, Detroit Edison 
Co., Detroit, 2nd vice-president; 
Walter G. Heren, Union Electric 
Co., St. Louis, 3rd vice-president; 
George Hanel, Connecticut Light 
& Power Co., Waterbury, Conn., 
secretary; and Mead Schenck, In- 
erstate Power Co., Dubuque, Ia., 
treasurer. 

The association’s annual awards 
competition drew more than 2,000 


entries in 20 different classifica- 
tions. A highlight of the conven- 
% tion, the awards were made to 162 


companies. Mr. Heren was chair- 
man of the contest this year, the 
association’s 29th. 


*~4 8 Winning entries in the 20 classi- 


fications, for small (Group A), 
medium (Group B) and large 


i (Group C) utility companies in- 
clude: 


Electric companies, series of three to 


@ five newspaper ads on a public relations 


subject: (A) Delaware Power & Light 


Co., Wilmington; (B) The Ohio Public 
Service Co., Cleveland; (C) Cleveland 
Electric Ill. Co., Cleveland. 

Gas companies, same series: (A) Port- 
land Gas & Coke Co., Portland, Ore.; 
(B) New Orleans Public Service Inc.; 
(C) Philadelphia Electric Co. 

Electric companies, series of three to 
five ads promoting use of electric ser- 
vice: (A) Hawaiian Electric Co.; (B) In- 
dianapolis Power & Light Co.; (C) North- 
ern States Power Co., Minneapolis. 

Gas companies, series of three to five 
ads promoting use of gas service: (A) 
Illinois Northern Utilities Co., Dixon, IIlL.; 
(B) Equitable Gas Co., Pittsburgh; (C) 
Cincinnati Gas & Electric Co. 

Gas companies, single newspaper ad, 
any subject: (A) Hudson Central Gas & 
Electric Co., Poughkeepsie; (B) Atlanta 
Gas & Light Co.; (C) Pittsburgh Natural 
Gas Companies, 

Electric companies, single newspaper 
ad, any subject: (A) Central Ill. Electric 
& Gas Co., Rockford; (B) Toledo Edison 
Co.; (C) Northern States Power Co., 
Minneapolis. 


g@ Transportation companies, competing as 
one group, single newspaper ad any sub- 
ject: 1st, St. Louis Public Service Co.; 2nd, 
Milwaukee Electric Railway & Transport 
Co.; 3rd, British Columbia Electric, Van- 
couver. 

All utilities, employe magazines: (A) 
Hartford Electric Light Co.; (B) Kansas 
City Power & Light Co., Kansas City, 


Mo.; (C) Detroit Edison Co. 
All utilities, employe newspapers: (A) 
Potomac Edison Co., Hagerstown, Md.; 


(B) Mississippi Power & Light Co., Jack- 
son; (C) Union Electric Co. of Missouri, 
St. Louis. 

All utilities, bill losures, p d 
billing cards, direct mail pieces, publica- 
tions, and other material sent to com- 
mercial or industrial customers: (A) Po- 
tomac Edison Co., Hagerstown, Md.; (B) 
New Orleans Public Service Inc.; (C) 
Cincinnati Gas & Electric Co. 

All utilities, same classification, but to 
farm or residential customers: (A) Wash- 
ington Power Co., Spokane; (B) West 
Penn Power Co., Pittsburgh; (C) Public 
Service Co. of Northern Ill, Chicago. 

All utilities, special pamphlets, booklets, 
circulars sent to employes: (A) Hawaiian 
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Electric Co.; (B) West Penn Power Co., 
Pittsburgh; (C) Consolidated Edison Co., 
New York City. 

All utilities, window displays: (A) St. 
Joseph Light & Power Co.; (B) Kansas 
City Power & Light Co., Kansas City, 
Mo.; (C) Consumers Power Co., Jackson, 
Mich. 

All utilities, interior displays: (A) Kings 
County Lighting Co., Brooklyn; (B) 
Shawinigan Water & Power Co., Mon- 
treal; (C) Cincinnati Gas & Electric Co. 


g All utilities, outdoor advertising, large 
units: (A) Portland Gas & Coke Co., 
Portland, Ore.; (B) Montana Power Co., 
Butte; (C) Northern States Power Co., 
Minneapolis. 

All utilities, outdoor ads, small units: 
(A) Winnipeg Electric Co., Winnipeg; (B) 
British Columbia Electric, Vancouver; (C) 
Pacific Gas & Electric Co., San Francis- 
co. 

All utilities, annual report to stock- 
holders: (A) Iowa Electric Light & Power 
Co., Des Moines; (B) Wisconsin Power & 
Light Co., Madison; (C) Illinois Power 
Co., Decatur. 

All utilities, radio advertising, compet- 
ing as one group: Ist, New Orleans Pub- 
lic Service Inc.; 2nd, Duquesne Light Co., 
Pittsburgh; 3rd, Indiana & Michigan Elec- 
tric Co., Ft. Wayne. 

All utilities, films, competing as one 
group: Ist, East Ohio Gas Co., Cleveland; 
2nd, Pacific Gas & Electric Co., San Fran- 
cisco; 3rd, Consolidated Edison Co., New 
York City. 

All utilities, complete programs: (A) 
Washington Water Power Co., Spokane; 
(B) Ohio Public Service Co., Cleveland; 
(C) Detroit Edison Co. 


‘Publisher's Weekly’ 
Awards Announced 


New YorK—Among the winners 
of Publisher's Weekly awards for 
book advertising and _ publicity 
campaigns run in 1949 was “What 
a Body,” by Alan Green, of Green- 
Brodie. “What a Body’s” campaign 
Was conceived and directed by 
Simon & Schuster and Sussman & 
Sugar, but Mr. Green could take 
comfort from the fact that Green- 
Brodie won an award for the cam- 
paign for Viking Press’ “Beau 
James,” by Gene Fowler. 

The awards: 

Best campaign, $10,000 or more budget, 
“Beau James,” by Gene Fowler, Viking 
Press; Green-Brodie, agency. 

Best campaign, $5,000-$10,000 budget, 
“The Mudlark,” by Theodore Bonnet, 
Doubleday & Co.; Franklin Spier, agency. 

Best campaign, $1,500-$5,000 budget, 
“The Universe and Dr. Einstein,” by Lin- 
coln Barnett, William Sloane Associates; 
and Sussman & Sugar, agency. 

Special mention: “The Law,” Renee 
Wormser, Simon & Schuster; Sussman & 
Sugar, agency. 

Best campaign with budget under $1,500, 
“What a Body,” by Alan Green, Simon 
& Schuster; Sussman & Sugar. 

Best publicity “In Our 
Image,” by Houston Harte, Oxford Uni- 
versity Press; J. Walter Thompson Co., 
agency. 

Special mention: “The Devil in Massa- 
chusetts,” Marion L. Starkey, Alfred A. 
Knopf, and Knopf’s William Cole and 
Lucy Johnson. 


NY Sales Executives Elect 


The Sales Executives Club of 
New York has elected Fen K. 
Doscher, vice-president in charge 
of sales of Lily-Tulip Cup Corp., 
president. Other officers are: 
Frank P. Connolly, vice-president 
of Valentine & Co., lst vice-presi- 
dent; Charles T. Lipscomb Jr., 
president of the Pepsodent divi- 
sion, 2nd vice-president; Charles 
R. Speers, regional vice-president 
of American Airlines, secretary, 
and Joseph L. Wood, assistant 


treasurer of Johns-Manville Corp., 


treasurer. 
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National Nielsen-Ratings of Top Radio Shows 

Week of April 16-22, 1950 
All tigures copyright by A. C. Nielsen Co. 

Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, GNCE ANE (AvenAee FOR ALL PROGRAMS) (3,826) (9.4) (—0.4) 
1 “t= \ 2 errr ree 10,460 25.7 +44 
2 5 Jack Benny (CBS, Lucky Strike) ............ 7, 19.4 +0.5 
3 2 Godfrey’s Scouts (CBS, Lipton) .............. 7,652 18.8 —O1 
4 ll Walter Winchell (ABC, Richard Hudnut) ........ 7,285 17.9 +2.6 
5 4 Fibber McGee and Molly (NBC, S. C. Johnson) .. 7,000 17.2 —0.8 
6 8 My Friend Irma (CBS, Lever) ............ 6 16.5 +0.1 
7 9 Charlie McCarthy Show (CBS, Coca-Cola) ...... 15.5 O04 
8 7 Amos 'n’ Andy (CBS, Lever Bros.) ...... 15.2 —13 
9 30 F. B. I. in wy - War (CBS, P&G) 14.9 +2.5 
10 24 This Is Your F. . (ABC, Equitable Life) . 14.8 +17 
wrens, | ety es Y (AVERAGE FOR ALL PROGRAMS)(2,401) (5.9) (—0.1) 
Counter-Spy (ABC, Pepsi-Cola) .............. 681 11.5 +0.9 
3 ; Beulah (CBS, i  haeods cde céecesecdedns 396 10.8 —Lll 
3 4 Oxydol Show (CBS, P&G) ...........0eeeeee 3,907 9.6 0.9 
Wepeay (AVERAGE FOR ALL PROGRAMS) (2,239) (5.5) (—0.2) 
1 Arthur Godfrey (CBS, Ligg. & Myers) 4,192 10.3 —10 
2 4 Pepper Young’s Family thee, -—.* 9.2 +0.5 
3 5 Right To rw (NBC, P&G) ...... 8.9 +0.3 
4 8 "Fé. EF 4. REO 8.6 +0.3 
5 18 My True Story (ABC, Sterling) we) SRE 8.3 +0.9 
6 2 rthur Godfrey ( oo eee ocnd ouay 8.1 —14 
7 4 ) 8. &. ree 8.1 +0.5 
8 7 Romance of Helen x. ees Whitehall) ...... 3,175 78 —0.5 
9 6 Backstage Wife cnc, Sterling) <p chap eae 134 7.7 —0.8 
10 16 EE GU OEE caccadartadeccecdvrces 3,134 7.7 +0.2 
DAY, SATURDAY (AVERAGE + ALL PROGRAMS) (2,035) (5.0) (—0.4 
1 1 Armstrong Theater (CBS) ........cccccsccees 4,436 10.9 —0.3 
2 3 Grand Central Station (CBS, Pillsbury) ........ 3,948 9.7 +0.4 
3 5 Stars Over Hollywood (CBS, Armour) ......... 3,704 9.1 +0.2 
DAY, SUNDAY (AVERAGE FOR Ai. PROGRAMS) (1,506) (3.7) (—0.1) 
1 2 True Detective Mysteries (MBS, Williamson) 3,622 8.9 —0.6 
2 3 Martin Kane (MBS, General Foods) ........ 3,053 7.5 —12 
3 1 Shadow (MBS, DL&W Coal-Grove Labs.)........ 3,012 7.4 —2.7° 

‘Neonews’ Becomes ‘SIGNews’ | Peek Rejoins Burke Agency 


“Neonews,” house organ of Neon 
Products, Lima, O., has changed 
its name to “SIGNews.” The new 
name was selected as a result of 
a contest launched by the company 
recently. John W. MeNitt, Ansco 
division of General Aniline & Film 
Corp., submitted the winning 
name. 


Wise, Smith Names Ellis 


Muriel Ellis, formerly a fashions 
account executive of erick 
Clinton Advertising Agency, New 
York, has been appointed fashion 
coordinator of Wise, Smith & Co., 
Hartford department store. 


Leslie A. Peek, formerly na- 
tional advertising director of the 
Herald, Bellingham, Wash., has 
been appointed account executive 
of Burke Co., Seattle agency. He 
was on the Burke staff before go- 
ing to the Herald two years ago. 
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YOUR PRODUCT — SELLS BETTER 
IN MORE PLACES, AT LESS COST 


Dealers are willing and pleased to post these attractive new TRANS- 
BRITE Posters in their best locations. Installed in a matter of minutes, 
TRANS-BRITE does a thorough, and effective job. When the next sales 


message is ready, TRANS-BRITE is 


quickly removed to make way for a 


new, different, eye-catching TRANS-BRITE Poster. 


Transparent except for brilliantly colored lettering, TRANS-BRITE 
is a new plastic point-of-sale poster that quickly catches the customers’ eye 
and turns product identification into sales. 


Your copy, colors and designs are faithfully reproduced at amazingly 
low cost. Write for samples and complete details. 


REPRESENTATIVES 
Some selected territories still available. 


WRITE FOR DETAILS 
| 15 EAST SECOND STREET 
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The Haire Readers’ S 
Department is constantly ¢ 
gaged in bringing manuf 
turer and retailer together j 
answer to calls for resourg 
and product information. 


Retailers, manufacturerers, 


EXTENSIVE vertising agencies, resort § 
MERCHANDISING the well stocked Haire M 
LIBRARY chandising Library for 
information. 


The Haire Research Depart 
ment prepares market studies} 
reports, trend analyses for it 
editorial service; and on re 
quest for manufacturers and 
agencies in the field. 


7 Pe +. 


Of ever growing importance ¢¢ 
manufacturers is proper saley 
training at the retail level 
SALES Haire Publications meet thig 
- MANUALS © need with authoritative man, 
uals in their regular an 
t 


bi cin 


am 


and reprints for all the field 
they serve. 


Another marketing servis] ; 


thirteen annual and semi-an- 8 
nual directories of manitifacs * 
turers and their products are * 
the daily “buying” tools of 
Haire subscribers from coast 
to coast. ; 


We are not list brokers—our ! 
lists are never for sale. But for ! 
manufacturers and agencies 


eof. ee we maintain complete lists for ” 
[/ \ 


every industry we serve ..{! 
minutely classified...checked d 
daily for accuracy. 


Somebody’s calling on HAIRE 
for Market Information 


\ 
“. The Haire organization main, 
DIRECT tains a completely-equipped, 
MAIL SERVICE well-trained mailing depart 
5 ment as a further service to 
manufacturers and agencies. 


Haire information services are known—used—and appreciated 
as the short cut to fact finding in. the merchandising world. 


} 
Thousands upon thousands of requests for market data, in most ites enienin ieee 


cases unobtainable elsewhere, flow in to Haire headquarters EMPLOYMENT thousands of manufacturers, 

P AND CONTACT wholesalers, retailers, and 
throughout the year. They testify dramatically to the trust SERVICE salesmen together in life-long 
America’s manufacturers, advertising agencies, and retailers eS | 
place in the authority of Haire Publications. The host of 


market services illustrated on the right, augment the flow of Wi 


| of 


pea 


Manofacturers and advertis; 
SALES AND ing agencies frequently com 
MERCHANDISING sult us in marketing new prod , 


authoritative “know how” delivered by the editorial staffs of 
the 10 Haire Merchandising Publications. 


COUNSEL ucts and in solving vari 
y} \\ selling problems. 
FOR THE ADVERTISER here’s the big payoff to this story: 
The trade magazine that gives your retailers what they want ; aes, 
— is where your retailers want to see your trade advertising. = Benttniinns Ghee of . 
CONFIDENCE in Haire market services ... becomes RE- REFERENCE fos beck os 1014 ero ea 


; SPONSE to advertising in your specialized Haire Publication es 


reference to the merchandi# i¢ 
[] \\ ing world. 


bl 


HAIRE PUBLICATIONS ARE MORE EFFECTIVE BECAUSE THEY’RE MORE SELL-ECTIVE 
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